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‘‘AMERICA’S FINEST GOLD FILLED JEWELRY” 
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A VERY MERRY CHRISTMAS AND A 


HAPPY AND PROSPEROUS 
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DECEMBER 1948 


Merchandising and Promotion 


TWO WINDOW IDEAS FOR FEBRUARY 

CASH IN ON COUNCIL'S CHRISTMAS PROMOTIONS 
IT'S MAGIC THE SALES POWER OF THOSE WINDOWS . 
DIAMONDS JU. S. A. , 

CO-OPERATIVE RADIO PROGRAM BRINGS BIG RETURNS . 
DIAMOND PARADE BUILDS TRAFFIC ' 
CONSISTENT PROMOTION KEEPS CUSTOMER TRAFFIC STEADY . 
WINDOWS ARE KEY TO STORE'S MERCHANDISING 
THE AD-VISER . 

BOOKLETS TEACH JEWELRY FACTS TO READERS 
ADDING LUSTRE TO A TRADITION 


Store Modeérnization 


GLASS WALLS MAKE STORE A SHOWCASE ' 
CONSIDER THE CUSTOMER WHEN CHOOSING STORE LOCATION 
THEY KNEW WHAT THEY WANTED , 

STORE “REMODELED” BY IMPROVED ILLUMINATION 

NEW STORE MARKS 78TH ANNIVERSARY 


The Trade at Large 


IS REPAIR DEPARTMENT A BUSINESS ASSET? 
REPAIR CHARGES AT HIS FINGERTIPS 
RECENT COURT DECISIONS HELP JEWELERS 
BOOKKEEPING SIMPLIFIED . 

PLUG UP THOSE PROFIT LEAKS! . 


Technical 


VIBRATING A HAIRSPRING . 
WORKSHOP QUESTIONS AND ANSWERS . 


Departments 


SPEAKING OF THE JEWELRY TRADE 
MY DISPLAY PROBLEM . 

THEY'RE NEW . 

NEW GIFTWARES . 

SPEAKING OF GIFTS . 

NEWS. 

EDITORIALS . 


ONE OF THE PUBLICATIONS 


OWNED, PUBLISHED, AND COPYRIGHTED (1948) BY THE CHILTON CO., INC. 
Executive Office ® Editorial and oe ye Offices 


Chestnut and 5Séth Sts. 2nd St.. © 
Philadelphia 39, Pa., U. S New York 17, U. S. A 

OFFICERS AND DIRECTORS ; 
JOSEPH S. HILDRETH, President; EVERIT B. TERHUNE, P. M. FAHRENDORF, JULIAN CHASE, ; 
THOMAS L. KANE, 6. C. BUZBY, CHARLES J. HEALE, Vice-Presidents; WILLIAM H. VALLAR, 3 
Treasurer; JOHN BLAIR MOFFETT, Secretary; HARRY V. DUFFY, T. W. LIPPERT, D. ALLYN GARBER . 





PAUL WOOTON, Washington Member of the Editorial Board 





The Jewelers’ Circular-Keystone, published monthly and copyrighted by Chilton Company (Ine.), Chestnut and 56th 

Sts., Philadelphia ay’ Pa. Entered as second class matter at the Post Office in Philadelphia, Pa., under the Act 

of Congress of March 3, 1879. Subscription price—United States or its possessions: one year $3.00; "Mexico, Cen 

America, South America, Spain and its colonies, one year $3.00; Canada, one year $4.00; other "toreign coun 
one year $12.00; single copies 35c in O. S. A. Subscriptions payable in advance. 





a New Bracelet 


Watch _..in Platinum 


and Diamonds ..; 


conceived by 


~ 


Brilliantly conceived designs of Marcé are executed 


with the consummate craftsmanship that has 
always marked the efforts of WBO artisans... 
For many years the WBO mark has 
symbolized unsurpassed quality and distinction 


in fine platinum and gold/jewelry. 


From design to finished 
masterpiece each WBO 
creation 1s produced under 
one roof by technicians 


who are masters in WILLIAM B. OGUSH, INC. 


their individual crafts. 
CREATORS OF GOLD & PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET WC) NEW YORK 23, N. Y. 
& 

















You won't find them in the 
phone book—but you will find 
, them in leading jewelry and 
department stores ‘cross country 
breaking sales records by the 
score! Every one’s a “winning 
number” from K & K’s profitable 
collection of compacts, cigarette cases, 
pill boxes, photo frames and 
rosary cases. So, get out your little 
black book and send in that order 
today! This selection priced to retail 
from $1.95 to $8.95. ... 


€25002/57 




























F 35001/18 


$11000/27 







~ €4002/48 
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Nationally Advertised in: 
Vogue, Harper's Bazaar, Mademoiselle, 
Charm, Glamour, and Town and Country. 


: -KOTLER & KOPIT, Inc.. . 303 Fifth Ave. 


cupareldt Casts 
me (0 Ge welds loveltesl women” 
New York 16. Factory, Pawtucket, R. I. 
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THE WORKING AND HANDLING 
OF JEWELRY PALLADIUM 


let us send you this new booklet, Goes 
into the subject in detail 


gH BO 
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of this he stone aha! vs grea 

there is a corresponding iner "east 
sion which makes the diamond apps 
larger than it really: is. _ 


Series 594 and 595 are for men’s rings an 
596 for women’s jewelry. The latest addition 
Series 597, has its reflector soldered into 
place, making it a finished setting, and has _ 
two flattened sides for easy assembly. It 
rounds out the line by providing.a distinctive 
high illusion setting for the solitaire diamond. 
The Masterpiece line is made in jewelry pal- 
ladium, iridio-platinum and gold. 


Chea ECA LM 


113 Astor St., Newark 5, N. J. 


New York ¢ San Francisco * Chicago 
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Bretton’s new watch band ratchet is a truly great achievement 








This is 1T —the watch band ratchet we’ve been striving to 
develop and perfect for many years. A sample will soon be sent 
you so that you can see for yourself why it is acclaimed : 


the outstanding ratchet on the market. 


NATIONALLY ADVERTISED 


CONSULT YOUR WHOLESALER Brettom 


FIRST AMONG FINE WATCH BANDS 





BRUNER-RITTER, Inc. 630 Fifth Avenue, New York 20 °¢ Factories: Bridgeport and Montréal 





mall Sets Are 


e 


By popular demand, the Simmons 75th Anniversary Line is well 
stocked with small, but very appealing, gift sets . . . sets that 
fall in the popular price bracket . . . sets that really move fast. 
Get all you can of them. Display all you can of them for these sets quickly hit the sales 


spot when people are looking for quality gifts that are not too steep for the purse. 


R. F. SIMMONS COMPANY, ATTLEBORO, MASSACHUSETTS + MAKERS OF SIMMONS CHAINS + SOLD THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 


Strmon 


75th Anniversary 


THE JEWELERS’ CIRCULAR-KEYSTONE 





OL ARTISANS RODUCE THE bey, 
/, 


Whether it’s a painting or a ring creation, it takes 
an artist to produce the finest. Bristol craftsmen 
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Shits CEMEX ad has doutle-taueled impact. is 


Gemex aims the first barrel: Your customers are presold through the pages of 
America’s most influential consumer magazines. That’s advertising! | 


You aim the second, and get them right between the eyes! Your customers rec- 
ognize this same handsome advertisement in a laminated display right in your 
own store. That’s merchandising! 


Be sure your store has a generous supply of the watchbands featured in this ad! 


GEMEX Company, UNION, NEW ie 
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In the hands of UR’s skilled craftsmen, AMERICAN BEAUTY 





; matched sets are executed with all the exquisite care, all 





| the delicacy of design that one expects to find only in the 

finest platinum settings. In 14K yellow or white gold, 

each of these faultlessly fashioned bridal pairs is completely 
worthy of the AMERICAN BEAUTY 


name... and your own. 







we 


UNTERMEYER, ROBBINS and COMPANY ¢ 136 West 52nd Street, New York 19, N. ¥. 


RINGLEADERS SINCE 1865 < 
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LAST MINUTE Christmas shoppers will bless you for 


your display of handsome Sessions Electric Clocks... 


glorious gifts of usefulness, beauty ... and universal 


popularity! 

Best of all, the Sessions line gives you a grand oppor: 
tunity to cash-in on last minute holiday sales, without 
fear of over-stocking, for Sessions sells briskly through- 
out the year! To back up continuing sales effort, 
Sessions offers free merchandising helps for counter 
and window displays as well as continuing consumer 
advertising appearing during 1948 in such national 
magazines as The Saturday Evening Post, Life, Collier’s, 
Look, Pathfinder, House Beautiful, Cosmopolitan, 
Country Gentlemen, Good Housekeeping, The 
American Magazine and the Christian Science Monitor 
Magazine—a total of 70 million advertising messages 


fo help you sell Sessions Clocks. 


So order now, and order generously. Display Sessions 
Clocks now, and throughout the coming year for 
healthy year-round profit! 

Genre roed he 


CSSIONS , = 


(locks ~ 


ELECTRIC 


SELF-STARTING ° 


The Sessions Clock Company, Forestville, Connecticut 
In Chicago: The Merchandise Mart; In San Francisco: Western Merchan- 
dise Mart; In Canada: Northern Electric Company, Montreal, P. Q. i; 
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THE “CATNAPPER” ALARM (No. 451A) Retails... 


MODERN 
GOTHIC 
(No. 464W) 

Retails .. 


$4.95* 


BANJO WALL 
(No. 463W) 
Retails... 





SEMI-ROUND 
DRESSER 
(No. 454W) 
Retails... 


$6.85 * 


PILOT WHEEL £ 
(No. 456W) 
Retails... 








TEA POT 
WALL 
(No. 339W) 
Retails... 


$4.95 * 


*Approximate retail price, 
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ROUND 
KITCHEN 

WALL ; 
(No. 462W) © 
Retails... 

$4.50* 


subject to Federal Excise Tax 
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your store 
Valentine 


Write for information on 
special Valentine numbers. 





Tie in with Elgin American and tie up your 
biggest Valentine volume. Send for the smart and 
Tune in the special store helps, listed above. They’ll do an 


Groucho Marx 





| all-out job for you in America’s best known, most 
oe “on wanted compacts, cigarette cases and dresser sets. 
networ . : 
8:30 p.m., E.S.T. It pays to concentrate on Elgin American. 


ELGIN, ILLINOIS 


COMPACTS - CIGARETTE CASES - BRESSER SETS 
NEW YOR K : CHICAGO , LOS ANGELES : TORONTO 
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all about 


The Birds— 


The Bees- 


The Flowers... 


TILL NEXT MONTH 
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May God show us the way 


to bestow the gift of Eternal 
Peace on our loved ones. 
Let our Hope for the Future * 
spur us on to face the New Year 
* with Courage ... ever mindful 
of our individual responsibilities 


inging Good Will foward men. 


EDWARD - 


Senate ot 
PORE NSN OMAR OE CO OFS 


vers of Diamonds . . 











the urge to buy starts with the eye 
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WATCH CASEY 













LOOK FOR THIS 
STAMP OF QUALITY 


THE MARK OF DISTINCTIVE 
BLAUTY AND LASTING 
PROTICTION 





— designed to custom-fit fine watch movements 
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JACOBY-BENDER, INC., 161 AVENUE OF° THE AMERICAS, NEW YORK 13, | 
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FIFTY YEARS OF SERVICE 
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LUDINGTON, MICHIGAN 


New York 20 


Executive Offices and Factory 
Sales Offices: 630 Fifth Avenue, 





TRADE MARKS 





t, Los Angeles 


fth Stree 
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220 W. 
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An Amazing Range of Styles and VALUES That 
Make History In Diamond Rings 
Synthetic stone centers in all colors, surrounded by diamonds 
From $29.00 to $500.00 Keystone. 


HAND CARVED WEDDING RINGS 


Ladies’ hand carved wedding rings from $3.50 to $75.00 KEYSTONE 
Hand carved matched wedding ring sets from $10.50 to $35.00 KEYSTONE 


Our various lines are produced by expert craftsmen in 14 and 
I8Kt. yellow and white gold as well as 10% iridium-platinum. 


FAST TURNOVER GUARANTEED 


Samples on request to established jewelers—State price range and styles. 
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FORSTNER CHAIN CORPORATION, IRVINGTON it, NEW JERSE, U.S. A 















Too seldom can we extend a person- 
al greeting to those whose friend- 
ship over the years we hold in such 

high esteem. May we say, however, we 

appreciate the warm and cordial re- 
lationship that exists between us, and 


wish you the happiest of holidays. 


ISEICO 
SEIDMAN & COMPANY 


MANUFACTURERS 
31 WEST 47TH STREET 


\ NEW YORK 17, N. Y. 
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We look forward with you to the 
New Year with high hopes, and 
pledge ourselves to greater achieve- 
ments in terms of value...to the crea- 
tion of the incomparably beautiful in 
design, the ultimate in quality. A good 


year to you,—and a prosperous one. 


SEICO 
: SEIDMAN & COMPANY 


MANUFACTURERS 
| 31 WEST 47rn STREET 
NEW YORK 17, N. Y. 
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LOOK! COMPLETE 2-MINUTE DEMONSTRATION OF Xv /7 
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No question about the big news in 
the Manning-Bowman Twin-O- 
Matic! It makes two full-size waffles in 
the time it takes to make one! So point 
out this feature first... 














Next, rotate the waffler. Explain: 0 Note the cool bakelite handles and 
“Now you pour batter into the empty eleaming chrome finish—typical 





Twin-O-Matic operates: “Dial your 


waffles light or dark with the handy dial section. close cover. and return the waffler of the quality details in all Manning- 
on top. When the indicator says BAKE, to its original position. Concealed over- Bowman toasters, percolators. broilers, 
pour batter into the top half.” flow troughs catch surplus batter.” irons, automatic grills and heating pads! 





Manning Bowman Means Best 


Manning, Bowman & Co., Meriden, Connecticut. * In Canada: Manning, Bowman & Co. (Canada) Ltd., Oakville, Ont. 


THE LINE THAT'S ALWAYS IN DEMAND 
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your diamond sales 





with Afelime ail: CMe lite 
matched sets at tax-included prices 


Whether you offer a Lifetime diamond solitaire, or step-up 
the sale to include its perfectly-matched wedding ring— 
you'll find that the Lifetime tags will never total 

a lop-sided, tax-included retail price. 

Lifetime rings are price-tagged from $50 to $500 
tax-included, with intermediate prices $25.00 apart. 

In designing rings that are packed full of value 

and eye-appeal, you'll find that Lifetime considers 


more than one angle to make sales speedier and easier for you! 


BASKIN BROTHERS, Ine. 


VI hb 38 West 48th Street * New York 19, N. Y. 


DIAMOND RINGS @) Makers of Fine Rings Since 1896 
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IN REFINING, as in the culinary art, good mixing 


43%. is a prime essential. For, after a particular lot of 


precious metal waste has been reduced to pulverized 


form, samples are taken for assay. Only if the material 


is thoroughly mixed, will these samples truly repre- 


sent the composition of the entire lot. That’s why the 


ae = &8mixing at Handy & Harman is entrusted only to 


_<"_. uuu experienced hands who appreciate its importance and 





over again until it is as 
uniform in content as men 
and machines can make it. 


carry it through with infinite care. 


Devotion of this same painstaking care and 
accuracy to every step in the entire refining process 
is the reason why Handy & Harman Refining Service 
has won a reputation throughout the Arts and Indus- 
try for “consistently accurate returns”. Send your 
next lot to Handy & Harman and find out for yourself 


that “good mixers write bigger checks”. 





HANDY & HARMAN 


HANDY & HARMAN 7 
a) 3 
‘ 


'¢) soto, & 
/ ,ae? JY 


82 FULTON STREET VG NEW YORK 7, N. Y. 
Bridgeport, Conn. « Chicago, Ill. « Los Angeles, Cal. « Providence, R. 1. « Toronto, Canade 
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TO YOUR LOCAL ADVERTISING! 
TO YOUR SALES! 
\ TO YOUR CUSTOMER INTEREST! 
It’s the KEY*, 
the “attention getter’, that brings them into your store and clinches 
sales. Consumer resistance breaks down when this cleverly con- 
trived merchandising aid is displayed, because women love to wear 


it as a bracelet or locket charm for permanent attachment to the 
significance of the moment. 


THIS is your EXTRA appeal to the “Two-Gether” ensemble — a 
truly perfect locked set that keeps your rings beautifully aligned 
with no parts to swing out, wear out, break off or interfere with 
the active appeal of the rings. 


*Sterling keys free with each “Two-Gether” ensemble. 
14K Gold Keys available of extra charge. 


Kushner & Pines, in 


21 WEST 46th STREET 
NEW YORK 19, N.Y. 




















© 1948 K & P Inc. 
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Rings enlarged 
to show detail 


8 diamond combination set 


»« « AND BRIDES OF EVERY SEASON 


To the many distributor friends whose efforts this 
year have created a ‘Miracle’ of demand for 
MIRACLE Diamond Rings—we extend our hand, 


both in greeting and in thanks. 


Be assured of our continued efforts to provide you with 


the most sought-after diamond rings in the coming year. 


And above and beyond pure business, we wish you 
happiness—and the fulfillment of your own desires— 


whatever they are... wherever you may be. 
*Pat. and Reg. U.S. Pat. Off. Pat. Pending 


SHIMAN BROS. & CO., Inc. 


MANUFACTURERS FOR OVER 50 YEARS 
Originators and Sole Manufacturers of Miracle Set Diamond Rings 


No connection with any other firm 


234 WEST 39TH STREET « NEW YORK 18, N. Y. 
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Gold-Filled : ue at i ; 
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> “ INGENUE 
~ ae 14 kt. Yellow Gold - 7 
. 13 diamonds—2 rubies 
$375.00* 
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Gold-Filled / 


Since 1868 


yy 


80" ANNIVERSARY 


‘ STIMSON GOTHAMATIC / ley outs 


Self-winding watch Bie f€/ © jp 
Gold-Filled, Anti-Magnetic : SF : These watches to be featured in... 


+ $71.50* iP’ - 
) “ _ LIFE - SATURDAY EVENING POST - COLLIER’S, 
a : : AND—IN NEWSPAPERS AND RADIO A: 


GOLD CUP GOTHAMA GS Be sure you have them on hand for Xmas selling => 
14 kt. yellow gold e ; 
$145.00* - OTHERS FROM $24.75 TO $2500.00 












"INCLUDES FEDERAL TAX 


Gotham Watches 
Product of llendortt Watch Go INC, 20 W 47th STREET, 


ac hUrkN A (tees tas ol NEW YORK. N.Y. 





A BRILLIANT IDEA IN CURF LINKS 











OLN OKE, 











The exclusive JACCO swivel 
does the trick 


¢ Two full faces in handsome 
patterns 
Rigid shaft for quick, easy 
insertion into cuff opening 
One link pivots parallel to 


or you in JACCO’s already famous LINE OF LEAST RES 
lay for the name and address of your JACCO jobber. 


SWIVEL-LINK CUFF LINKS, conven- 
tional and bullet types in 10 or 14K 
yellow gold are all available in 25 
striking patterns. 


Neil D. Sofman . J. L. Miller Irving Keys 
Ww g Keyser 

32 Liberty Street Chas a 29 E. Madison St. 682 lrola St. 

New York 7, N. Y. New Englan Chicago, Illinois Los Angeles, Calif 





BULOVA jreient 


N ENTIRELY NEW CONCEPTION OF 
MATERIAL PACKAGING AND INVENTORY CONTROL 
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IN MATERIAL HANDLING IN 50 YEARS 


Available from your Material 


Jobber for immediate delivery 


BULOVA WATCH COMPANY, Material Sales Division, 40-06 62nd St., WOODSIDE, L. 1., NEW YORK 








BULOVA MATERIAL CABINETS 


made of finest quality to give long, efficient service. 


Containing BULOVA Watch parts of the 






highest precision standards. 





JEWELER’S CABINET NO. 1 
Striking wood-grained — all steel. 
The finish will resist chemical 
stains and burns. The expertly 
designed steel drawers, equipped 
with movable plastic dividers, 
open smoothly and easily. For 
beauty and efficiency, this is the 
finest small cabinet ever designed 
for the jeweler! Height — 4%"; 
width — 134"; depth — 104”. 

Complete with 540 parts 
for the repair of the 10 
most popular Bulova 
models! 


LIST PRICE OF 
MATERIAL—$130.00 


S25 Catbinel FREE, 


MATERIAL KiTS 

Designed to fit into a drawer of 
the standard watchmaker’s bench. 
Handsome leatherette exterior 
protects contents. Each cabinet 
contains guide for easy location 
of every part. Length — 11%"; 
width — 43%"; height — 1%”. 


STEM CABINET NO. 3 


Contains 36 genuine Bulovastems 
which fit 101 Bulova movement 
a re $11.75 


BALANCE STAFF CABINET NO. 4 


Contains 34 genuine Bulova bal- 
ance staffs which fit 97 Bulova 
movement models. ... . $13.75 


MAINSPRING CABINET NO. 5 


Contains 44 genuine Bulova main- 
springs which fit 100 Bulova 
movement models. ... . $19.75 


CROWN CABINET NO. 6 


Contains 83 genuine Bulova 
crowns which will fit the complete 
line of Bulova watches. .. $30.00 


Cabinet FREES 
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We also manufaCeakteee eiedl aces bree) ME-xU KG 
and platinum diamond nioalalerge rather. 
the famous KIN-LOCK diamond engzeguran 


and wedding rings that always “Keep in line”: 


atalog Available 
Memo to Rated Jewelers 


Leading Ring Stylist for More Than a 
Quarter Century 


@ 
g Tue. 37 W. 47th St. New York 19, N. Y. 
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FROM COAST TO COAST, AMERICA WILL SEE 
RENSIE’'S NEW ADVERTISING CAMPAIGN IN 
LIFE * SATURDAY EVENING POST * LOOK * ESQUIRE 
VOGUE * COLLIER’S * LADIES’ HOME JOURNAL 























RELY ON 


RENSIE © 


WATCHES , 


“Exquisite as America’s Beauties” 


RELY ON 


alah RENSIE 
» RENSIE WATCHES 


WATCHES 


“Exquisite os Americo’s Beauties” 





“Exquisite as America’s Beauties’ 








A distinguished creation. 

17 jewels, with stunning 
hand lapped, bright polish- 
ed case, and the flatter- 
ing high dome crystol. 
Irresistible value! 


Exquisitely designed 

with fashionable new, 
high-domed faceted 
crystal. 17 jewels. 


There's breathtaking beauty 
in this smart, modish 14 K. 

hand-lapped, bright polish- 
ed case with high dome 
crystal. Plus Rensie’s 
famous trustworthi- 

ness. 17 jewels. 
















New high-domed 
taceted crystal makes 

this a watch you will 
proudly wear. 17 jewels. 








Designed for the 

active man...17 jewels, 
with heavy rock crystal. 
' Steadfast accuracy. 









17 jewels...14 K. 
hand-lapped, bright 
polished case with high 
dome crystal. Styled for 
masculine good looks. Rensie's 
time-telling faithfulness, of course. 


priced from $24.75 to $1,000 


priced from $24.75 to $1,000 priced from $24.75 to $1,000. 
riced fr 


QOURINC fy 
o° a eo, 


Sold by better jewelers 


Rensie Watch Co., Inc.., 
580 Fifth Avenue, New York 19 


% Sold by better jewelers 


Rensie Watch Co., Inc. 
580 Fifth Avenue, New York 19 
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%~ Sold by better jewelers 
y Rensie Watch Co., Inc. 





























580 Fifth Avenue, New York 19 





SOLD THROUGH THE WHOLESALER EXCLUSIVELY 


SEASON'S GREETINGS AND A PROSPEROUS NEW YEAR 


FOR DECEMBER, 1948 35 














PYPruism- 



















PRISM-LITE takes a giant step forward with the introduction of jt; 
beautiful new, precision-made Diamond Ring Box”... the bo, 


with greater eye-appeal for greater consumer appeal 


Fabricated of lovely, lustrous, clear lucite, the bo, 
is fashioned in the shape of a fully faceted 
diamond whose lid lifts to reveal the 
sparkling Prism-Lite Diamond Ring or Bridal 
Combination within . . . held securely 


in place by the patented ring holder. 





The ring box is encased in a smart container 
of ivory and gold colors and in relolelhitel Mae 


enclosed in a chipboard box. 





*PATENT APPLIED FOR 
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the SPECTACULAR 
EYE APPEAL- 
ONSUMER APPEAL 
PRISM-LITE 
MASTERPIECE PACKAGE 
















YO LT) 
Jo A $65 S70 Jt 


us ‘ ® 
v ’ r ‘ 











THIS STARTLING NEW 
PACKAGE CREATES A 
POWERFUL SELLING 
WEAPON FOR THE 
RETAILER. 





FOR DECEMBER, 1948 
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ot” WITH MANY PROFITABLE SALES 
from M. SICKLES & SONS 


AND 


For 91 years, jewelers have relied on the integrity DIAMOND RINGS 
of M. Sickles & Sons for the highest standards of 


quality and service. You may be sure we will do all 


we can to merit your continued loyalty and confidence. 


906 CHESTNUT STREET, PHILADELPHIA 7, PA. 
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Christmas will be 

cheerier for many 

who will have the good 
fortune to receive the Gift 
of a Normandie Watch. 
Are You, Mr. Retailer, the 
Santy Clauss who made this 


| possible? If not... ask your 
Wholesaler to show you 
this smart watch line 


watches... 
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Z #7, 


. 


ee 


a \ 


NORMANDIE WATCH COMPANY ° 71 Nassau Street * New York 7, N. Y. 


FOR DECEMBER, 1948 








The Magic Circle diamond that your customer buys is guaranteed. This printed ao 
guarantee form, handsomely done in two colors is a handy sales clincher for every ee 


jeweler and is offered without charge as part of the vast merchandising and oe 
program behind Magic Circle diamonds. This guarantee adds prestige to your store 
and engenders greater faith and confidence for you and your customers as well 
helping to make more profitable diamond sales. And, Magic Circle diamond, with its 
specially cut and highly polished girdle that adds extra brilliance and even gives the 
impression of greater-size is an outstanding value...today and ALWAYS! 


If you aren't familiar with this most beautiful of all diamonds, write today 
for a memorandum selection. No charge or obligation, convince yourself 


SLE just what tremendous diamond sales may be yours by featuring Magic Circle 
dl 
! diamonds in your city. In addition, Magic Circle diamonds may be purchased 


loose or mounted. 


Magic Circle Diamonds are Cr0cated and Produced ty 


THE RUDOLPH DEUTSCH COMPANL 


*Patented in the * 
U. S. Patent Office 
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In his arms, the world fades away. Softly = 
‘whispered words of love promise a new world of 
dreams ... bright as the palladium engage- 


. ment ring he has placed upon her finger. 


Palladium is a precious, naturally white jewelry 


“metal. Any gem entrusted to its care is cradled in 


a firm and flattering embrace. 


See palladium creations at your jewelers, or write 
us for a source of supply. A booklet telling the 


interesting story of palladium is available on request. 


Diamonds set in palladium 


PLATINUM METALS DIVISION « THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N.Y. 
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Watch Cases 
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Individual mountings with the patented Feature-Lock, are perfect 

streamlined rings in themselves. Engagement rings or wedding rings 

may be bought and worn separately if desired. Nothing protrudes 
. there is no hint of a ‘‘gadget’’ of any kind. 


Locking rings together is extremely simple. Built-in lock-pin comes out 
of side of wedding band, which is held at right angles to solitaire to 
permit lock-pin to fit into slot therein. 


Rings are turned together into a secure locked position. Now they stay 
together at all times. Matching rings line up perfectly and harmoniously, 
exactly as the designer intended originally. 


WARNING 


Feature-Lock is patented 

in the U.S. Pat. Gffice. 

Pat. Nos. 2,029,464- 

2,127,766 and other 

patents pending. In- 

fringements will be 

promptly prosecuted! 

RG 
10) Somme), 1S ies. celtic), : 


Se ae ae fh | Ty EF RING C0 in 126 WEST 46th STREET 
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"FP BATURE LOC K" 
is the trademark of 


FEATURE RING CO., INC. 





"FEATURE LOCK" is used only on interlocking Wedding 
and Engagement Rings manufactured and sold by the FEATURE 


RING COMPANY, INC. 





Three of our customers recently have been sued and 
others threatened with suit by a manufacturer of rings who 
asserts that the use of our trademark, "FEATURE LOCK" on our 
product has created confusion with its rings sold under the 
name "WEDLOCK", and that this was trademark infringement and 
unfair competition. 

We do not believe that anyone could ever be confused 
by our customers' use of our mark, made from the dominant word 
in our corporate name - "F E AT URE" - plus the purely de- 


scriptive word - "lock". On the advice of counsel we deny that 


we or our customers have infringed any right of any other conm- 


pany or competed unfairly with anyone. 


We have assumed the defense of the three suits already 
brought and have undertaken to hold harmless those three customers. 
We will defend and hold harmless any customer of 

FEATURE RING COMPANY, INC. who is sued or 


threatened with suit, for his use of our mark "FEATURE 


LOC K" on our rings. 


Henry Peterson, President 
Feature Ring Co., Inc. 
126 West 46th Street 
New York 19, N. Y. 
45 
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104 Poplar St., Atlanta 


PACIFIC COAST 


A. A. Colvin 


657 Mission St. 
San Francisco, Calif. 
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new bands of beauty! 


Always chosen for their unequalled 
beauty of design and workmanship. 
Available in 1/20 12K gold filled. 
Yellow, Pink, White (Rhodium Finish). 
Through your -wholesaler only. 


Finesse Wristlet Inc. 


JEWELRY CRAFTSMEN SINCE 1903 


36 East 20th Street? NewYork*3°N_Y. 





Wits 


Ul\| <eSawevewwe 


[a a a a 


—.. 
3 ; 
2 2% 


3 y ,2e 

BAZQeKN SEAMS SS 
{33 %% = ¥ 

3 eR} > 2 

MR ASARE CMR GOE DWE 


tno 


2 F | | AAW \ cee ae a RE | 


por 
hea Lexweonane errr: i 

BV NEe EXO SS44 VE bee Be Bc 
VERRIEREESTEEE: Life ~J 


NS. a we: EE... rt 


x... 


“ed 


mee SeeLoeN_ 


— 
_ T UT 4dasiss ite 
poet 3 : HPP Me Mee & > >» 
Sm ‘ ~~ awe ee eo Oe © 


None 


aaddiddd |i] f 


manne 

; 4 
wo 
Satine om 


The Lavishly Wide Band 
#910 Illustrated 
Actual Size 
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NO TIME LIKE CHRISTMAS TO PROVE THAT 


Deltah Strategy Pays Of 


for America’s jewelers! 


When it comes to simulated pearls, three considerations 

outweigh all others: fine quality, dependable value, 

attractive packaging. Seasoned jewelers know the nationally 

advertised DELTAH line delivers all three—in full measure. What bears 
repetition, especially at Christmas time, is that the strategy of 
confining DELTAH to jewelers only, thus eliminating 

competition from department stores, specialty shops etc., pays off 

—and handsomely—in both sales and profits. Come Christmas, 

and jewelers will prove that to their own satisfaction. 


L. HELLER & SON, Inc. 411 Fifth Avenue, New York 16, N. Y. 


CONSULT YOUR WHOLESALER 


CD . 


AT BETTER JEWELERS 


IAT 


SIMULATED an a 











Mese coming’s and going 


a 


~, 


ae ONEWALL'S right up ther 


: ne | ublic eye, on the public’s lips, 


SECOND TO NONE. Here's the teom 
that’s carrying the ball for you, making sales 


for you, Mr. Retailer. 


‘Ladies Be Seated’’— Six million listeners 
twice a week hear about the distinctive 
STONEWALL Watch Bracelets on this popu- 
lar coast-to-coast A.B.C. daytime show. 
Tom Moore, m.c., is shown above presenting 
a stunning STONEWALL Bracelet to o lucky 
contestant. 


NS fa 


sane = 


“Dorothy Sarnoff and John Raitt’’—tThe stars of 
the new Broodway hit ‘“‘Magdalena”’ endorse the smart 
good looks of STONEWALL Watch Bracelets. 


Promotional material available on request. 
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‘Display Selector’’—A ¢ 

This handsome leather-like 

Watch Bracelets, shows the 
is yours— 





TO OPEN: Press button. Pull buckle , . bavetl-co-ordinated 


until catch releases. 


TO CLOSE: Fold buckle. Bracelet 
automatically adjusts to fit the wrist. 


FOR DECEMBER, 1948 
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NANASI COMPANY INC. 
62-19 MADISON ST., West New York, New Jersey 
SEE YOUR JOBBER OR WHOLESALER 
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UR NEW CENTRALLY LOCATED SHOWROOM NOW OPEN 


WITH A COMPLETE DISPLAY OF FINE JEWELRY PRICED TO SELL 








Shown Here Are a Few Items From Our Extensive Line. Prices Are Keystone. Our New 
1949 Catalog Now in Preparation, Will Be Sent Upon Request Without Obligation. 


Items shown here are all 14KT. Gold. 
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DOWNTOWN SHOWROOM: 83 CANAL STREET, NEW YORK 2, N. Y. WORTH 4-7175 


R.PEARLMAN, INC. «= 


PLAZA 7-3144 ° 62 WEST 47th STREET ° NEW YORK 19, N. Y. 
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}@ TIMELESS... 
because it provides 
a calendar for 
every year from 
now “till 19757’. 
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4%"' diam. 


| NO FEDERAL EXCISE TAX 
: | Individually wrapped 
Euery desk will want CHle: and gift boxed 
A real jeweler’s item, ‘Yours till 1975" is made of jeweler's bronze, richly engraved with Red, 


s Blue and Gold etched-in-the-metal colors. Decorated with signs of the Zodiac and other astro- 
0 m ica symbols. Sturdy ‘ adjustable swivel stand easel. Simple as ABC to set. 
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‘‘Creators of the Unusual—as Usua 


608 Fifth Avenue, New York 20 
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It’s a 


GOLD 
MINE 


of New 
























RESOURCES 





43rd Edition .. . 

comprising 50 years of directory 
experience in the jewelry trade. . . 
entirely revised and brought up-to- 
date .. . in one handy, pocket-sized 
volume. 

The original, authentic directory 
of jewelry items, related products, 
and services entering into the jewelry 
. completely catalogued 


industry . . 


and indexed for your convenience. 


PUBLISHED BY 


The Jewelers’ 
Circular- 
Keystone 


100 East 42nd Street, New York 17, N.Y. 
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Classified List 


A Handy 4 Pocket 


for Desk an 
$6) 00 
Price 2 
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ecular-Keystone 
® Publication 


The Jewelers “ 
A Chilton 


Strect, 


1948 by Chilton Cow Ine 


100 East 4209 
yrighted I 
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ORDER YOURS NOW! 


JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd S+ 
New York 17, N.Y. 


Attached is my $2.00. Please send me my copy of the new. 
revised Jewelers Buyers Directory. 


NAME 


——- | eesti —_—- —_ — — — 
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CITY ZONE 
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NEEL watch strap sales 
will climb - - - in 49! 
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Vas Ct 
q WATCH STRAPS 4@ 


a) © 


LASKO STRAP COMPANY 
200 Hudson St., New York 13 * Chicago * Los Angeles 


FOR DECEMBER, 1948 














NALESMEN WANTED 


Excellent opportunity tor top-tlight 


man to cover territory in 


EAST - MIDDLE WEST - PACIFIC COAST 








We want men with experience in the jewelry field 
and who have a good following with reputable 


Retail Jewelers. 


There is a certainty that the right man can derive 
substantial sales earnings in handling our Lovebright 


diamond rings. 


Write fully concerning past experience. All com- 
munications will be held confidential. Interviews 


will be granted upon receipt of written applications. 


A. EDWARD FISHER & CO., INC. 


280 FIFTH AVE. NEW YORK CITY 


Creators of LOVEBRIGHT Diamond Rings 
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Wholesale Jewelers, 
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Tapered 
Cylindrical beads 





R25 
Cylindrical 
Fluted beads 





Bell Shaped 


be Sd ~ STERLING SILVER 
Pg ROSARIES and MEDALS 
by CATAMORE 


Beauty, craftsmanship and quality mate- 


















rials, make the Catamore line of rosaries 
and medals, one of the most popular in 
the trade. Designed with the skill of the 
old master silversmiths, these rosaries re- 
flect a charm and dignity that is difficult 
to match. The line is complete in every de- 
tail. Your wholesaler will be glad to show 


it to you. 


Bell Shaped 
Fluted beads 





TS 


\ 
*231 PINE STREET « PROVIDENCE 3° ReI- 


New York West Coast Mid West East 
FRED W. MARKS ARTHUR WEINGARTEN DICK SHOWERMAN WILLIAM PEACH 
373 Fifth Ave. 704 Market St. 29 E. Madison St. 231 Pine Street 
New York. N. Y. San Francisco 2. Cal. Chicago, Il. Providence 3, R. I. 
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Can We Defend the Panama Canal? 


IAT KSON MISSISSIPPI 
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Hyoe park is a watch you 
can give with complete confidence 
in its timekeeping dependability, its 
up-to-date beanty and distinction, 
its all-around value. As a matter of 
fact, America’s leading test pilots 

and active career women depend on 
their HYDE panx watches constantly. 
Scores of striking new styles and 
models to choose from—for everyone 
on your gift list. From $39.75 to 
$500.00, Federal tax included, 

at leading jewelers, 






RS 


















Cash in on the Lyde atk Story 


Now being dramatically told to over 45 Million 
readers of America’s leading magazines! 


Jewelers will sell more HYDE PARK watches this year than ever 
before! Right at the height of the gift-buying season, we're telling 
the “Hype Park Story” of timekeeping dependability, 


styling superiority, supreme value. Don't fail to 


H 


CONSULT YOUR WHOLESALER _. OO — 


EMIL LEICHTER WATCH CO. , Inc. 
551 FIFTH AVENUE, NEW YORK 17, N.Y. 


cash in on it—in a big way! 
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Up here in New England where Christmas has a flavor all 





its own, we at LeStage mean that from the bottom of our 
hearts. And during the months to come, we sincerely hope 


that you'll find as always . . . LeStage quality sells! 


LeSTAGE 


MANUFACTURING COMPANY 






ATTLEBORO 


: NEW YORK CHICAGO MONROVIA, CALIF. 
9 Maiden Lane 29 E. Madison St. 110 El Nido St. 
A. H. Betz A. B. Pinero James F. Loveridge 








CHRISTMAS CELEBRATION CIRCA Co. - FROM AN OLO WOOD Ci 


Christinas i is a time of warmth and frien ship... 
when the heart i is filled with gi pet for rich 
 . associations over the years. _ 

Once again it is Christmas. Once again we offer 
you our deepest appreciation for your loyalty 
and your regard . . . saying to friends old and new — 

“May prosper rity be with you always... | 

__ and as the New Year beckons with even 
richer promise, may we continue to share 
its fulfillment with yo. ss 


_ Our sincerest wishes for the holiday season, 
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THESE BY N {UMBER FROM YOUR WHOLESALER 
Los An pert Office, 448 S. Hill Street | Ae 2 ‘New York Office, 403 Fifth Avenue 


MANUFACTURING COMPANY 
**America’s Largest Ring House”’ 


PROVIDENCE, R. I., U. S. A. 


TRADE See MARK , 





Established 1913 





THE JEWELERS’ CIRCULAR-KEYSTONE 











| ()... it comes to 


Christmas, the New Haven 


Clock and W. atch Company is 









admittedly old-fashioned. 






What better symbol of the 






season could we find, therefore, 










than the friendly ticking of 


this grand old New Haven Clock? 


Througa a Christmases, For — mall a century, it has seen generations 


come and go around the Christmas tree in the home 


this New Haven Alarm Glock o£ Amo» Ryee0f Oak Park, ino 


Today, the traditional quality that has made this 


: has ticked its message New Haven Clock serve so well, is encased in modern, 
streamlined beauty .. . but our holiday 
) Good Cheer good wishes are as unchanged today as 
il G il Wi I] they have been since our 
a 00 founding i in 1817... TO ALL, 


| to all | A VERY MERRY 
: ; CHRISTMAS. 













oe 
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CLOCK & WATCH COMPANY 


NEW HAVEN 4, CONN. 
THE RIGHT TIME 


THE NEW HAVEN 





SINCE 1817 
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-REATORS OF THE 
EWEST DESIGN IDEAS 





BETTER GOLD and 


2 


‘OLD FILLED JEWELRY 


LF A CENTURY 

















11 Meiden Lene 29 E. Madison St 
NEW YORK CHICAGO SAN FRANCISCO 
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NOW The Watchmakers 
© of Switzerland present the 


FFICIAL DICTIONARY OF WATCH PARTS 


An important new step im the Official Swiss Watch Repair Parts Program 























IT’S NEW! Never before has there been such a 

= complete and useful reference work. 
The Official Dictionary is right off the press, and 
right up to the minute—an invaluable aid to every 
watch repair department. 


IT’S COMPLETE! 167 pages define the parts of 

* all Swiss watches—from spe- 
cialized, out-ol-the-ordinary movements right up to 
the very latest innovations. Watch terms are in 
English, French, Spanish, and German; and each 
part is illustrated with a photograph. 


IT’S ESSENTIAL! “No watch repair depart- 

* ment is complete without 
it!’’ say members of the trade who have seen the 
Official Dictionary. It speeds up identification of 
parts, simplifies ordering, saves time, enables you to 
give complete repair service lor any Swiss watch. 


ORDER YOUR COPY FROM THIS MAGAZINE NOW! o *4= 


The Official Dictionary of Watch Parts is but one phase of the Official Swiss Watch Repair Parts Program, which also includes: 


OFFIC; 
‘TION, 
f RY 





FREE SERVICE! The new Official FREE CATALOGUE! The new Of- NEW PARTS PACKAG is now In 

, "Swiss Watch Re- * ficial Cata- preparation. 
pair Parts Information Bureau, located logue of Swiss Watch Repair Parts (Part) Each part for currently manufactured 
at 730 Fifth Avenue, New York 19, N.Y., /) is now available. If you haven’t or- Ebauches movements shown in the new 
Is now in full operation. Come in and dered your FREE copy, do so now from Catalogue (Part I), will be sealed in a 
see us. We’re not stocking parts, but the Information Bureau. This new foil package with identifying numbers. 
well be glad to answer your questions looseleaf book provides a new and sim- Meantime, you'll receive unpackaged 
and be of service to you concerning your plified method of identifying and order- Official Swiss Watch Repair Parts as 
watch repair problems. ing Ebauches watch repair parts. Shown in Catalogue and Dictionary. 
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Christmas is a wonderful 
watch season, but so are 





all the months from 
January through November! 


N° JEWELER, however good his holiday 
L business, can fail to ask himself the 
$64. question: “How will volume hold up 
after the first of the year?” He wonders 
how January 1949 will compare with 
January 1948—what the year as a whole 
will be like. 

But there’s no question about one 
thing: 1949 will be a year when promo- 
tional effort will be more necessary than 
it’s been for a long time. Jewelers will 
want to use all the help that their sup- 
pliers can give them. 


There’s plenty of room for increased 





The WATCHMAKERS 
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sales in watches all through the year. 
That’s why the great national advertising 
campaign sponsored by The Watchmakers 
of Switzerland is designed to help you 
sell more watches at all seasons- 
throughout the year. 

The advertisement on the opposite page 
is Number Nine in this dramatic 4-color. 
full-page series. It stresses your ability 
to serve your customers and to repair all 
makes of watches economically and 
promptly. It brings home the fact that the 
jeweler is headquarters for all types of 


fine gifts. It features the slogan: 


For the gifts you'll give with pride— 
let your jeweler be your guide 
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For a man who never measured time 


What could be more fitting than this gift—a watch— 
to say for all of us: Good luck, and don’t forget us. May 
all the time ahead be as full of accomplishment as the 
years that have passed. 

There’s no finer symbol than the gift of time to a man 
who has given so much of zs time and his devotion. 

For a gift to cherish, none is more perfect than a watch. 
Your jeweler has a wide choice to offer you, achievements 
of free craftsmen—of America and Switzerland—oldest 


democracies on two continents. 





WHEN YOU BUY A WATCH, 
REMEMBER... 


1. Many new stvles now available, 
including shock-resistant and water- 
resistant watches. automatic self- 
winding watches, calendar watches, 
chronographs and other innovations 
from Switzerland. 


2. All watches should be wound 
gently and regularly, and cleaned by 
your jeweler once a year. Even the 
most accurate watch (and leading ac- 
curacy awards are held by a 17-jewel 
Swiss movement) may vary a few 
seconds a week, depending on the 
wearer and the weathier. 


3. No matter what the make of 
your watch, it can be serviced eco- 
nomically and promptly, thanks to 
the efficiency of the modern jeweler. 


For the gifts you'll give with pride—let your jeweler be your guide 
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From the — 
of Switzerland to You! 
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The WATCHMAK ERs OF © SWITZERLAND 
THIS MONTH SOMEONE YOu KNOw Is CELEBRATING 
* BIRTHDay * ANNIVERSapRy * RETIREMENT 
GRADUATION * E GAGEMENT * SPECIAL OCCASION 
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rite for New Pre-Spring Catalog soon 


to come off press 


ccept our best wishes for a Happy and 


Prosperous Year ahead 
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INTERNATIONALLY AND 
NATIONALLY ADVERTISED 


ie 


Ideal multi . purpos 7 the fine, precision watch that 


is a calendar on your wrist... 


Watch for — tells the second 
° SPORTSMEN omar 
© PROFESSIONAL and =" 


tells the month 


& BUSINESS MEN— a chronograph with 12 hour recorder 


Chronographs from $44.75 to $275.00 Keystone (tax included) 


Write for complete catalogue. 
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DIAL APPEAL act 


TO WIN YOU MORE SALES— 
MORE PROFITS! 


s 

















WATER-RESISTANT | 


Handsomely styled 17 jewel 
Swiss water-resistant dress 
watch. Incabloc snock pro- 
tection, anti-magnetic. Stain- 
less steel case, $24.75. 
R.G.P. case, steel back, 
$26.75. All steel with sweep 
second, $26.75. Sweep sec- 
ond with R.G.P. steel back, 
$28.75. 


NURSES’ 
WATER-RESISTANT 


Attractive and reliable Swiss 
watch with 17 jewel, preci- 
sion, water-resistant move- 
ment. Luminous dial and 
hands. Stainless steel back 
case, $18.75. All steel case, 
$19.75. 














CALENDAR 


Handsome styling, fine crafts- 
manship. Accurate 17 jewel 
movement. Tells the second, 
minute, hour, day,-month and 
date. All steel case, $29.75. 
R.G.P., steel back, $34.75. 


* Not covered by One Year 
Repair Policy. 


WATER-RESISTANT 


Hardy 17 jewel Swiss water- 
resistant Incabloc shock pro- 
tection, anti-magnetic. Stain- 
less steel back, radium dial, 
sweep second, $17.00. 

All steel case, $18.75. 
R.G.P. steel back, $21.00. 












WATER-RESISTANT 
CHRONOGRAPH 


Outstanding 17 jewel Swiss 
movement, 13 ligne, 2 push- 
ers, water-resistant and shock- 
resistant, anti-magnetic, 12- 
hour recorder. Stainless steel 
case, radium dial $37.50. 
The same, not water-resistant, 


$30.75. 


* Not covered by One Year 
Repair Policy. 


AUTOMATIC 
Self-winding, 17 jewel preci- 
sion movement. Water-resist- 
ant, Incabloc shock protec- 
tion, non-magnetic. Stainless 
steel case, radium dial and 
hands, $25.75. 













Offer these ‘‘specialized’’ Wakmann Swiss watches for quicker sales and better 
profits! They're ‘‘specialized’’ to give your customers exactly what they want. 
Fine 17 jewel construction, handsomely styled water-resistant watches, nurses’ 
water-resistant watches, automatics, chronographs and calendar watches. And they 
carry that extra selling benefit — The famous Wakmann One Year Repair Policy! * 








\ 


b WAKMANN WATCH COMPANY, inc. 


— 452 FIFTH AVENUE. NEW YORK 18. N.Y. 
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cased ici on top 
and sides 


blew” | gg a baked 


enamel! 


INSTANTLY IMPRESSIVE 


AUTHENTIC DESIGNS WHICH REFLECT THE PRIDE OF THE WEARER! 






Noa. “T6a78 = ¥ en's 10k 
Masonic . ng with syn- 
thetic ruby and raised 


gold emblem 


d ‘enamelled 


emblems 





baked oadaal” sorteiid. 
ing emblem 





Tinawalled emblems on 
sides of center stone; avail- 


2 ge able in all yellow gold, 
» all white gold or yellow 
_. shank and white prongs 
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eagles in anes on sun- 

burst background, em- 

blems enamelled on sides; 

also available with tube 
for diamond 












Eastern Star” ring with 


hard baked enamel em- 
blem 


No. 4 — 
Masonic #it es with = syn- 
raised 





thetic ruby “and 
gold emblem 


No. 16 o= rs s 10k 
Knights ¢ of Coh $ ring, 
hard enamelled emblem 





two-tone, with raised em- 
blems 





ae with Teter BP and 
OE encircled in blue hard 
enamel on either side 


ial nd BP and 
OE encircled in blue hard 
enamel on either side 





No. K12 - —_ he 3 
mond Elk lapel mond Masonic 
button, hard lapel button, © 
baked enamelled solid ruthenium 
clock, solid ru- palladium top 
thenium palladi- | 

um top 


No. K8 — Dia- No. K13 — Dia- 
mond Shrine 
lapel button, 
solid ruthenium 


palladium top 
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Members of Fraternal Organiza- 
tions Are Intensely Proud of the 
Particular One to which They Be- 
long. No Wonder, therefore, that 
More and More of These People 
Are Choosing LB Fraternal Rings! 


SEND FOR FREE COPY OF OUR CATALOG 


Established Over A Quarter Century 


LaF Ro tHERS 


we 
9h oF quast** 
MANUFACTURERS AND ORIGINATORS OF QUALITY RINGS 


2 WEST 47 STREET © NEW YORK 19, N. Y. 


THE JEWELERS’ CIRCULAR-KBYSTONE 
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Introducing four of our distinctive designs —mod- 
ern as the new year. A product of artistry and 
fine watchmaking — sure to appeal to your most 
discriminating clientele. A wide assortment o 
styles and cases in 14 Kt. gold and rolled gok 
plate,—for immediate delivery. 


LATHIN WATCH COMPANY 


Importers of Watches 


580 Fifth Avenue New York 19, N. Y. 
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1025 tax INct. 
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850 tax Inct. 
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» DESIGN PATENT NO. 150,530 


is 
/ 
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* 

Res 1/20-12K GOLD FILLED TOP 

, STAINLESS STEEL BACK 


(X BASKETWEAVE DESIGN 
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DONT DELAY... ™ 
il Rush your order to your wholesaler 


TODAY! 
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at 
MARVEL JEWELRY MFG. COMPAN NZ 


PROVIDENCE 3, RHODE ISLAND y 
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R51 White 10K R.G.P. case, rhinestones and 
baguettes. Steel back. Dome crystal. Gold 
i ee filled snake bracelet. 17 jewels. $€5.00 
ie 2 ee 7608/5RS Natural 10K R.G.P. Steel back. 
oe Rhinestone dial. Faceted crystal. Gold filled 
oe link bracelet. 17 jewels. $47.50 
9305E Natural 14K gold. Rock crystal. Gold 
filled snake bracelet. 17 jewels. $49.50 
7828/10 Natural 10K R.G.P. Steel back. 
Raised gold plated markers on dial. Rock 
crystal. Leather strap. 17 jewels. $47.50 
91578A Natural 14K gold. Dome crystal. 
Leather strap. 17 jewels. $55.00 
a | aS * 7914 Natural 10K R.G.P. Steel back. 
a key Leather strap. 7 jewels. $24.75 
oe | ee 7806/15 Natural 10K R.G.P. Steel back. 
Rhinestone dial. Faceted crystal. Gold filled 
expansion bracelet. 17 jewels. $47.50 
7805J Natural 10K R.G.P. Steel back. Fa- 
ceted crystal. Leather strap. 7 jewels. $29.75 
7805/17 Natural 10K R.G.P. Steel back. Fa- 
ceted crystal. Leather strap. 17 jewels. $37.50 
7600S Natural 10K R.G.P. Steel bazk. 
7 jewels. $27.50 
" ; <= be er eg, 7608/7 Natural 10K R.G.P. Steel back. 
WRITE FOR YOUR FREE COPY OF OUR ©& — — _ oo Dome crystal. 17 jewels. $37.50 
4-COLOR CATALOG AND PRICE LIST. [eee ~< 9730 Natural 14K gold. Dome crystal. 
FREE MAT SERVICE, POWERFUL SALES (25g “oe 17 jewels. $67.50 
AIDS AVAILABLE TO DEALERS. Re a ect er tg as To PS gn nN eh oes. 


For fast, profitable 
selling, feature 
KINGSTON. Cash in on 
the nation-wide vogue 
for KINGSTON’S 
popular-priced parade 
of fine, guaranteed 


watches. Order now!... 


Above Prices Include Federal Tax 


/ LOS ANGELES 


ey Ly | 315 W. Sth SF. 


NEW YORK y 


48 W. 48th ST. 
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AS YOU SELL YOUR CUSTOMERS 





Remember that Oris watches A 
and clocks, low priced yet con- 2 
sistently profitable, are distinc- | e 

‘tera tive and different and designed 
Bn to sell on sight.To build volume, 
ee sell the value and prestige o 
the Oris name. 


-— = ‘ 
m4 me 





oe 


ate ae 


— was what we told our customers who previously had sold 
_. only high priced lines and reluctantly stocked Oris low 
8 priced seven jewel guaranteed watches. 


that we have the right formula because Oris watches, sold : 
and serviced, the world over, since 1904, have opened a 
completely new market to most retailers. 








Despite their low price, their performance gives consis- 


tently excellent service and produces satisfied customers 





.. customers who cannot afford expensive watches, yet 
who demand the fine styling found only in much more 
costly lines. 

te 
i 


| \ Ms i nt | 


- ¥ 





— 


oon 
a 





( 


. ke = 
oe Oris Watches IMlustrated, ur distributors and their customers SS BS 


o a J 
$12.95 to $18.50 to the consumer that the continued consumer ac- ~~ | aa 
ceptance of the Oris name.. AN ~ 


7 
— \\ 

7 JEWEL proudly imprinted on each dial, LE ANT " 

a movement and package .. .is sufficient to at at 

GUARANTEED | f: 

TIMEPIECES allow them to sell it with complete conhidenice. 
Manufactured under rigid control in one of Switzerland's 

largest and most modern factories, all Oris watches have 


Ceitect gourtobber for information readily available, interchangeable parts and are backed by 


literature and free mat service. a full guarantee and good service. 





~~ 














Lt. HARRIS COMPANY, INC., 665 FIFTH AVENUE, NEW YORK, N. Y. 
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of-sale folder for your counter as a 

pick-up or as a direct mail piece 

or statement enclosure...selling the complete 

new line of beautifully designed Circle 

17 Jewel Lever Guaranteed Watches for you. 
Featuring careful Circle styling 

and high caliber service by the same efficient 

organization that has marketed Famous Oris 

Guaranteed Watches and Clocks 

throughout the United States... this beautiful 

booklet sells as it tells the Circle 


story to your customers. 


Pleasantly and profitably priced to retail from $32.50 


Contact your local jobber or write to 
CIRCLE WATCH CORPORATION 
Division of L. Harris Company, Inc 


665 Fifth Ave., New York 
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It's been an interesting quarter century. Through two 


world wars — through depressions and booms — we ve 
been plugging away at this business — making the kind of 
jewelry the retail jeweler can sell with ‘pride and profit.’ 


We expect to be around for a few more quarter 





MANUFACTURING COMPANY 
PROVIDENCE, R. I. 


FIFTY TOBEY STREET e« 
74 
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AMERICA’S GREAT MANUFACTURERS 
OF QUALITY JEWELRY 


DIVISION OF W& H JEWELRY CO. 
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centuries — and we can tell you this — we'll continue 


Pad 


| 


to produce the jewelry America wants to wear, and 
we Il continue making it with the same imagination — 
skill —and integrity that has helped make us one of 


Americas great manufacturers of quality jewelry. 





You can sell these Harwood products 
with pride and profit: 

Lord Harwood Expansion Watch Bracelets 
Lady Harwood Expansion Watch Bracelets 
Rhinestone Watch Attachments 
Leading Lady Bracelet and Locket Sets 
Co-Star Bracelet and Locket Sets 
Jack and Jill Children’s Jewelry 
Cameo Jewelry Rhinestone Jewelry 
Crosses Pendants’ Rings 
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Lois DECEMBER ADVERTISING § 


in these important magazines 


ful] column ads mostly in color 
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DEPENDABLE 
CORRECTLY STYLED 
MODERATELY PRICED 
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580 FIFTH AVENUE NEW YORK 19, N. Y. 
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WOT Jrorofaty 100K BETTER 


WEAR BETTER 


g Bock 


Here are the watchbands that are first in appearance with 
lasting beauty, outstanding quality and perfect fit. Smartly 
styled links, scientifically designed fittings and non-corrosive 
steel springs. 


1/20 12K gold filled in yellow, pink or white gold with stainless 
steel back . . . also stainless steel front and back. 


SOLD THROUGH WHOLESALERS ONLY 


JEWELRY MFG. COMPANY 


MAKERS OF WATCH BRACELETS FOR 25 YEARS 
36 GARNET STREET © PROVIDENCE, RHODE ISLAND 


REPRESEMIw@ttryeES IN NEW ¥OQRSR *2 CHICAGO * 108 ANGELES 
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LANGENDORF WATCH Co. 


They bring you sift business 


When you display, recommend and sell 
Style 6176 ) 
| Lonville Watches you are doing more than 








making immediate profits. You are making 


future customers. The reliability and con- 





sistency of Lonville Watches assure customer 
Style 8078S . : ; 
satisfaction and create word-of-mouth advertis- 





ing that brings more customers to your store. 











There is a wide range of variety, many styles 

and prices that appeal to the largest percent- 

— age of the buying public. Here we can show 
you but a few of the many items in our large 
Lonville stock all immediately available 
through your jobber. You may order these by 
style number and be sure you get exactly what 


~ Style 1231 
you order. 





All the parts are standardized and inter- 


changeable—which is a joy to the repair-man. 


Style 1250 Sell Lonville Watches this season for the 
profits and customers they will bring you in 


the long future. 





Style 1700 








y eS | A RR Vy RO) M A N INC. SSS 


580 FIFTH AVE. = Sole U.S. Agent NEW YORK 19, N.Y. 
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Here i isa Moneymaker tor the Installment Jeweler 


INFORMATION CHART 


Composition 


Hardness — 


Cause of star effect 
| Type of Star 
Specific gravity 
Refractive index 


Linde 


(Synthetic) 


Same 
Same 
Same 
Same 


Same | 


Same 


GOODMAN 


Natural 
Same 
Same 


Same . 


Same 
Same 
Same 


Their magic beauty has captured the imagination of the nation! 
Linde stars duplicate natural stones in arresting beauty, 


in every quality ...at a fraction of the cost. Constant 


in value . :. a real stopper for on-their-toes salesmen... priced to 
promote additional volume at installment store levels... 
plus a generous profit to the jeweler. Enjoy plus business by 


featuring Goodman's Linde Stars this Christmas season. 


& COMPANY 


Makers of Fine Jewelry Since 1904 ....42 wW. Washington St., Indianapolis A, Ind : 
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Bright ORNAMENTS 


to 


CHRISTMAS BUSINESS 


LIGHTERS CIGARETTE CASES 
COMPACTS 
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.,. HEAVY SNAKE CHAINS 


STERLING SILVER @ 


/ZO-128 GO.LO FTL tio 
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CHAINS AND JSEWELRY © PROVIGENTCE 
| 





MANUFACTURERS 
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RHODE ISLAND 








with diamond and 18K gold markers 
on dials designed to set sparkling 
holiday sales records. 
Let Swiss Radium “dials of 


enviable reputation” add character 








and sales appeal to your watches. 
For outstanding dial creations... 
Swiss is not enough... 


it must be SWISS RADIUM. 


























— 
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tie 


Dials for every type of case; 
sold to watch manufacturers, 


watch importers and jobbers. 








—SQwiss Radium 
& Dial Painting Co., Inc. 


L_79 SEVENTH AVENUE NEW YORK 11,- 
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Greetings of the Season! } 
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Chat vour Christmas business 


may meet all expectations, and 
the New Year open auspiriously 


ig the sincere wish of 


AUTOMATIC CHAIN COMPANY 


PROVIDENCE e RHODE ISLAND 

















MANUFACTURERS OF CHAIN JEWELRY FOR MEN @ SOLD EXCLUSIVELY THROUGH WHOLESALERS 3 





1067/86 


All 10! ligne movements. Cush- 
ion opening. Cushion crystal. 


| 6/OW 6/OH, 104, & 11. : I ceulactute a complete line. 
Rectangle opening, Re- tolled gold plate cases in all 
dome, 3 way crystals. es. Also famous Elite Waterseald 


5 - 150 Varick Street 
ORP; New York 13, N. Y.. 
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Season's Greetings 
FROM 





The flexible band that’s “seen but not felt.” 





AS ADVERTISED IN 
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Oe ssivekiiibiels improvements 
in construction of Airflex has 
resulted in modern creation 
of the perfected watchband; 
distinguished for its flexible 
volate Melle] o)(-Mel tle] (iit-t-Mmy-1- We fal= 


TO QUR MANY FRIENOS i 
Nia (> alice iclane Matlimailstetitias 


: Monty (Auistmas of prosperity for ‘49! 


and happy new year! 


¢ 


ASK YOUR WHOLESALER FOR THE NEW, BEAUTIFUL AIRFLEX COUNTER DISPLAYS 


s y 
mg Fe wie pfs YG Manufacturing Jewelers 
WI he MY 9 Vicbi 137 S. 8th St., Philadelphia 6, Pa. 


New York: 20 W. 47th Street ° Mexico: Joske’s de Mexico, Mexico City, D.F. Canada: 1295 Des Carrieres St., Montreal 
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Designed with restrained 
elegance. 14K gold- 
filled, $71.50. 


Exquisite petal motif, 14K 
gold lapped case, wiih 
14K gold applied figure 
dial, $200. 

A gift used constantly —and proudly. For Omega watches 
have the same superb craftsmanship that year after yeor 
has won the world’s highest awards for wristwatch accu- 


| racy...ot the British National and Geneva Observatories 


mn? 
OQ 
ot 
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| ...and recently at the Neuchétel international od? it 
ms di gin 
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contest. Choose Omega, the official 








timepiece of the 1948 Olympics. 






Prices include Federal Tax. 
All styles have 17-jewel 
movements. At leading 
jewelers everywhere. 


Folder illustrating 
additional models sent 
on request. Write Dept. 48. 


OMEGA, 


FIFTH AVENUE « NEW YORK 
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This 

national advertisement, 
appearing in 

leading magazines 

in December, 

will focus 

public interest 

on OMEGA 

for holiday gifts. 

To convert 

that interest into 
maximum sales, 

let your community know 
that your store 

is headquarters for 
OMEGA! 


NORMAN M. MORRIS WATCH CORP. 
608 FIFTH AVENUE, NEW YORK 
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SWISS WATCH DIAL CO., Inc. a 





Lae a and the 
MEW RHINESTONE DIAL 
| featuring 
Pe BRILLIANT RHINESTONES 
In 
PIN DIVIDUAL RAISED SETTINGS 


a replica of 


OUR LUXURIOUS DIAMOND DIAL 


Our regular line 
of DIALS excels 
as always..... 








| This Dial is Unrivalled for BEAUTY ACCURACY <=. 
| of CONSTRUCTION and DURABILITY — 


Adds New Distinction To The Wrist 





DIAL COC 8 


co  WEM SORE SE 


> 


ers 





86 THE JEWELERS’ CIRCULAR-KEYSTONE 




















































exclusively 
designed by 


FOR DECEMBER, 1948 








ee 


os 3 
i ee 


+t ph ff + 


fe 
Rt 


# 





TRADE 


SPECIALISTS IN CHAIN JEWELRY 


PROVIDENCE 3, R. oe 
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Karal gold jewelry 


eeeee8006800686 : 


baby’s and misses’ jewelry in 10k and 14k gold 



































"Birthstone rings (colors for every month 
in the year) in a wide variety of styles. 
Beautifully packaged. 






















Large selection of Baby Crosses 


and Miraculous Medals in 10K and 14K go ™ ; | ™ 
| | attractive three color greeting 





lockets attractively packaged in our 
distinctive Tassel Box. 


¢ FIRST /or /adies 
Karat gold fewerry ss 


















SHILIP 


cameo pendants and f 
ek oe » Metals in 10K and 14K Gold. 
brooches in 10k and 14k gold “as ! | ; Wide assortment of engine- 


. : +5 
turned designs and sizes. 
a Py a 
' $ 





e/ a: a 
* Crucifixes and Religious 


Po 
»~ 
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Fine jewelry packaged as . 
a rare Victotian miniature. — 
kee Wide selection of lockets 


Each piece mounted on Champagne in many different shapes 


velvet in a frame of inlaid gold. 
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tie slides ‘and chains in 10k and 14K gold 


A. FLEXIBLE type with beautiful engine- 
turned design. 

B. ACTION type. Cross bar turns for 
quick insertion. | — 

C. DOUBLE-FACE type. Both sides beau. 
tifully engine-turned. sts 
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DISTRIBUTED THROUGH WHOLESALERS MAKERS OF GOLD JEWELRY 


p H | L | | he MEG. CQO. 32 GRAHAM AVE., BROOKLYN 6, N. Y. # ie 








For over a quarter of a century 
APEX WATCH CASES, in gold and 
gold filled, have been featured 










by leading watch manufacturers 
and importers and today enjoy 


outstanding prestige in the trade. 














APEX WATCH CASE MANUFACTURING CO. 


Represented on the Pacific Coast by GEORGE DOLIN 707 South Broadway los Angeles, Cal. 


804 East 45th Street New York 17, N. t. 
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Amida Men’s Model 162MB 
7 jewels - ROSKOPF 


® luminous hands & numerals 


KEYSTONE 


® sweep-second 
® 13 ligne 


® chrome case 


Both styles come attractively gift boxed, 
with genuine calf or pigskin straps and, of 
course, complete repair facilities available. 


MAXIMO BLUM & BRO. 


Watch Importers 
55 W. 42ND STREET NEW YORK 18, N. Y. 


FOR DECEMBER, 1948 


Send for both these handsome 


factory guaranteed Swiss watches now! 


Amida Ladies’ Model 9047MB 
© 7 jewels - ROSKOPF 
® luminous hands & numerals 
® sweep-second 
© 934 ligne 


® chrome case 


hd sebadiany 


iit 


SS See SSS SS SS SSS SSS SSS SSS SSS SS SS wy 


MAXIMO BLUM & BRO. 
55 W. 42nd St. 
New York 18, New York 


Please rush doz. men’s; doz. ladies’, 
gift boxed, factory guaranteed, watches to me aft: 








[] Check or money order enclosed. 
[] Please bill me at 2% 10—30 net. 
12-48 
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re For plac Ears 
1 / 20- 12K ies filled only 


* For Pierced fate - 
10K wires with 1/20-1 12k ‘gold filled one 
_ ‘10K wires. and hoops 


y Angeles, Calif. — 448 So, Hill 8 
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Our Best Wishes 
lo MM for a 





HARRY & BEN FRACKMAN 


7 2 6 Gh 2 Ff @} Fa 3 2s 
20 WEST 47TH STREET 
NEW YORK 19,N.Y. 


DALLAS MIAMI BEACH 
Emil F. Burger Julian E. Newbauer 


























What’s the quickest and surest way to tell good, dependable quality in 
popularly priced jewelry? 

Easy! Simply put it under a magnifying glass. If you see the Gold Filled 
mark plainly stamped in the metal, there’s no question as to its quality. 
For Gold Filled ... made by fusing and heavy-pressure-rolling a karat gold 
surface on a strong supporting base . . . must, according to U.S. standards, 
measure up to the quality stamped in the metal. 


The magnifying glass demonstration . . . plus the fact that Gold Filled is a 
high quality gold clad metal, made the Old Sheffield way . .. magnifies sales. 
It impresses customers and builds confidence in your store and in the Gold 


Filled jewelry it sells. Try it. 


RESEARCH DIVISION of GOLD FILLED & ROLLED 
PROVIDENCE 1, RHODE ISLAND 


The Glass that Magnifies 



















HARD COMPACT 
LAYER OF 
KARAT GOLD 


A 


GOLD PLATE Mfrs. 











THE JEWELERS’ CIRCULAR-KEYSTONE: 

















bere ee 
caren 
Srereeerianeeeeeereeneeeeee nS 
lesen 





FOR DECEMBER, 1948 








~@ ustomers © very where 


—WHOSE FRIENDSHIP HAS HELPED US GROW... 


Our New Location 
ls Directly Across 
The Street From 

Our Old Address: 


BALTIMORE and 
LIBERTY STREETS 


Entrance Faces 
Liberty Street 


XK 


This year, aS we bring you 
our best wishes for a Merry 
Christmas, we bring you also 
the good news that U. S. is 
moving to a new, big, beautiful 
showroom. And, we'd like you 
to know that we are ever-mind- 
ful of the fact that it is your 
patronage, your good-will and 
cooperation that are responsible 
for our success and expansion. 
Accept our thanks — and accept 
our invitation to visit our “‘new 
home”’ after January Ist, 1949. 
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H. E. BAUMOHL, Pres. 


BALTIMORE -1, MD. 
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IMPORTERS. OF | WATCHES 








# 813 
Wustrated 


STERLING SILVER 
Rhodium Finish 


Priced for Quick Turnover 


Heavily made for extra-long wear Individually and handsomely boxed; 
mounted on rich, colorful velvet 


Hand tooled, brilliantly polished, 
UNCONDITIONALLY GUARANTEED In stock now for immediate delivery 


Sold only through wholesalers Free mats available 


CHICAGO REPRESENTATIVE: HAROLD CHARMACK, 36 SOUTH STATE ST., CHICAGO, ILL. 
PACIFIC COAST: MAX J. NEWMAN, 57 POST ST., SAN FRANCISCO, CALIF. 
THE JEWELERS’ CIRCULAR-KEYSTONE 
















THIS PACKAGE 
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SAYS 


“"HERE’S A FINE SHAVER?” 





Fantastic ? 
Not at all...every product’s package can and does speak, 
even before the cover is lifted. 


Whether your product be gauge or gem, it deserves the 


support of a display box planned, designed and built for 





it alone. A package that speaks the message of quality. 
From the beginning, Remington Shavers have been 
“Packaged by Farrington”... other fine American 

products for almost half a céntury. 

If your packaging is not sales-conscious, it’s time we meet. 
FARRINGTON MANUFACTURING COMPANY 


General Offices: 70 Atherton St., Boston 30, Mass. 
Canadian Plant: Farrington Mfg. Co., Ltd., 1191 Bathurst St., Toronto 4 








SPECIALTY BOXES ° DISPLAY TRAYS ° METAL SPECIALTIES ° CHARGA-PLATE SERVICE 





of DIAMOND-SET EMBLEMS 


YOUR WHOLESALER CAN 
GET THEM FOR YOU FROM 
L&R.BY RETURN MAIL FOR 
IMPORTANT HOLIDAY SALES. 
WE HAVE THEM IN STOCK. 


Phone, wire or write your wholesaler = TODAY / 


——— 


/\ 





Trade Mark 


IRONS & RUSSELL COMPANY 


EMBLEMS SINCE 1861...THRU THE WHOLESALER 
NEW YORK PROVIDENCE CHICAGO 











To the exclusive jeweler who recognizes the importance of quality craftsmanship 
in maintaining the heredity of fine Swiss watches, it will be of unquestioned value 
to note that ROLEX has been awarded a first-class certificate from the four 
observatories of Kew...Geneva...Neuchatel...Besancon...for such a small wrist 
Chronometer*...every ROLEX Chronometer is sold with a certificate which warrants 
its performance for your customer and assures enduring prestige for your store. 


*Officially certified accuracy 





Masterpivce of Valle Craflmanshije 


THE AMERICAN ROLEX WATCH CORPORATION e 580 FIFTH AVENUE « NEW YORK i? Ww -Y 
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Our Jeweler-Friends ... 


Greetings. 


At this season of the year it is only fitting that we 
put aside for a moment thoughts of daily travail 
and voice our gratitude to all our jeweler-friends 


for one of the most successful years in our history. 


To them, and to the jewelry field as a whole, we 
pledge anew every effort to put into their hands 
even more outstanding watch values 


than in the past. 


ik 


WATCH CORPORATION OF AMERICA 


WATCHCRAFTISMEN TO THE WORLD SINCE 1888 


EMPIRE STATE BUILDING NEW YORK 1, N. Y. 


watch is made wholly under one roof, by master watchcraftsmen, in Grenchen, Switzerland 
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4. Ways to Hither Potite/ 


There’s a 4-lane highway direct to greater profits for you. 
It’s the NEW way of merchandising rings...of selling rings...of 
realizing a higher margin of profit on each ring sold. 


LOW INVENTORY. It’s slow business practice and poor economy 
to keep a high inventory. The Bliss ring tray contains all styles of 
the most wanted rings. Not all sizes in all styles, but you get... 





24 HOUR SERVICE. When a customer selects a ring, 
you obtain the sizes, send us the details and in 24 hours the 
ring’s on its way to your shop. What’s more, you can offer... 


LOW COST ENGRAVING. Bliss will engrave a name or 
a complete sentiment for a charge that’s not really a cost...it’s 
simply a service to owners of the Bliss ring tray. All of 


this can be yours on a... 









TRIAL BASIS. Even before you commit yourself to this 
way of MODERN merchandising you may try the 
tray...let it prove itself as a valuable 
sales help. Write us today. 





tes 


Send 

for our 

Catalog 
®e@e@eseeeeeeesess6 ®eoeee*ee*es#es#e#e&ee#etee?8 @ @®ee 

a # 

Thousands of jewelers across the nation will testify to the value of e 
the Bliss Tray. We’ve kept their custom by refurbishing their trays 
periodically... buffing all rings to full gleam...replacing obsolete models 
with the most modern designs. ..repairing the tray itself where needed. 29 EAST MADISON STREET 
They’ve profited from this new way of merchandising ...Why don’t you? CHICAGO 2, ILLINOIS 


FOR DECEMBER, 1948 99 














Be Me _ 
n — : peak 
Sate Bar. oe . 
v4 we 
: 
oe x ER oo , 
, : a ’ 
« o 


not only 


PROTECTS your watches- 
it SELLS them too! 














*» 


In today’s competitive market, Incabloc 
is particularly important. It is the selling aug 
that persuades customers in your favor . 

. because watches equipped with iceblod are safer, 
surer, more consistently accurate! 


Incabloc is the ideal, fool-proof shock-resistor. 
Inimitable, unequalled for effectiveness, 

Incabloc is a complete unit—made with standard, 
interchangeable parts, available through 
your material dealer. 


Incabloc is the choice of leading watchmakers everywhere 
who know by fest that Incabloc is best. 

More and more customers too, are asking for 

Incabloc by name! So let Incabloc help you 

sell yoyr watches—write today for literature, 

; tags, labels and other sales-stimulating — 

.Mecler aids! | 


SESS 
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v disror ptive @ shock. a 
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Fy 
CUSHION THE SHOCK WITH INCABLOC 


THE AMERICAN INCABLOC COMPANY, 366 Fifth Avenue, N. Y. Factories: La Chaux du Fonds, Switzerland 


Sd 
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UR VERY BEST WISHES FOR THE NEW YEAR 


NS, 


EACH MAU Lah a 
GENUINE SINGERITY . 


May the New Year, 1949, be 
Magnified by Friendship, 
Happiness and Prosperity. 
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APPROVED 
WHOLESALE 
DISTRIBUTOR OF 


KNAPP-MONARCH 
APPLIANCES 


1847 ROGERS BROS. 
COMMUNITY PLATE 


WM. ROGERS & SON 
TUDOR PLATE 


RONSON 
WESTCLOX 
TELECHRON 
SETH THOMAS 
REVERE 
HERSCHEDE 
U. S. TIME CORP. 
CANTERBURY WATCHES 
MANNING-BOWMAN 


REMINGTON RAND 
SHAVERS 


HELLER CULTURE 
PEARLS 


SPEIDEL 
GEMEX 
FORSTNER 
ANSON 
LUSTERN 
JACOBY-BENDER 
CHEEVER-TWEEDY 
MARATHON 
SILVER CITY GLASS 
TIFFIN GLASS 
CRAWFORD WATCHES 


GOLDEN WHEEL 
DRESSERWARE 


POOLE PLATED 
HOLLOWWARE 


WEBSTER BABY GOODS 
ROLLS RAZORS 
CORY COFFEE MAKERS 


ALVIN STERLING 
FLATWARE 


ANCHOR ROGERS 
STERLING FLAT WARE 


PROVIDENCE STOCK CO. 
(Cestume jewelry) 


WOLCOTT ROSARIES 
ROCKWELL GLASS 
DUNN BROS. 
MEN'S JEWELRY 


J. 
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FROM YOUR GIFT HEADQUARTERS 
* 
° Again this Christmas, J. W. Johnson is prepared 
to fill your last minute needs for a wide variety of 
a 
nationally advertised gift products. Check over 
@ your stocks now. If you find you need any of these 
& popular gift items in a hurry, just drop us a card. 
- Your order will be on its way in less time than it 
takes to say “Merry Christmas!" 
a 


W. JOHNSON, INC. 


Established in 1869 
15 MAIDEN LANE 
NEW YORK 7, N. Y. 


THE JEWELERS’ CIRCULAR-KEYSTONE 














— 


OPPORTUMTY FOR HIGH-GRADE 
DIAMOND RING SALESMAN 








* Representing the nationally-known 
Granat line of diamond rings 


* Must be thoroughly acquainted with 
the Eastern territory and well-known 
im the trade 


* Fine Granat clientele already well- 
established 


* Guaranteed drawing account 


4. exceptional opportunity for the right man...to handle the 
complete Granat line including the genuine Wed-Lok ensembles. Please 
apply by letter, giving complete business background . . . references, age, 


etc. All replies will be held confidential and should be addressed to 


GRANAT 
Manafedlaring Company. 


114 Geary Street +* San Francisco 8, California 
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mith Jewelry Store, Shelby, Montana 


erienced engraver, 
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---BY RETAILERS FROM COAST TO COAST 
---BY SMART WOMEN ALL OVER THE COUNTRY 


GAYLIN JEWELRY ONE WEST 34th STREET NEW YORK, N. Y. 


Member of Jewelers Board of Trade 
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A SUPREME TRIUMPH 


IN ORIGINAL DESIGN 


...BY ‘*‘BUSTER’’ GOODMAN 


An ingenious, hand-wrought cluster mounting 


of entirely new design. Set with a cluster 


of diamonds, it creates the closest impression, 


up to this time, of a large diamond. Utterly 


unique. A triumph of masterful craftsman- 


ship... Ask your wholesaler. 


B. GOODMAN MANUFACTURING CO., 
CINCINNATI, OHIO 


FOR DECEMBER, 1948 











..eFOR SPRING 1949 













On or about January first, Craftsman is unveiling a completely new line of 
billfolds with a new kind of richness that will make your customers’ mouths 
water! 150 new numbers featuring exclusive designs, exciting new leathers. 


At last you can show a medium-priced line as finely styled as the most expen- 
sive of them! And with the plus-appeal of clean cutting and superior work- 
manship which have always been the Craftsman Mark of Quality. 


Retailers don’t have to bé told that customers demand /uxury styling and 
quality in billfolds — at prices that are anchored to the ground. Here’s a line 
you can go to town with — a nationally advertised billfold that will bring in 
the customers and sell ’em! 


















The Only Nationally Advertised : 


Billfold Line Sold Exclusively 
through Selected Wholesalers 


The Mark of 


(raffsman 


















I. SMALLMAN & SONS CO. 
Main Office and Factory, Paterson, New Jersey 
Showrooms, 47 West 34th Street, New York City 








THE JEWELERS’ CIRCULAR-KEYSTONE 











REG. U. S. PAT. OFF. 


WATCH BRACELETS 





Noma 22 tere: 


YELLOW, PINK OR WHITE GOLD FILLED 5O 


New as tomorrow and bright with sale- 

appeal, the new Pacer Zephyr ultra 

modern man’s expansion bracelet. 1/20 

10K yellow, pink or white gold filled. F 
clole 


On handsome two color flocked card. 


YELLOW, PINK OR WHITE GOLD FILLED 


Extra wide Pacer Comet expansion watch 
bracelet has modern massive masculine 
look. Finely made in 1/20 10K yellow, 
pink or white gold filled. On two 
color flocked card. 


No. LW509 


YELLOW, PINK OR WHITE GOLD FILLED 95 


Modern wide massive looking man’s 
expansion and mesh watch bracelet. 
Finely made. 1/20 10K yellow, pink or 
white gold filled. Feature the new 
use ocket on two color flocked 
card. 


S NORTH WABASH AVE. « PAKULA and COMPANY | cuicaco 2. tinois 
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Your Refine is Triple Checked... 


as 





at 





... for the ve in of scrap! 


“DYNA-FLO”, the exclusive Williams process, 
squeezes out the very last grain of gold, silver, 
platinum ... and palladium ... from the scrap you 
send us. There is no chance for error... triple check- 
ing of each step assures you of that. Our detailed 
refining report, checked, doubled-checked, triple- 
checked, goes with every return we send you. 
Remember, the bigger we can make 

our check for your scrap the better 
we like it. Try our modern refin- 
ing service for best returns always. 


WILLIAMS coccRofming Co.me 


FORT ERIE N., ONTARIO © BUFFALO 14, N.Y. ©¢ HAVANA, CUBA 
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IN SMILES 


Sis Christmas will be a smiling one for thousands 
of style-conscious women who will receive 
Tory jewel boxes as gifts. 

The retailers who sell them are smiling, too. For Tory 
jewel boxes are providing the fastest-selling, biggest “s : 
profit-making line they have handled not only at Christmas | ride 
but throughout the year. ~~ 

Now is the time to order for the post-holiday trade. Now is the 
time to get ready to promote Tory genuine and simulated 
leather jewel boxes as birthday, wedding and graduation presents 
as well as prepare for the Valentine Day business. 

If you too want to boost your ’49 profits, order your Tory boxes today. 
Or write for full information describing the ten models 
in the complete Tory line. 












BVA feyous Christmas 
and Profitable New Year 
lo all owr customers and fucends. 


—Z 


TORY MANUFACTURING COMPANY, INC. 
389 Fifth Avenue, New York 16, N. Y. 








WORLD'S LARGEST MANUFACTURER AND DESIGNER OF GENUINE AND SIMULATED LEATHER JEWEL BOXES 
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Quotes from a Manufacturer 


“We firmly believe there is a definite and 
distinct difference between Gold Filled on 
nickel base and Gold Filled on the other 
various base metals. We know through 
experience that Gold Filled stock on a 
pure nickel base is the best possible mate- 


rial obtainable.” 


THE INTERNATIONAL NICKEL 
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The salesman’s right . . . that watch has a case that is different. 
It’s gold filled, with a solid kind of durability. Gold filled, made on a 
foundation of pure nickel. 
Here’s what the nickel foundation means. When the gold has been rolled 
on a base of pure nickel, you can give full assurance to your customer. For, 
like the layer of gold above, the nickel foundation resists corrosion by body 


acids. The nickel base will not discolor the gold . . . and affords equal 





protection to the wearer’s skin. 
Find out about the jewelry you sell. If the foundation metal is nickel, you 
can promise your customer, “ou just couldn't buy better gold filled jewelry 


than this!’ 


EMBLEM OF SERVICE 






TRADE MARK 


Vioke@d... cco 


INC., 67 Wall Street, New York 5, N. Y. 
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Jewelers of America... thanks! 





Its a 


sincere 
pleasure for me 
to send you the very 
best of Season’s Greetings 
from all of us here at Time Hill. 
This has been the greatest year in the 
74-year history of The Gruen Watch Company. 
I know that the wonderful success weve had is 
a direct result of your splendid cooperation. What 
more can [| say than “Thank you.” Your friendship is certainly 
one of our most valued assets. We intend to continue doing 
all we can to keep that friendship warm and strong. We renew, once again, 
our pledge to supply you with the finest watches we can produce—and the kind 


of advertising which makes it easy for you to sell them. Thank you, and—A Happy Holiday! 





President 


THE GRUEN WATCH COMPANY 


Time Hill, Cincinnati, Ohio 


In Canada: Toronto, Ont. 


GRUEN 


THE Precision WATCH 
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For Friendliness and 
Good Cheer... 


* Good old Santa Claus, the 
king of friendliness and good 
cheer, is with us again. Every 
year he sets a mighty fine example. 
No one, of course, will ever master 
Santa’s technique, but the folks 
at The Ball Company sincerely 
try to give friendly, cooperative 
service the year ’round. 
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wy een The Right Merchandise... The Usual Prompt Service... 
tte Bi * Santa knows the importance of % Come Christmas morn and Santa 
a supplying the right merchandise. _ has delivered the goods. He special- 
| That’s a good business principle, too, _izes in dependable, prompt delivery, 
and ‘The Ball Company uses it. just as does The Ball Company. 


(Wishing you a Happy Holiday Season 
The BALL Company 


nin mall a Originators of GA RLAND* Diamonds and Watches 
OO ie AO Moo WHOLESALE JEWELERS * DIAMOND IMPORTERS 
: 6 North Michigan Avenue ¢ Chicago 2, Illinois 

Branch Office: Charlotte Hotel, Charlotte, N. C. 
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—D° YOU happen to have any old 
watches laying around, collect- 
ing dust? If so, patients at the 
Veterans Administration’s Halloran 
Hospital in Staten Island, N. Y., are 
clamoring for them. Although dis- 
abled, 11 patients there are busy 
building post-hospital lives for them- 
selves as watchmakers, in a course 
being taught by a local jeweler. 

For a long time Halloran’s chief 
of the manual arts therapy depart- 
ment was looking for a watchmaking 
instructor but none seemed to be 
available. Then one day he received 
a phone call from Leo Block, a Thom- 
kinsville watchmaker, who stated that 
he had taught the subject while in the 
Navy and wanted to do it again. 
Naturally, no time was lost in ar- 
ranging for the course. 

For two hours, each Thursday 
evening, Block conducts his class, 
and he reports that his students are 
extremely enthusiastic. Although the 
formal instruction is limited to this 
period, the shop itself is open to the 
patients every day, and they work 
there, perfecting their skill, between 
sessions. There is generally one stu- 
dent who is considerably more ad- 
vanced than the rest, according to the 
jeweler, and he acts as “instrucor,” 
offering assistance, etc., when Block 
is not present. 

Although the VA has _ supplied 
benches, tools, etc., and Block’s ser- 
vices are volunteered, watches for the 
patients to work on are hard come by. 
That’s why we suggest that any dust 
collectors on your shelves, or un- 
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called for repair jobs, could be used 
to great advantage by Halloran’s dis- 
abled patients in preparing for use- 
ful careers. 


© © 


Kk DOUBT that you’ve been 

lying abed, tossing nights, try- 
ing to figure out the answer to the 
little problem in currency which we 
posed last month. Probably you ar- 
rived at the right answer in less than 
five minutes. Just in case you were 
too busy to bother with it, however, 
well break down and give you the 
answer. 

The situation, you'll recall, in- 
volved the purchase of a watch for 
$103, tax included, and paying for it 
with exactly eight bills, no singles 
being employed. Here’s how it was 
done: 


1 30 = $50 

2 208s = 4 

tj S&S = § 

4 Zesx 8 

8 $103 
© © 


E’VE heard of some mighty in- 
genious hiding places for jewelry 
store loot, but the strangest we’ve 
ever heard of was brought to light 
recently in connection with the solv- 
ing of a Columbus, Ohio, robbery. 
It seems that armed robbers held 
up the Tschappatt jewelry store in 
Columbus, one day, and made off 
with $6,000 worth of diamond rings, 
watches, etc. City police, working on 


December 1948. 


the case, rounded up some suspects, 
and were led to a farm at Newtown, 
just outside of Columbus, where a 
gallon jar containing most of the 
loot was discovered buried in a 
pasture. 


Being shrewd fellows, the police 
figured that there might be a bit 
more of the jewelry hidden some- 
where nearby. So they decided to 
search the house. Bedrooms yielded 
nothing. Dining-room was a blank. 
But in the kitchen—ha! Results! 
Three diamond rings, one of which 
was valued at $1,000, were found 
secreted inside of a_hollowed-out 
pickle. 

Clearly, we think, a case of the 
robbers wanting to both have their 
cache and eat it. 


© © 


UST as Carlos Jewelers were ready 
to stage their grand opening in 

Manhasset, N. Y., recently, it was 
learned that the electricians had 
slipped up and there wasn’t any 
“juice” available. Certain vital items 
required in the installation were in 
short supply and it would take days 
to get them. 

Since the manager of the store, 
Jack Kertz, had already publicized 
the opening, this put him in a nasty 
situation. Who wants a crowd of 
people attending an opening in a thor- 
oughly dark store? Something might 
be—er mislaid. 

Racking his brains for an idea, 
Kertz came up with an effective albeit 
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PARKER “51” 


World's Tost Wauted Feu 






MERRY 
CHRISTMAS 


HAPPY NEW YEAR 





PARKE rR “S17” 
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DON'T JUST STAND THERE... DO SOMETHING! 
~e + SELL MORE PARKER “51's” 


Be 


Concentrate On Your 


3 Biggest PROFIT MAKERS 
THE PARKER PEN CO., JANESVILLE, WISC. 
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rimitive notion: an opening by can- 
dlelight! Scouring the town for can- 
dles, he placed them about the store, 
lighted up. and was ready to welcome 
the crowds of visitors just at the 


deadline. 
oo © 


M* Y people have the theory that 
in a successful marriage the hus- 
hand should be older than the wife. 
If this is so, perhaps that is the rea- 
son for the happiness of Mr. and Mrs. 
William Massey Birks (chairman of 
the House of Birks, jewelers) of 
Montreal, Canada. Both celebrated 
their 80th birthday on the same day 
recently, but Mr. Birks is the older— 
by three hours. As Mr. Birks puts it: 
“I arrived at six in the morning and 
my wife arrived at nine.” 

Aside from the fact that they are 
almost exactly the same age. Mr. and 
Mrs. Birks are further distinguished 
by their family. They have seven 
children, 19 grandchildren and four 
ereat grandsons. “If were spared 
two years and a few months.” says 
Mr. B. “we will send out invitations 
to our diamond wedding. ” 

Although Mr. Birks has crossed 
the Atlantic a total of 119 times by 
steamship, it was not until the mid- 
dle of last October that he made the 



















trip by plane. He flew over then in 
his capacity of chairman of the 
Canadian United Allied Relief for a 
first-hand view of distressed lands 
and peoples. 


o © 


_ MILLER, president of 

the 20th Century Watch Strap 
Co., Cincinnati, recently, helped re- 
duce the postal deficit when he mailed 
friends and customers more than 
1000 announcements of the birth of 
his first son. 

The clever folder listed Mr. Miller 
as designer and chief engineer, his 
wife, Libby, as production manager, 
and the physician as technical assis- 
tant: described the baby’s specifica- 
tions and concluded with a statement 
that “the management assures the 
public there will be no new models 
during the balance of the year.” 


© © 


OR YEARS. now, the forgotten 

individual at the wedding cere- 
mony has been the bridegroom. The 
bride always steals the show. Every- 
one flutters around her admiring her 
dress, uttering rapt phrases about her 
gifts, consoling her parents on their 
loss, ete. Who notices the groom? 
Who worries about his bridal gar- 








DIAMONDS 




















ments (except, of course, the tailor 
who rents the cutaway) ? If the cere- 
mony didn’t oblige the poor fellow 
to say “I do” at a certain moment, 
the chances are he’d never be missed 
if he stayed away from the affair 
entirely. 

All this, however, is going to be 
changed. 

The groom is about to get some 
of the spotlight. 

At least that’s the idea they have 
over at Esquire magazine where they 
are busily engaged in readying the 
first issue of Bridegroom. Bride- 
groom, you see, is a new semi-annual 
publication designed strictly for the 
male half of the bridal pair, and 
the first issue is scheduled to make 
its appearance on March 1, 1949. In 
the words of its publisher, “It is 
planned as a complete guide to every 
phase of the wedding from the mas- 
culine viewpoint.” 

The new magazine will be distrib- 
uted twice a year to the 100,000 
srooms-to-be whose engagements are 
announced in the daily and weekly 
newspapers and society journals in 
the United States. It will contain ar- 
ticles treating upon such subjects as 
wedding etiquette, apparel for the 
wedding and honeymoon, gifts the 
sroom gives and receives, appropri- 
ate honeymoon resorts, masculine 
preferences in the home, wines and 
champagnes, a shopping guide, etc. 

Aside from the purely normal mas- 
culine satisfaction the jeweler will 
gain from the realization that the 
American male is, at long last, again 
coming into his own, the appearance 
of this semi-annual volume has addi- 
tional significance for the alert mer- 
chant. Style trends, appropriate gift 
suggestions, etc., as covered in the 
magazine, can be carefully studied 
and used to good advantage when a 
sroom-to-be enters the store. 


© © 
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OW LONG can the long arm of 
coincidence get? 

One of our correspondents reports 
that Odie Riddle, a watch repairman 
at Joshua, Texas, recently received 
three watches in the same mail. All 
were of the same make, 21-jewel. all 
needed identical repairs, and all were 
from owners having the same name— 
Moore. Just to make the thing com- 
plete, all three Moores lived in Texas: 
one in Brownwoed, one in Clarendon 
and the third in Tyler. 
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“Ah, Madame—There's not another in town who has rocks that classy." 
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Larger pieces are suggested as gifts in these heart-shaped shadow boxes. 


Two Window Ideas for February 


Theme: 


OVE may not make the world go ‘round, as has been 
alleged, but it certainly can make jewelers cash 
registers tinkle gayly! While the jeweler generally comes 
into the picture a little too late to actually play Cupid, 
there are occasions when he can give the young man a 
helping hand. The week or two preceding February 14th 
is one of the most propitious of these times. A gift of 
jewelry on St. Valentine’s Day will do as much as any- 
thing to hasten the happy day of a ring purchase. No 
sweetheart—or husband—can dare ignore this February 
date entirely, and with a jewelled Valentine, he can raise 
his stock to really magnificent heights! 
Although this may seem an early date to bring up the 
subject, it’s really not a bit too soon to start planning 
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Kelentines Gay 


by VIRGINIA DIXON 


something special for a romantic Valentine window dis- 
play. Don’t, of course, forget to include gifts for men as 
well—for being a Valentine should work both ways! 

The jewelry Valentine display sketched opposite uses 4 
fat pink satin quilted pin cushion—heart shaped, of course 
—to hold slender dowels to which smaller red satin hearts 
are attached for showing jewelled pins. Other small red 
satin hearts are scattered on the floor to display rings. 
The copy card is decorated and lettered to look like a 
large Valentine. 

The above sketch allows for the showing of hollow- 
ware items, handbags and other larger pieces as well as 
small jewelry items. The heart shadow boxes are easily 
constructed, stacked in pyramid form or other arrange 
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ment, edged with curled ribbon to form an effective 
background unit for showing the larger articles. Heart 
cut-outs and ribbons on the window floor serve as back- 
oround for the smaller pieces. Hand-lettered paper rib- 
bons carry the copy on the background. 

To make the shadow boxes, construct open box shapes 
from four pieces of wood—about six by fifteen inches—- 
paint them white, inside and out. Then cut heart-shaped 
openings in the center of pieces of red cardboard seven- 
teen inches square—or an inch wider all around than the 
measurement of your box. Score and fold the edges of 
the cardboard an inch in all around and cut away the 
four one-inch square corners so that the panels will fii 
neatly inside the open sides of the boxes. Leave the other 
side of the box open and place the boxes a little away 
from the background to allow light to get in the shadow 
boxes from the rear. [f you can install a light behind the 
boxes it would add greatly to their effectiveness. 

Stack the shadow boxes in pyramid form—or whatever 
other arrangement you prefer—and tack double-faced 
red and white ribbon around the outer edge, looping and 
twisting the ribbon so that it forms a scalloped trim. 
Wide red and white ribbons can be stretched across the 
window floor with red satin or velvet covered heart cut- 
outs for featuring special pieces. You may need small 
boxes to give the necessary height to the items shown in 
the shadow boxes. Small white blocks or gift-wrapped 
packages can be used for this. Copy ribbons are tacked 
to the background wall. 

To make the Valentine pin cushion, have the heart 
shape cut from a piece of homosote or several thicknesses 
of beaver board glued together; you will need about an 
inch thickness to hold the dowel “pins.” Drill holes in 
the heart to hold the “pins.” Cover the heart with quilted 








MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 


Material Source 
Pin Cushion Display 


Homosote, beaver board or wood for 
large heart 

/4"" Doweling 

/> yd. pink quilted satin 

/>"" red ribbon 

Facil-Fab hearts 

Copy card 

Shadow Box Display 


Wood for boxes 

Red Show card board for sides of 
boxes 

One inch red and white double 
faced satin ribbon 

Wide red and white ribbon 

Red satin or velvet for cut-out 
hearts Department Store 

Cardboard for hearts Department Store 

Copy ribbons Show card writer 


Lumber yard 


Lumber yard 
Department store 
Department store 
Display Supply house 
Show card writer 


Lumber yard 
Art Supply Store 
Department Store 


Department Store 





pink satin and insert the “pins” into the heart by cutting 
tiny holes in the satin wherever the drilled holes can be 
felt. If you do it carefully the satin won’t fray noticeably. 
Use very small doweling—about 14 in. would be good— 
and use the same size drill for the holes; the dowels can 
then be wedged in securely. Edge the heart with a net 
ruffle. Facil-fab satin hearts can be used for the pins 
and on the floor. These come already die-cut in various 
sizes. The jewelled pins can be pinned right into them 
and the hearts attached to the ends of the dowels with 
adhesive tape or by inserting the dowel through two small 
slits cut in the heart. Narrow red ribbon is tied in a 
bow beneath each small heart. A folded card is used for 
copy and should be trimmed with ribbon and lace paper 
to resemble a Valentine as closely as possible. 


Heart-shaped pin cushion supports "pins" showing single pieces of jewelry. 





FOR DECEMBER, 1948 



































VOOM ner 





pce 





























| 
_ —_—— HT SO 
And 1847's four beautiful patterns | 















promise you... 
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The International Silver Company, Meriden, Connecticut 
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Cash In On Your 


Jewelry Council's 


Christmas Promotion 


Merry Christmas to All 
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INDING up iis 1948 series of national advertis- 
ing. the Jewelry Industry Council is devoting its 
last two advertisements to the reta:l jewelers’ most impor- 
tant season, Christmas. Part of the Council’s coordinated 
program during the past year that stressed jewelry store 
gifts for particular occasions and the advantages of 
habitually buying gifts at the jeweler’s for various events 
such as anniversaries, birthdays, weddings and gradua- 
tions, these two Christmas advertisements follow the same 
theme and carry the Jewelry Industry Council’s slogan, 
“Something From the Jeweler’s is Always Something 
Special.” 

First of the two Christmas ads, a full-page in four- 
colors, appeared in the November 20th issue of The 
Saturday Evening Post. The illustration shows a young 
lady standing before a Christmas tree with eyes wide in 
surprise, pointing up the heading of the ad, “Christmas 
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First ad (above) appeared in the 
Nov. 20th issue of The Saturday 
Evening Post. The ad at the left 
is scheduled to appear in the Dec. 
llth issue of the same publication. 


couldn't be Merrier . when it’s something from the 
jewelers.” Copy goes on to read: 

“Give your teen-ager something from the jeweler’s 

. shell say ‘Wonderful . . . love it . . . it’s divine! 
Teen-age, or any age, nothing brings a bigger thrill than 
a gift in that distinctive box . . . the box that bears the 
jewelers name. It adds prestige to any present 
always assures a gift in good taste. 

“It's fun for the giver, too. when the gift comes from 
the jeweler’s. Nice to be sure you're being served by an 
expert . . . an expert who likes 10 help you find just the 
right gift for the right person ... and who, even at 
Christmas time, never makes you feel rushed. You'll find 
interesting gifts . . . and moderate prices. Why not say 
Merry Christmas to your whole family with something 
from the jeweler’s.” 

The group picture in the later Christmas advertisement 
to appear in the December 11th issue of the same publi- 
cation, shows a family group—son, older daughter, young 
daughter, mother and father beside a Christmas tree. 
The caption reads: “Merry Christmas to all . . . when it’s 
something from the jeweler’s,” and also carries the 
“Something from the Jeweler’s is Always Something 
Special,” slogan. 

The copy reads: “Simplest way in the world to be sure 
your family has a Merry Christmas . . . send them some- 
thing from the jeweler’s. There’s always special excite- 
ment over a gift in a jeweler’s box. Somehow that box 

(Please turn to page 170) 
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*(Watches, clocks, jewelry -~- all repairs) 


A: VOLUME: 


It has been estimated that repair departments account for 10% of — a 
jewelry store's business. Ie this so in your store? YES 





If "no", what percentage of your annual sales volume is in repairs? % 


B: I¢ B ING? 


What percentage of your sales of the following do you think were made possible 
by the traffic created by your repair department? 


1. New watches 106 206 30% 40% 50% 60% 70% 80% 90% 

2. Watch attachments 10% 20% 30% 4of 50% 60% 70% 80% 90% 

3. Other jewelry, gifts, etc. 10% 206 30% 4k 50% 60% 70% 80% 90% 
C: PR TON 

1. Do you advertise your repair department? 


2. If so, how often? How much? 








- Do you offer any special conveniences or services (such as pick-up and 
delivery)? YES RO If "yes", what are they 








D: PROCEDURE: 


1. Does a trained repairman wait on customers, making estimates, etc., or 
do you have a sales clerk act as intermediary? REPAIRMAN Cc 


2. What is your waiting time on repair deliveries? weeks. longer. 





3. If more than one or two weeks, to what do you attribute the delay? 





4, How do you notify customers when work is completed? By telephone 
By mail No method 





EB: PERSONNEL; 


1. How many repairmen in your shop? 1 2 3 4& (5) 
Do you need more? YES NO 





2. If "yes", would - hire them immediately? ‘YES hfe) 
If not, why not 





3. If you would hire additional repairmen, would you insist upon experienced 
journeymen, cr would you be willing te hire graduates of arpa schools? 
JOURNEYMEN__ss——CCsCéCRRECENT ~-GRADUATES 


Have you installed any paperwork system for handling repair work? YES 
(If "yes", we would appreciate your attaching samples, etc., to this bl —~ fi 


- - -(Please sign. If you wish, this informfion will remain confidential) - - - 
FIRM NAME 
ADDRESS CITY AND STATE 


EE 














HAT is a jewelry store repair department—an 
asset or a liability? 

Apparently, many jewelers consider it strictly a pain 
in the neck. A pain which requires high-salaried work- 
men, expensive machinery, hours spent hunched over a 
bench, misunderstandings and bickerings with customers. 
etc. “Not worth the effort,” is the verdict of many a retail 
jeweler. 

But is this true? 

In an effort to find out the facts, THE JEWELERS’ 
CrRCULAR-KEYSTONE has just completed a survey in which 
retail jewelers, all over the United states, were asked lead- 
ing questions concerning their repair departments. Over 
1,000 well-rated retailers received the JC-K questionnaire 
and some 225 (nearly a quarter!) responded with the 
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Is a Repair Department 







































‘Definitely yes!” is the ringing answer of scores 
of well-rated jewelers who answered questionnaires 
(shown at left) in JC-K’s repair department survey, 
Replies show how many jewelers operate their repair 
departments, highlight efficient systems, mistakes, 
etc. This article should provide you with many 
hints for making your repair department a more 


profitable and_ efficient part of your business. 


by THOMAS V. DUGGAN 


information required. This, surely, is evidence that 
jewelers are vitally interested in the subject. 

No doubt you have given it considerable thought. No 
doubt you would like to know how the operation of your 
repair department stacks up in comparison with that of 
other retail jewelers. You’d like to know what mistakes 
the average retailer makes in connection with his repair 
department—so you can avoid similar errors. Studying 
the facts outlined below—the results of JC-K’s repair 
department survey—should be of tremendous value in 
planning the operation of your own repair shop. 


DEPARTMENT IS AN ASSET 


Results of the JC-K survey indicate, first of all, that 
although jewelers may grumble a bit about their repair 
departments, they do consider them an asset. Why? For 
two reasons. First of all, they constitute an important 
segment of the average jewelers’ business—ten per cent 
or better. Secondly (and equally important), they build 
traffic. 

What percentage of the jewelers’ annual volume can 
be aitributed directly to the repair department? One 
authority has estimated 10 per cent, so jewelers receiving 
the JC-K questionnaire were asked if they felt that this 
figure was appropriate. Nearly 60 per cent of those re- 
sponding agreed. Of the remaining 40 per cent, the 
majerity estimated that their repair departments ac- 
counted for more than 10 per cent. The greatest number 
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a Business Asset? 


of jewelers in this group reckoned that their repair depart- 
ments accounted for between 15 and 20 per cent of their 
annual sales. Assets? Of course! 


TRAFFIC BUILDER 

Viewed from the traflic-building standpoint, repair de- 
partments are even more of an asset according to the 
jewelers responding to JC-K’s survey. And this applies 
not only to watch attachments and new watches, but other 


jewelry store merchandise as well. 
Here’s the way 155* jewelers estimated that their repair 
departments accounted for the sale of new watches: 


70 attributed 10% of new watches sales to repair department 
49 4“ 20% 6é 66 6é 6 we 66 6s 


20 . 30% “ 
6 6 40% 6é 66 66 6 es ee 6s 
6 iT) 50% 6 ée 6é sé 6é 66 
l 66 60% 66 66 < ee 6 66 6 
3 66 70% és ee “es 66 66 66 6s 


MORAL: Since from 10 to 30 per cent of new watch 
sales are credited to repair departments, it is evident that 
they are a potent force in selling such merchandise. Set 
up some watch displays near the repair department, exer- 
cise all year opportunities for salesmanship, and see your 
watch volume soar. 


It has always been accepted that repair departments 
are capable of selling a great volume of watch attach- 
ments (when the proper sales approach is used), and 
answers to JC-K’s questionnaire bear this fact out. Here 
is the way 154 jewelers rated their experience in this 
respect: 


34 attributed 10% of watch attachment sales to repair department 
43 4“ 20% 6é 66 6é 6 6é 66 6c“ 


24, 66 30% 6é 66 es 6“ 6é 66 6s 
20 6 W% sé 66 ee 6s sé 6s ee 
21 + 50% ““ 66 ee 66 be 

7 6 60% sé se se #6 sé 

4 “ee 70% 66 se es 66 6s 

] 66 80% 66 66 66 “6 


Thus, it is apparent that the spread is much greater in 
the vase of watch attachments than it is for new watches. 
As high as 50 per cent of watch attachment sales are 
credited, by a substantial number of jewelers, to repair 
departments. 


MORAL: Since watch attachment sales attributable to 
the presence of a repair department are normally high, 
woudn't some applied salesmanship boost the percentage 
even higher? 





* As no single query in any survey is answered by all persons 
replying, numbers cited above indicate total jewelers answering 
& specific question. 
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One could hardly expect jewelers to report that sales 
of other jewelry merchandise was stimulated, to any great 
extent, by the presence of a repair department. But they 
seem to be. Although the minimum 10 per cent figure 
was cited by the majority of the jewelers answering JC-K’s 
questionnaire question “What percentage of your sales of 
other jewelry merchandise, gifts, etc., were made possible 
by traffic created by your repair department?”, a sub- 
stantial number of retailers estimated that 20 per cent of 
the “other jewelry” sales could be credited to repairs. 
Here is the way 128 jewelers answered: 


68 attributed 10% of “other jewelry” sales to repair department 


33 66 20% ee 6 “ee “eé“ “ “es “ 
13 et 30% et 66 “ce 46 “ 6é 66 
5 66 40% “ec ee se oe ee ‘T4 6é 
6 «6 50% ee 66 iT) 66 ee ee “eé 
l 66 60% (T4 6é 66 “sé ee 66 <6 
2 6 70% é 6é “cs 6 ee 6s sé 


MORAL: Don’t falsely conclude that your repair de- 
partment can’t sell items other than watches and watch 
attachments. It can! Use your repair department as a 
traffic builder for all of your departments. 


ADVERTISING 


Since nearly 60 per cent of the jewelers answering the 
JC-K questionnaire estimated that their repair department 
accounted for approximately 10 per cent of their annual 
volume, one might well wonder why the figure isn’t 
higher. Why shouldn’t more jewelers have repair depart- 
ment volume accounting for 20 per cent, 30 per cent, or 
even 40 per cent? 

One answer, apparently, is lack of advertising. 

Asked “Do you advertise your repair department?”’, 
only 79 jewelers out of 181 answered affirmatively—the 
remaining 102 said “no.” And of those who did adver- 
tise, only a few gave any evidence of real, consistent 
promotion. Nine jewelers said they advertised daily, five 
said they advertised three times a week, ten advertised 
weekly, three advertised every two weeks, twelve adver- 
tised monthly, and 29 advertised “occasionally.” Other 
answers included “twice a week,” “every two months,” 
“every six weeks,” “quarterly,” and just “often.” 

This unfortunate lack of consistent, planned advertising 
unquestionably accounts in part for the fact that the 
majority of retail jewelers have a repair department 
accounting for only 10 per cent of their volume. People 
do not go around muttering to themselves “Jones the 
Jeweler does repairing.” Actually, they never think of 
who can do a job until the necessity suddenly arises. 
Then they search about, wildly perhaps, in an effort to 


(Please turn to page 170) 
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LASS WALLS... 


Make Store a Showcase 









by EDGAR HANFORD 


Unique $16,000,000 Terrace Plaza 
ee Hotel in the lobby of which the 
new J. C. Hockett store is located. 


RS ne PM th RS 


eed? 
















an a a Complete view of the store and the 
re - merchandise on display is afforded 
by the completely glassed in walls. 


ALBERT SAUER 


Bor vision and courage are required to open a 
“class” jewelry store in a city already noted for its very fine jewelry 
stores, especially when the location is in a new and, therefore, untested 
trafic center, and the equipment and fixtures, not including a single 
item of stock. cost in excess of $30,000. 

But, both vision and courage, plus a thorough knowledge gained by 
4() years in the jewelry business. are possessed by Albert Sauer of Cin- 
cinnati. He is the president of A. Sauer and Company, nationally known 
jewelry manufacturers, and he also is the president of the J. C. Hockett 
Company, which, for more than 20 years, has operated five retail stores 
in better residential sections of the Ohio city. 

Last July. the sixth Hockett store was opened in the swank new Terrace 
Plaza Hotel, which extends on Sixth Street between Vine and Race 

























Streets. The store, located immediately to the right of the main hoiel 
entrance, has created tremendous interest in jewelry circles; and well 
it may, for it unquestionably is one of this country’s finest retail jewelry 
stores. 

Occupying 1,031 square feet of floor space, the store has a frontage 
on Sixth Street of 30 feet, and a depth of about 34 feet. Some 200 
square feet are partitioned off for an office, wrapping counter and 
built-in vault. A unique feature are the windows (or glass walls) which 

(Please turn to page 177) 





Top: Goods are attractively displayed 
in counter and wall cases in the J. C. 
Hockett store with reserve stock car- 
ried in the drawers below the cases. 


Left: One of the five glass and stain- 
less steel display cases in the store. 





Below: View of store from Sixth Street 
side. The 45 recessed ceiling lights 
and I|5 recessed spotlights provide an 
interior entirely free of all shadows. 
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Then merchan- 
attract attention. 
attention. 


Eye then travels 
down to examine merchandise. 
le Christmas 
vides focus. 
can 
each has a focus 
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Above—lin this wide Christmas 
window three wreaths arouse 
Below — With three adjacent 


windows, 
eye travels to merchandise. 


Right — In narrow window, 
to compel 


interest. 
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fe’s MAGIC .... 


The Sales Power of Those Windows 


4 





by JAMES YUILL, Vice President, 
W. L. Stensgaard and Associates, Inc. 


LADDIN had his lamp, but even he had to rub it 
occasionally. Similarly, your windows have tre- 
mendous powers to create business and profits, but you 
have to apply intelligent effort to them if those powers are 
to be developed to their fullest. 

Approaching the subject from the manufacturer's 
standpoint, as it concerns you, the retailer, he has a tre- 
mendous stake in the drive toward increased selling 
effort. Behind him is constant production which must be 
channeled out to his jobbers and retailers, but more, and 
most important of all, it must be moved from the retailer’s 
shelves. Here is where the manufacturer stands or falls— 
does it move from the retailers’ store? Ask a hundred 
questions—what is the product like, what does it do, what 
does it cost? But the question the manufacturer asks, 
the question the jobber asks and the question the retailer 
asks himself as he stands in front of the salesman’s order 
form is—Does it move from my store? This is the 64 
billion dollar question. 

To answer this question the manufacturer must use 
every means to carry his selling story down through to 
the final point—to the customer as he stands in front of 
the product. Here is where display does its job. It carries 
forward the promotion message and focuses the advertis- 
ing, the direct mail, the radio and local advertising down 
onto the ultimate consumer. To the manufacturer of a 
nationally distributed product, an adequate display pro- 
motion involves a sizable investment. It should be 
treated as any other business investment. It should be 
designed for a specific use. It should be designed and 
manufactured by specialists and, first of all, it should be 
a planned part of the over-all campaign. 

It is this constant use and impact on the consumer that 
builds and pyramids a brand name. It is this familiarity 
with a name and trademark that gives the purchaser con- 
fidence in his buying. That is why you should feature the 
branded names you carry, that is why you should pro- 
mote them. Tie in to national promotions, use the dis- 
play material, identify yourself and your merchandise 
with the great names in your trade. Let me quote from 
the pages of the Saturday Evening Post of July 31st. 
1948: 

“When you buy jewelry, select a dealer who will stand 
behind his merchandise, for the integrity of the jeweler 
is your greatest safeguard. His local reputation is more 
important than the size of his store or its elegance. In 
buying platinum, gold and silver jewelry, insist that the 
article carry a quality mark, plus the manufacturer’s or 
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seller’s name or trademark. Nationally recognized trade- 
marks are virtually always an indication that the product 
is as represented.” 

Here is striking recognition of what a brand name 
means. This quote is from one of America’s great maga- 
zines that goes into the hands of almost fifteen million 
people. The millions of dollars that have been spent to 

(Please turn to page 179) 
























































"Mortarboard" and photographs gain 
interest of the passer-by in this 
graduation window. Once attention 
is gained, suggestion can begin 


Large hearts convey Valentine idea 
and arrest attention. Once this is 
accomplished, the notion of "giving 
jewelry" can be brought to the fore. 
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"United Nations Necklace," left, 
presented by Van Cleef & Arpels, 
included 21 matched, graduated 
marquise drops which were assem- 
bled from 7 countries. Earrings 
are a transition style between a 
button clip and the pendant drop. 



















C. D. Peacock, Chicago, showed a 
"rhythm" necklace with some 250 
matched diamonds. The flexible 
bracelets, laurel leaf earrings, and 
ring carried out new "lacy" effect. 








Dazzling display of precious jewelry by noted 


jewelers raises curtain on winter formal season. 


4 premiere showing of diamond fashions of the nation. 
represented by the presentation of the latest designs in precious stone jewelry by six- 
teen of the country’s leading jewelers, proves the fact that “trends” travel as fast in 
precious jewelry as in any other high-style commodity. The exhibits of the twelve 
jewelers outside of New York agreed with those of Fifth Avenue on fashion-rightness 
at the showing called “Diamonds U.S.A.”, the annual red-velvet curtain-raiser on the 


formal season, held at the Ritz-Carlton Hotel, on October 20. Guests were some 200 





fashion editors, writers, reviewers, columnists and radio commentators. 
(Please turn to page 184) 
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Finale of the presentation was this combined display of $3,000,000 
worth of jewelry by models representing country's noted jewelers. 
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Double crescent necklace 
featuring arrowhead dia- 
monds surrounded by round 
stones, was shown by J. E. 
Caldwell & Co., of Phila- 
delphia. The brooch and 
earrings are of diamonds 


set with pendont pearls. Necklace by Mermod-Jaccard-King Co., 


St. Louis, has "raindrop" fringe on 
band of kite-shaped diamonds. Huge 
brooch is centered with large star 
sapphire; bracelets were made up of 
tiny snails with diamonds on _ backs. 


Diamonds with “frills'’ on were shown 
in ruffled cockade brooch and medal- 
lion earrings of a fine platinum net 
set with 163 tiny brilliants by Dona- 
van & Seamans, of Los Angeles, Calif. 











Go-operative Radio Promotion 
Gosts Little But Gets Bis Results 


With nine other nen-competing retailers joining them in sponsoring 


*“Ideal Couple’? program, Harvey Jewelers, Washington, D. C.. draws 


wide interest to store with inereased traffie and sales volume. 





Winning couple are interviewed during half- 
hour program in the form of a shower party 
at the radio studio on Friday evenings. As 
each gift is presented, names of sponsoring 
store is mentioned. Philip Franks, head of 
Harvey's, right, takes part in program as a 
prospective bride is interviewed by the m. c. 





Exterior of Harvey Jewelers which fronts on F St., 
heaviest shopping thoroughfare in Washington, D. C. 
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by ALBERT S. KESHEN 


nr “Ideal Couple” radio program in which a prospec- 
tive bride and bridegroom are encouraged to 
broadcast the story of their romance is helping to stimu- 
late volume, especially in wedding rings, for Harvey 
Jewelers of Washington, D. C. The expense is compara- 
tively low since nine other merchants in non-competing 
lines participate, all of them supplying gifts for the lucky 
couple, and the interest created brings in business not 
only from listeners but from relatives and friends of the 
couple. 

Here is the way the plan works. Philip Franks, presi- 
dent of Harvey Jewelers, approached nine other retailers 
who supply merchandise for bridal couples. They in- 
clude a women’s specialty shop, haberdasher, florist, baker, 
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luggage store, automobile agency, restaurant, photo- 
grapher and music recording company. All of them 
agreed to meet the advertising expenses on a pro rata 
basis and to contribute free gifts to the couple selected. 

The opening was dramatized with heavy newspaper 
copy. To build up interest the gifts are displayed in the 
windows of the participating stores and a microphone 
set up on the street in front of the jewelry store about 
noon on Tuesdays to assure a wide listening audience of 
persons out on their lunch hour. The announcer, with 
the jeweler at his side, asks passersby what qualities they 
think are necessary in a boy and girl for them to make 
an ideal couple. 

While the folks are being interviewed they are told 
that the program has been arranged by Harvey Jewelers 
who request letters from couples about to be married, 
giving details on their romance, how they met each other. 
what their wedding plans are and so on. 

Then the announcer relates that the couple whose letter 
is adjudged best by the radio station and the jeweler 
will be invited to appear at that coming Friday evening’s 
broadcast and receive a pre-wedding shower of gifts 
from the participating merchants. 

Not all of the heavy influx of letters that come in 
are the results of this preliminary broadcast alone. Cus- 
tomers entering Harvey Jewelers, especially those pur- 
chasing rings and other wedding merchandise, are en- 
couraged to send in letters. The participating stores do 
likewise. A typical week brought in 15 letters to Harvey’s 
and 55 telephone inquiries. Furthermore, a great deal 
of interest was aroused among shoppers and store traffic 
stimulated by persons who had heard about the affair 
and came in to ask for more information on it. 

The big moment is staged on Friday evenings at the 
studio in the form of a shower party on the air. On the 
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stage is the jeweler, the announcer and the couple 
honored. In the audience are friends and relatives of 
the pair all anxious to hear them broadcast the story of 
their romance and their future plans. The only time the 
studio itself was not used for the broadcast was when 
a popular football player was chosen as the bridegroom 
and there was such a throng of spectators applying that 
the station had to hire an outside hall in order to seat 
everyone satisfactorily. 

During the half-hour program, usually between 7 and 
7.30, the announcer declares that Harvey Jewelers, Wash- 
ington’s diamond specialists, are presenting the ideal 
couple selected for that week. As the prospective newly- 
weds are presented with their gifts the names of the 
sponsoring stores are freely mentioned. These gifts, of 
course, are appropriate merchandise such as luggage, 
flowers, fruits, lingerie, clothing, appointment for a wed- 
ding photograph, travel tickets and an offer to record the 
wedding ceremony. They are valued at about $150. 

Interspersed with the presentation the recipients an- 
swer questions put to them by the announcer on their 
home-life, occupations, how and where they met, when 
they intend to marry, where they will go after the cere- 
mony, where they will make their home and so on. 

The wedding cake is cut during the program and 
everyone in the studio is invited to participate. After 
the broadcast the pair are taken on a tour of the city in 
a new car supplied by the automobile dealer and then 
they go to the participating restaurant for dinner. 

The costs of this enterprise to Harvey Jewelers over 
a 24-week period has averaged about $50 for the broad- 
cast and $25 as the store’s share in the newspaper adver- 
tisement with the other nine merchants. The jeweler’s 
share in the gift shower amounted to approximately $25 

(Please turn to page 189) 


Another "Ideal Couple" receive 
their gifts spread out on table 
in foreground. Mr. Franks in- 
terviews them as girl employee 
of store presents cake to bride. 





















HE jeweler who has his head screwed on the right 
way will avoid, when the time comes, moving to an 
area already congested from an automotive standpoint. 
Most of the fully-developed cities and towns are com- 
mitted to a “patchwork” policy when it comes to city 
planning; they simply sew another patch where the strain 
is greatest, instead of throwing away the pants and buy- 
ing a new pair. Today, broad-visioned business interests 
as typified by Chambers of Commerce are, with a few 
outstanding exceptions, at loggerheads with their respec- 
tive municipal authorities who are frequently more con- 
cerned with immediate revenue than future profit. 

Rather than buck such a formidable problem alone. 
many shoppers shift a varying percentage of their trading 
to smaller communities in outlying centers where the 
parking problem is not yet acute. 

This natural shopping overflow is what should influence 
the jeweler in his choice of a location. For example, 
within a distance of four miles from a town of 50.000. 
there is a community of 3800, where the stores are able 
to serve a number of people consistent with a population 
of 50,000. This condition exists because the town of a 
smaller population has parking and service facilities 
capable of accommodating that many shoppers. 

Not only should the jeweler clock the pedestrian traffic, 
but also analyze the problem of the motorist, who, to 
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Consider Your Customer 








When Choosing Store Location 
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by ERNEST A. DENCH 


undertake his or her shopping, temporarily becomes a 
pedestrian. 

Fred Pratt, jeweler, will, for the experiment, choose a 
well-established shopping center, one without any ab- 
normal increase in population since 1941. This will 
likely be a town which has, for years, been “fed” by 
shoppers from a number of nearby smaller communities 
and outlying rural areas. Analysis is to determine if the 
trading pendulum is swinging back to the “feeders.” 
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Fred will deliberately pick out the morning or afternoon | 


of a quiet shopping day for the check-up. He will cruise | 


around in his car, paying particular attention to parking 
facilities, whether free or if a fee is charged. If the free 
spaces are filled (or nearly so) on this slack day, not s0 
good as a prospective location. 
discreet inquiries of those people in a position to give 
honest and unbiased information. 

Traffic Cop: His answer may be “Buddy, you've picked 
the right time to do your shopping. Unless you want to 
ride around in circles, give Selton a wide berth Friday 
nights and Saturday mornings.” 

Typical Retailer: His reaction may be, “A headache 
here finding parking space except on Monday morn: 
° 99 
ings. 

Taxi Stand Operator: He may admit that—“It’s tough 

(Please turn to page 206) 
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ISON NEW YEAR 


1948 In the year now closing, you, the purveyors 
of RONSON Lighters and RONSON Lighter Accessories, 
have shared in the greatest demand and sale in our 
entire history. To you goes our gratitude for your 
patient understanding and intelligent cooperation, 
under existing conditions. Your reward has been 


limited only by our ability to step up our output 





while maintaining our quality standards. 


1949 The year to come, holds for you a promise 


of bigger things than ever before—of a gradual but 
steady increase in RONSON production—of an even 
freater campaign comprising extensive magazine, 
radio and television advertising, powerful publicity 
and endless sales aids—of an increased and contin- 
uous demand for RONSON products to make every 


month a RONSON month for you. 


To you, your associates and co-workers, who have 





helped RONSON build a great industry, we extend 
our most sincere holiday greetings and best wishes 
for 1949—a year during which you can count on 
RONSON for bigger and better contributions to your 


own growing businesses. 


Safely out... 
the instant you 
lift your finger 


MLAanke WORLD'S GREATEST LIGHTER 
RONSON ART METAL WORKS, INC., Newark 2, N. J. 
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“Diamond Parade 
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And Mailing List 


by WALTER RUDOLPH a guessing contest sparked Rolen’'s ‘Parade of 


Diamonds," and explanatory placards (such as 
the one held here by owner Irwin Levick) were 
placed around the store, in the windows, etc. 


BOUT three years ago, I. Irwin Levick, one of Erie, 
Pa.’s, youngest jewelers, decided he had served his 
“apprenticeship” in learning the jewelry retailing busi- 
ness. He opened his own, pint-sized jewelry store— 
actually with only 12 x 20 feet of floor area—and called 
it Rolen’s. . 

“T realized immediately that with such a small outlet 
my problem was to attract attention, and hold it, if | 
intended to stay in business and get anywhere,” he stated. 
‘A direct, personal-contact brand of merchandising was 
called for, it seemed, with occasional, hard-hitting pro- 
motions. 

“Well, the ‘Parade of Diamonds’ which we recently 
successfully concluded proved to be my biggest customer- 
builder. We pulled around 5000 into the store in a com- 
paratively short period of time. 

“During the first week-end of the promotion, in fact,” 
he continued, “we sold more diamonds than during the 
entire previous history of the store!” 

But one of the most important angles to the “Parade 
of Diamonds,” according to Levick, was the opportunity 
it afforded him and store personnel to work on his per- 
sonal-contact formula for building store patronage. 

Levick wanted to learn first names, shake hands, talk 
to customers about their needs of the moment and pos- 
sible future purchases. And, of course, he wanted full 
names and addresses, invaluable for direct mail promo- 
tions of the future. 

Object of Rolen's "Diamond Parade" “We wanted to get across the idea that we valued cus- 





— ae = -— poe yg tomer friendship, and that we wanted people to drop in 
gave details of promotion contest. again and again, even though Rolen’s is pint-sized and 
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The Fashion Role of Diamonds Stressed in Advertising 


A dramatic diamond campaign is being 
addressed to women of fashion . . . through 
the country’s leading fashion magazines, 


Vogue and Harper’s Bazaar. 


This campaign highlights the beauty and 
fashion leadership of diamonds. . . it points 
out the fact that diamonds are timeless, 





transcending fashion changes. What’s more, 
it gives information on diamond “cuts,” 
and features the current price (ascertained 
by survey) on a three-carat stone. 


Rett « geuek 





This advertising in full color is helping to 
keep diamonds in the fashion limelight and 
it is stimulating interest in diamond jewel 
pieces, It is an important selling tool for you. 





Diamond promotion promotes your business 


YOUR diamond promotion includes . . . 


ADVERTISING supporting the engagement ring tradi- 
tion—in leading national magazines . . . stressing 
the fashion significance of diamonds—in outstand- 
ing fashion publications. 


PUBLICITY in newspapers, magazines, on the radio. 


MOVIES —‘‘The Eternal Gem’’—to show in your town. 
For details on how you may acquire this film at 
no cost, write to Association Films, 347 Madison 
Avenue, New York 17, N. Y. 


LECTURES throughout the country. 
e All are designed to help you sell more diamonds. 








De Beers Consolidated Mines, Ltd. 
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comparatively new to Erie,” said Levick. “I think we 
accomplished a lot toward those ends.” 

Rolen’s slogan, “Buy with confidence—Give with 
Pride,” drummed continuously since the store’s opening 
three years ago, was especially emphasized while the 
thousands were pouring into the small store. “You can 
buy with confidence, here,” repeated salesmen, over and 
over, “and give with pride!” 

Perhaps the most concise description of the “Parade 
of Diamonds” is gained from the advertisement which 
opened the attention-gaining promotion: 

“Rolen’s Parade of Diamonds,” it was headlined over 
a photograph of the window display. taken at night to 
highlight ring cases and placards. “Over $50,000 worth 
of exquisitely-cut diamonds now on display in our win- 
dow!” it shouted, as the text continued as follows: 

“From 10 a.m. to 5:30 p.m. only. Diamonds will then 
be removed by an armed guard to a local bank vault fo: 
safe-keeping overnight. Just arrived from New York, this 
unusually large display of precious diamonds in our 
window presents a total value of over $50,000. 

“Among them are featured the latest designs in soli- 
taires, diamond with side stones, matched diamond bridai 
duettes and diamond wedding rings to match any engage- 
ment ring, diamond and diamond-ruby rings. It is truly a 
breath-taking display. Be sure to see it tomorrow!’ 
Drawings of diamond rings were artfully sprinkled 
throughout the third-of-a-page ad. 

“See the breath-taking $20,000, 12-carat diamond. 
This magnificent emerald-cut diamond was uncovered 
two years ago in the Kimberly area, South Africa, and is 
the largest of 32 diamonds cut from the one rough origi- 
nal diamond that weighed more than 40 carats. 

“It is exactly 12.27 carats in its present state, set in a 
heavy platinum mounting, and augmented by two smaller 
emerald-cut diamonds mounted on both sides of the large 
stone.” 

Now, the big drawing-card for this promotion was 
brought out in the last third of the advertisement: 

“Win a $100 diamond free! Guess the total value of 
all the diamonds displayed in our window! Submit your 
estimate . . . the person with the closest guess to the 
actual value will be awarded a $100 diamond ring or 
$100 credit on any choice of ring from Rolen’s!” 

Rules for the contest were listed as follows: 

1. Entrant must be 21 years of age or over. 

2. Only one entry per person will be recognized. 

3. Entry must be in sealed envelope containing name, 
address, and estimate. 

4. Entry must be submitted in person to Rolen’s. 

3. Employees or families of employees of either Rolen’s 
Credit Jewelers or the Erie Daily Times are excluded 
from the contest. 

6. Contest closes at 5:30 p.m., Saturday, May 15th. 

The text wound up with the admonition to “See this 
treasurehouse of magnificent diamonds and select the one 
for ‘Her’ . . . $50 to $20,000.” 

As the contest was run in conjunction with advertising 
in the daily newspaper mentioned, Erie’s Daily Times, the 
actual value of the diamond display was written on a slip 
of paper, sealed in an envelope, and delivered to the 
paper’s editor for storage in the publication’s safe until 
the end of the contest. 
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Although a small store, Rolen's is brought 
forcibly to public attention by the use of 
large neon signs and attractive displays. 


Placards in the window and in the store also gave de- 
tails of the guessing contest. Slips of paper were made 
available with spaces for name and address, and envelopes 
were provided for sealing entries in the store. 

Half of the diamonds on display were actually priced. 
to whet the buying appetite. and, of course, the other half 
of the display carried un-tagged diamonds. 

“In a way, we were testing the public’s ability to judge 
diamond values, you see,” commented Levick. “They had 
the lead of ‘more than $50,000 worth,’ and a surprising 
number of guesses were close to the actual total.” 

Every day of the “Parade of Diamonds” and the guess- 
contest scores of curious passersby stopped at the Rolen’s 
window, then passed into the store and filed entries for 
the contest. By the end of the two-week period for guess- 
ing, interest was at fever pitch. 

“It didn’t detract from the value of the promotion a 
bit when we had to announce that a 65-year-old bachelor 
had won the $100 award!” exclaimed Levick. “We already 
had established our ‘name’ in the sun, and had plenty of 
new accounts to pay for our efforts.” 

Rolen’s has had to “fight for inches” to make three 
slight enlarging changes in its present location, being 
hemmed in by other retailing establishments in the center 
of downtown Erie. Levick’s progress in jewelry retailing 
has been so promising that he recently ventured to open 
another outlet, this one in Westfield, N. Y., about 25 miles 
east of Erie, just over the state line. 
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In addition to maintaining 
a steady flow of store trot 
fic from their Promotions, 

Gamler's gets good result. 

from "impulse" displays of 

> eras specially - priced offerings, 
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Constant Promotion 
Keeps Customer Traffic Steady 


HERE’S never a dull moment is the sales life of by R. A. WILLIAMS 


Gamler’s, the wide-awake jewelry store and diamond 
importers, 522 Main St., Buffalo, N. Y. Every day ot 
the week you'll find some kind of promotion going on. 
and the store traffic is consistently heavy. Here are sev- 
eral things that go into this firm’s hard-hitting merchan- 
dising policy: 
Every day Gamler notes the engagements and the 
births listed in local dailies. To the former, a direct-mail 
piece goes out that represents quite an investment, but 
pays off in store traffic and subsequent sales. It is an 
eight-page booklet between heavy, white covers, titled 
“Wedding Memories.” Its cover is embellished with a 
floral heart enclosing a fine-line etching of a bride in 
several colors. 
Inside the front cover is the inscription, “With compli- 
ments of Gamler’s, Diamond Importers, Gamler’s Corner. 
Main and Genesse, Buffalo 2, N. Y.” Opposite it is the 
message, “Best Wishes. May happiness, health and pros- 
perity be yours in abundance and may the events you 
record in this booklet of Wedding Memories ever recall 
life’s golden days and sweet associations. 
“Just as the sun-dial marks only the sunny hours, may 
this booklet record for you only bright and happy ones 
throughout the pleasant years to come.” Divisions of the 
booklet then are provided for engagement announcement. 
showers and parties, messages and good wishes, wedding <sges ergot Gamler's store manager, values 
. ; e pulling power of good window displays tied: 
trousseau, wedding presents, guests and autographs, bridal up with a promotion. Here he lays out display. | 
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Your first inquiry will ectablich . . « We are the 
right source for ‘loose diamonds”. 

Whether it be ten pointers ...quarters...halves... 
or even 20 earat stones... your selection can be made 
from complete stocks. 

Visit our building ... or write ...we would like to 


show vou how our rigid manufacturing controls result 
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Brenna en ae eee ‘ Y 1 Y 
=" \oaee rie ae —_ f | 
1 (( \ j 
ce om | * | 
' , ' 
ia ) ji i | 
rp 4 v. 
\ \ j 
Pas . , Pir i 
Aaa WT aa al 4 
‘ext zac 


re mt 
tk ath gl | 7 EAST SIs: STREET, NEW YORK 
_— 220 WEST 5rn STREET, LOS ANGELES 


OWNERS A N D —. Ver 2°38 2s oF rows 2S we RE R: VARGA S AN D Ss 2 ee ee ee DIitiAM ON D § 


THE WINSTON COLLECTIONS ARE AVAILABLE 
AT YOUR ®&EQUEST 








party, marriage record, wedding gown, bouquet, wedding 
journey, honeymoon, home, possessions, and for the 
future. 

Symbols of wedding anniversaries are at the bottom of 
the last page, which of course is a decided help in the 
selection of presents, by husband or wife for the other. 
and for friends observing an anniversary. 

Lyman Hainline, store manager, pointed out the pro- 
motion value of another mailing piece. This is the item 
designed for families with “new arrivals.” 

It is about 21% x 4 inches, in two folds of glossy pink 
paper, with a little window in the top fold through which 
can be seen a baby ring and a sketch of a baby reaching 


COMDACTS 


a iines” -_ 4 
? ~~ 


for it. Below the opening is inscribed, “Good Luck, for 
Me with the latter space for the newspaper- 
given name of the new baby to whom the ring-holding 
piece is mailed. 

This is a real ring, incidentally, “gold on sterling,” and 
the impression on the proud mother and father is always 
favorable and invites a store visit that invariably results 
in a sale. This kind of promotion can set up a chain of 
sales possibilities, as far as that goes. It can result in a 
life-long customer, or customers. 

When people see the ring on the child, they are apt to 
remark about it, and in explaining where it comes from. 
the parents inadvertently advertise the store. The pleas- 
ant association of the store with a present to the baby. 
can bring repeat business from the time of its receipt 
through following years. 

Another very concrete promotion stunt that goes along 
with the baby gift ring is a horseshoe-shaped goodluck 
piece with a new penny held in its midst. This is a pocket 
piece, as it were, made out of aluminum and easy to 
carry. On one side is imprinted: 

“I bring good luck. Keep me and never go broke.” 


. 
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The other side says, ““Gamler’s, Leading Jewelers, Dia. 
mond Importers, 522 Main St., Buffalo, N. Y.” The Store 
has given away thousands of these pieces, and finds their 
cost well below the returns on such an investment. 

Sull another perennial form of promotion at Gamler’ 
has to do with diamonds. 

“We've long held the opinion that people as a rule 
don't understand diamonds,” said Mr. Gamler, “go we 
got up our booklet, “The Diamond,’ which might be dupli. 
cated elsewhere. but which has done a good job of pro- 
moting diamond sales here. and we like it. Besides, y. 
think our booklet is hard to beat for thoroughness op the 
subject.” | 


BSDES, 


Herbert Gamler, right, seen 
here with Mr. Hainline, heads 
up many of the store's pro- 
motions. Here he shows rings 
to a veteran's wife drawn to 
store during a diamond sale 
specially staged for veterans. 


A glance down the index serves to introduce the many 
subjects of the booklet. 

Origin, chemical composition, how mined, physical 
characteristics. color, care of diamonds, protection against 
loss, imperfections, cleaving, cutting. and a perfect cut 
stone are some of the points discussed. 

The booklet includes 23 pages. Its foreword reads: 
“This booklet is published with the hope that it will better 
enable you to appreciate the diamonds you now own oF 
that the knowledge contained herein will be of value in 
the selection of a stone.” : 

The booklet is passed out liberally to customers, and” 
especially brought to the attention of those who express 
an interest in diamonds, or any stones. It is a “ood, 
will” form of advertising that is hard to beat. 

Gamler’s has been so successful with its many promé 
tion efforts in recent years, that currently plans are neat 
ing completion for a larger, more beautiful store to caté 
for ever-increasing trade. | 

“It'll boast several features not known to the area, 
smiled Gamler, “and we'll go on ‘promoting’ for all wee 
worth.” 
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Wall cases are devoted te the - 
display of larger items such 3 
as the clocks and hollowware 
on the right of store. Coun. 4 
ter cases show rings, watches _ 
and jewelry arranged on dis. 
play placques fitted to case, 


by THOMAS J. HIGGINS 


They Knew What They Wanted! 


UT in Brooklyn, that borough in New York noted 

for its famous baseball team and the tree that grew 
in, inhabitants can justly be proud of a new jewelry store 
recently opened on Pitkin Ave. 

After carefully scrutinizing jewelry store fixtures and 
interiors for years, the Katzman brothers selected their 
own store fixtures and, with a slight assist, their own 
lighting system, and opened a store that provides a 
luxurious setting for jewelry selling. 

The firm, doing business on Pitkin Ave. for the past 
15 years, was formerly located at number 1553. Recently 
the brothers acquired a vacant site that previously housed 
a shoe store, at 1581, and proceeded to remodel the 
quarters into a new and modern jewelry establishment. 

At the formal opening in August, thousands of people 
who had seen and heard of the new enterprise visited 
the store to look and buy. All who attended agreed that 
the store reflects careful planning, a harmonious use of 
color and a restrained employment of modern functional 
fixtures. 

The interior of the store stresses the functional theme 
in combination with eye appeal. Floor fixtures consist 
of glass topped showcases of a simple but effective de- 
sign, finished in white oak, placed on either side of the 
store. 

On the right hand side of the establishment the floor 
cases are given over entirely to diamond merchandise. 
Mr. Katzman stated that the right hand display window 
will be used exclusively for the display of diamond mer- 

(Please turn to page 188) 
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Years of planning and cataloguing 
the best ideas in store layout and 
design has culminated in a store 
tailored to these jewelers’ plans. 
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Store name is set against a rose-colored back’ 
ground illuminated by indirect fighting. | 
stepped-back windows provide a wider foyer for 
shoppers without sacrificing any display space. 
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IN JEWELS 
Available on consignment for your special 
requirements. Platinum and gold Jewelry — 


precious colored stones, loose diamonds 


Specify price range desired. 


RAYMOND ABRAHAMS 


551 Fifth Avenue e New York 17, N.Y. 
VAnderbilt 6-0457-8 
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Store ‘Remodeled 
By Improving 


The Illumination 





AN you “remodel” a jewelry store simply by im- 
proving the illumination? 

“You certainly can,” says Harry A. George, Jr., of 
Keller & George, Charlottesville, W. Va., jewelers. And 
he should know because, as can be seen from the photo- 
graphs on this page, improving the lighting made all the 
difference in the world in the appearance of his store. 

When the firm was started, back in 1870, young Tom 
Edison had not yet perfected his incandescent lamp— 
that was to happen eight years later. Consequently, the 
firm had to be satisfied with gas lights ranged down the 
center of the store, just over the aisle. 

Some few years later, with Edison’s invention perfected 
and rapidly coming into general use, Keller & George had 
the gas brackets fitted up with incandescent lamps. 
Later still, these lamps were improved by the addition 
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Below—Before the installation 
of latest lighting equipment, 
less than 15 foot candles of 
light were thrown upon jewelry 
in display cases. After in- 
stallation of alternate fluores- 
cent and spots (indicated 
by arrow) lighting was stepped 
up to 62 to 67 foot candles. 


of inverted glass bowls as shades—the fixtures remaining 
over the center aisle. 

In 1937, in view of the increased “know how” of the 
illuminating profession, Keller & George modernized their 
lighting—dquite radically. Twelve indirect bowl fixtures, 
each containing a 500-watt lamp, were installed over the 


counters, six on each side of the store. For 1937, this 
brought the store’s illumination thoroughly up-to-date. 

Ten years later, however, it became apparent to the 
members of the firm that illuminating science had made 
further strides. Accordingly, they called in Paul L. Carr 
of the Godwin Halstead Electric Co., Charlottesville, and 
turned the matter over to him. 

Equipped with a light meter, which is an instrument 
which measures the amount of light thrown upon a sur- 

(Please turn to page 191) 
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: GOLD 
__ CUFF LINKS 3 : FILLED | GoLp 
STERLING 
NEw ARAN 1.00 2,50 
NEw’ SOTID Post 1,00 eo B00 
NE" SPLIT Post 1.25 2.60. 
NE" ROUND OR OVAL CONNECTING LINK( UNSOLDERED) 15 3 8p 
NEw SPTIT END CONNECTING LINK 1.25 e200 
we’ S SHAPED CONNSCTING LINK ee a 3.95. ao. 
NI" BUTTON BACK SNAP IN ( TR AVATTARIE) 1,06 . by RODMAN LUCAS 
NEM BUTTON BACK ROUND SUSeYS JOINT. 1.25 
NEw BUTTON BACK WITH SPRING JOINT deed 3 
___ REFILL, ONE LINK | a a 1.25 
REFITT AL1 LINKS ( PATR} — _ 2.50 | 5.00 
* 
Sample card from the Schwartz. 
: man index of repair prices shows 
at a glance the charge for every 


conceivable type of repair work. 








Repair Charges 


At Fingertips 


Through Comprehensive Price List 


Abe Schwartzman & Co., Little Rock, Ark., analyzed repair charges 


on hundreds of jobs, tabulated them, and now have a ready-reference 


list enabling them to quote flat prices rather than estimates. 


REMARKABLE system whereby 98 per cent of the 
repair work, watch repairs, etc., brought in by 
customers can be immediately “flat priced” from a handy 
index card-file has been developed by the Abe Schwartz- 
man Company, jewelers, who operate two stores. one in 
St. Louis, and one in Little Rock. Arkansas. 

Milton and Leon. Schwartzman, brothers who operate 
the company, and veterans of more than a quarter of a 
century in the repair -field, have long felt the question 
of pricing repair work is one of the most misunderstood 
and “unstable” factors in jewelry retailing. “Like most 
other jewelers, we have for many years gotten along on 
an ‘estimate basis, ” Leon Schwartzman pointed out. 
“requiring someone at the counter who is thoroughh 
familiar with every element of cost in turning out the 
repair job to make an estimate which will show a reason- 
able profit without overcharging the customer. In these 
days of rapid turnover of personnel, because of the ex- 
treme rarity of employees who know all elements of the 
repair field, etc., we consider it extremely vital to work 
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up some sort of a standardized price list which would 
sive both the customer and the shop a break.” 

Taking in a volume of something like 4,000 jewelry 
repairs per month, and 6,800 watch repairs a month, 
the Schartzman organization has built up a staff in St. 
of 27, including mechanics, salespeople in_ the 
store, bookkeepers, etc. Due to this tremendous volume 
of work, amounting to more than $200,000 for 1947 in 
the two stores, there have been literally thousands of 
opportunities for expensive “mistakes,” such as too-low 
estimates which require the company to turn out repait 
work at a loss, or too-high estimates. which quite con- 
ceivably can result in the loss of a valued customer who 
feels that he has been overcharged. 

The practical solution to all these problems. which 
almost every jeweler will agree is the No. 1 “bugaboo” 
in present-day repair operations, is a comprehensive 
price list which covers most of the repair work which 
comes over the counter. To announce the new price list. 
the Schwartzman organization in June ran an ad which 


Louis 
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IMPORTERS of LIIAMONDS 
FINE QUALITY 
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SINGLE CUTS 
FULL CUTS 
SWISS CUTS 


Abed Leinbere 


62 West 47 St. 
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was headed simply “We have taken the ‘guesswork’ out 
of pricing jewelry repairs, by making a new price list!” 
Beneath this, copy explained “We have made a study of 
every conceivable type of jewelry repair operation, and 
catalogued the results in a handy new card file. Because 
we maintain our own workroom, with modern, up-to-date 
equipment, and master craftsmen, we are known for fine 
workmanship at moderate prices. Our new price list is 
another step forward toward better service.” 

The study-analysis which has made so comprehensive 
a coverage of repair prices possible began several years 
ago, and was actually “touched off” by an article run 
by a national digest-type magazine, which indicated that 
jewelers all over the nation were guilty of heinously 
overcharging their customers for any and all type of 
repair work. “This article did the industry as a whole 
a lot of damage,” Mr. Schwartzman pointed out, “and 
in fact, many of our customers have made reference to 
it since. While I believe that the person who wrote this 
article had a personal grudge spurring him, there is 
enough element of uncertainty in making prices that it 
is true that overcharges can quite easily occur. Under 
our system, there can be no such thing as a profitless 
job, or an overcharge to a customer.” 

One factor which jewelers are likely to forget about 
in setting up repair prices is the “psychology” of the 
thing, according to Mr. Schwartzman. 

“About the best way to sum up the customer’s attitude 
when bringing in jewelry for repair, is that they are 
not happy about it,” he pointed out. “Whereas, the 
customer who is buying a new watch, a beautiful brooch, 
pendant, etc., has the pride of ownership and possessive- 
ness involved, when merely a repair is concerned, there 
is no pride of possession involved, and the customer gets 
no pleasure from spending money to put the item back 
in its original condition. Therefore, everything must be 
done to make repair transactions as pleasant as possible 
for the customer.” 


PRICE ANALYSIS MADE 


Starting the program years ago, the Schwartzman 
brothers have made a thorough, exhaustive analysis of 
costs, materials prices, labor prices, etc., on every single 
type of jewelry repair which the firm has to offer. 
Actually, this has amounted to thousands of small sepa- 
rate studies, from which. after much deliberation, and 
voluminous bookkeeping, it has been possible to “strike 
an average.” 

“What we have done is to keep extremely accurate 
‘production records for every mechanic in our shop, 
broken down into jobs, specific types of repairs, etc., 
so that we had a groundwork to begin with,” Mr. 
Schwartzman said. “In other words, through several 
months of study, we can determine that it takes the 
mechanic so long to mount a new pin on the back of a 
brooch, so much longer to repair a watch, a certain 
amount of time to reset the snap on an earring, etc. 
By utilizing symbols to indicate every job, carefully 
comparing the times required by various mechanics to 
do the same job, etc., we ultimately arrived at something 
like 600 different operations, and began to be able to 
make second, third and fourth comparisons, to derive 
something of an average.” 
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Advertisement used by Schwartzman's 
to announce new "flat rate’ repairs. 


The mechanic-cost soon demonstrated itself as the 
No. 1 factor, according to Mr. Schwartzman, inasmuch 
as high cost of salaries, etc., influences in most cases 
the amount of profit involved in individual jobs. One 
by one, the tremendous list of repair operations was 
catalogued away, with the “average amount of minutes” 
required by an “average mechanic” to finish an 
“average job.” . 

All of this work was done during spare time by the 
two Schwartzman brothers, with the help of bookkeeping 
and accounting machines. As soon as an analysis of a 
particular job was felt complete, a price was attached, 
and work priced at the counter for several months, and 
the actual “underfire” operation studied. Where it was 
found that a price was figured too low or high, adjust- 
ments were made. Eventually, by June. 1948, the com- 
pany was able to put the results of the mountainous under- 
taking into card-file form. 

The card-files, which now contain prices for 98 per 
cent of all conceivable repair work which can come in, 
are kept in handy visible-indexed files, which hang from 
the wall in both of the Schwartzman stores, and in the 
repair department. Consisting of plastic-mounted, 8 x 6 
inch cards, the files contain 60 units, each card of which 
may list as many as 10 items of repair work, further 
subdivided by two columns at the right-hand side, which 
sive varying prices according to the metals in the 
jewelry. For example, a card titled “cuff links” had 1] 
entries on the left-hand side, which give repair prices 
for replacing a broken snap, replacing a post, resetting 
a stone mounting. polishing, replacing other broken 
parts, etc. At the right-hand side are two columns, one 

(Please turn to page 214) 
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Springer Firm Marks 
73th Anniversary 
By Opening New Store 


by FRANCES HAPGOOD 





Portland, Maine, needed no build-up when they 
celebrated their 78th anniversary by opening a beautiful 
new four-floor air-conditioned store at 580 Congress 
Strect. To all newcomers, the store, its merchandise and 
services were designed to make old customers out of 
new ones. 

The firm, located in the busiest part of the city, across 
from one big hotel and close to another, is doing a steady 
and increasing volume with a personnel of 20 persons. 
Much of this steady volume is attributed by Edmond J. 
Beaulieu. Sr., owner of the firm since 1925, to the pro- 
motion of the store as gift headquarters; right along the 
line of the slogan of the Jewelry Industry Council “Some- 
thing From the Jeweler’s Is Something Special.” 

Ms. Beaulieu gives special attention to the wedding 
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O all their old customers, Springer’s Jewelers, of 


View of the interior of 
the new Springer store, 
taken from the rear and 
looking toward entrance. 


View from front of Spring- 
er store highlights center 
island display devoted en- 
tirely to women's jewelry. 





sift market. Through his own observation he found that 
jewelers were missing out on a big part of the wedding 
gift business. This he concluded was due to the general 
public misconception that jewelry store merchandise was 
priced beyond their limited casual-gift budget. To offset 
this idea and to bring gift customers into his store, Mr. 
Beavjieu has added a special gift department in his new 
store with merchandise ranging in price from a dollar 
up to five dollars. He promoted these gifts which were 
in a price range to fit anyone’s pocketbook and coupled 
this with the idea that a gift in a box that says 
“‘Springer’s” means quality. Thus, properly priced items, 
plus that extra something resulting from the prestige of 
a well known firm, made for the immediate success of 
this department. 

This does not mean that Springer’s gift business is 
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The greatest achievement in the art of ring making in a cen- 
tury ... the new CARDINAL LOCK. No shifting or twisting 
of your Cardinal Diamond Rings due to the tiny, patented 
lock-pin in the wedding band that swivels out, fits into your 
solitaire . . . keeps your rings lined up and looking their 


loveliest. Perfect Cardinal diamonds, perfectly aligned! 





BONDED DIAMOND RINGS 


CARDINAL DIAMOND SYNDICATE + ST. LOUIS, MINNEAPOLIS 
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Springer's gift department, |lo- 
cated on second floor with sil- 
verware, provides seclusion for 
shoppers. It is reached by an 
elevator from the street floor. 


limited to sales in the one to five dollar range. This so- 
called “leader” department serves to acquaint potential 
customers with the fact that Springer’s has gifts for every 
occasion and in every price range. It builds store traffic 
and in so doing, acquaints these new customers with the 
firm’s other lines and services to which they would other- 
wise be oblivious. 

The gift department is a separate entity in the new 
setup. It has all the elegance of a salon with all the per- 
sonal attention, intelligent advice and courteous service 
that is bestowed on a customer making a purchase of 
$100 or more. 

Mr. Beaulieu feels that women like to select their silver 
in comfort and while they are at ease. In the new store 
he established the silverware department on the second 
floor, away from the bustle and traffic of the street floor. 
Here a customer can make an unhurried selection while 
seated in a comfortable lounge with a convenient smoking 
table, from the selection of silver which is brought to her 
by the sales person. 
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It was necessary to form queues 
outside of the Springer store on 
opening day and the following day 
in order to accommodate the crowd 
of over 12,000 people attending. 








The department is carpeted in soft gray with walls of 
a dusty rose shade reaching to the off-white ceiling. Eight 
wallcases hold the silver behind glass, with separate high- 
lighted displays spotted throughout the department. 

Following their opening, Springer’s conducted a ster- 
ling silver club plan promotion which went over so well 
that it was necessary to stop taking orders at the end of 
three weeks instead of running the promotion its sched- 
uled six weeks. 

The store opened 426 new accounts during the three- 
week period, the sales averaging six to eight place settings 
each, with very few made under six settings. 

“Majority of the sales were to unmarried women,” 
Mr. Beaulieu said. “I’d think twice about the sale if it 
was for diamonds, or jewelry but I find any woman who 
has enough pride to buy herself sterling silver a good 
credit risk.” 

On the street floor as one enters is the diamond depart- 
ment, rings, watches, men’s and children’s jewelry, and 

(Please turn to page 210) 
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Cultured pearls ... the gift dream 
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reward in sales and profits this 
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thing special” in gifts. 
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Windows Are Key 
To Store's 


Merchandising 


by WALTER RUDOLPH 


Line of wallcases is broken by dis- 
play niches set in false wall areas. 
Backed up by a circular mirror, they 
form attractive spots for displays. 


ALWAIDS, Erie, Pa.’s, newest downtown jewelry 

store, is designed to attract and bear traffic. Lo- 
cated on the corner of Peach and 9th Streets, it is close 
to the heart of the city and can take advantage of a heavy 
flow of sidewalk and motoring passersby. 

“Some of the space at the front of the building,” ex- 
plained Mack Schoenberg, proprietor, “was sacrificed to 
allow room for the people interested in our displays, for 
instance, to step off the sidewalk and examine our jewelry 
at leisure. 

“This gives potential customers some 72 square feet 
of space where they won't be in the way of passersby. 
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Some space at front of new Balwaid 
store was sacrificed to allow room 
for passersby to examine displayed 
goods away from sidewalk traffic. 


The importanee of window 
display as selling feature 
is stressed at this Erie. 
Pa.. store where customers 
may make their selections 
right from the sidewalk. 





And to increase the illusion that they are practica!ly in 
the store, we laid terrazzo flooring in this area. The whole 
idea is to direct the flow of traffic into the store proper.” 

Upwards of $25,000 was invested in making this me- 
dium-sized store one of the most attractive jewelry retail- 
ing outlets in Erie, while at the same time easing the 
handling of customers. Starting at the store’s front, in 
contrast to the comparatively bright exteriors of nearby 
store fronts, all light in color, Baldwaids is paneled im 
black, gleaming vitrolite that sets off pink and blue neon 
tubing that spells “Baldwaids Jewelers.” 

The exterior is restful to the eyes and in contrast to 
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brighter store fronts. Even a corner column is covered 
with vitrolite. As a further inducement for window- 
shopping, the show windows, which run in the shape of 
an L that is broken by the store entrance, project or 
hang over their foundations about a foot. This allows 
potential customers to stand comfortably close to the 
glass, with knees actually under the edge of the window 
frame. 

Frames are of aluminum, bright and requiring no 
maintenance to speak of, while the ceiling of the store 
“lobby,” as we might speak of this front area, is light in 
color with a single soft light flush with the plaster. 

Because window displays are an integral part of this 
store’s merchandising strength, they have been designed 
so that anything in the windows can be reached speedily. 
Thus, customers interested in a diamond ring or watches 
on display, through the ability to step out of sidewalk 
trafic and look at their leisure, then stepping into the 





While the photograph makes it appear 
that the store is dark, it is actually 
well illuminated by two lanes of fluo- 
rescent fixtures running the length of 
the store with addition of spotlights. 


Sliding glass panels at rear of the 
show windows allow the sales person- 
nel to pick up merchandise selected 
by the customer for his inspection. 


store and expressing such interest, the clerk or sales per- 
son is able to reach right into the window and bring out 
the item for the person to examine at an even closer range, 

This ease of holding the customer’s interest is made 
possible by having the rear of the show windows flush 
with the wall at the front of the store. The show windows 
are closed off (from the dust of the store, and of course 
from everyone but the sales personnel) by sliding class 
panels. On the extreme right, looking out of the store 
toward the street, one section of the show windows jg 
made available to personnel by walking behind the wip. 
dow construction a short distance. 

Then too, the all-glass effect is obtained, now so pop. 
ular in many lines of retailing, by having these sliding 
class panels at the rear of show windows—that is, those 
in the store can readily see out, and passersby arrested 
by the displays, can easily inspect the store interior from 
the “lobby” of the store. 

Interior wall and show cases are designed for utter 
simplicity, attractiveness and the “business of selling” 
without any distraction. Illumination comes from two 
lanes of fluorescent fixtures that pencil from the front to 
the rear of the store. Every six feet or so, spots are in- 
stalled in these lanes, lights that can be readily focused 
to highlight some wall case or show case display below. 

Flooring is of unobtrusive brick red linoleum. Cases 
are finished in walnut. A green and white floral pattern 
wallpaper covers the surfaces above wall cases. Inci- 
dentally, the wall cases are about 12 inches deep. and 
their fronts are apparently made flush with the walls of 
the store. Actually, however, it is pseudo walling, coming 
out flush with wall cases. This gives an effect inside the 
store of simple, unbroken lines. 

The latest trend in shadow boxes is contained in this 
new store, too, with the boxes being effected by broken 
spaces in wall cases. They are made very attractive, and 
perhaps flattering to customers, by the installation of 
large circular mirrors on the rear walls of the niches. 

Another aspect of utility, again, is the drawer space 

(Please turn to page 188) 
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. SELL THEM 


DIAMOND RINGS 


pi 


Every sale you make should be 
more than just a profitable trans- 
action. Every sale should add to the 
prestige you already enjoy. This is 
especially important in the jewelry 
business. When you feature Blue- 
bird Flawless quality . . . the finest 
line of diamond and wedding rings 
in America, you are assuring ever- 
lasting satisfaction with every sale. 
That's the kind of prestige that 
builds sales for tomorrow and 
profits for the future. 


FRANCHISES OPEN 
IN VARIOUS 
TERRITORIES 


Get the facts about Bluebird's 
Unusual merchandise plan 
built around extensive adver- 
tising. 
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The Flawless Quality of 
Bluebird Diamonds is 
guaranteed with each 
ring. Full range of exquisite settings, from $67.50 to 
$5,000 retail, including Federal Tax. There's a Wed- 
ding Ring to match each Bluebird. 








DIAMOND Madlie, , 


55 EAST WASHINGTON STREET, CHICAGO 2 
MICHIGAN BUILDING, DETROIT 825 15TH ST., DENVER 
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The Ad-Viser 


--- Premiums Can Stimulate Business 







by IRVING SETTEL 


Twenty-seecond in a series of articles designed to help retail 


jewelers in doing a better advertising and promotion job. 


OME time ago, a small jewelry merchant decided that 

it was time to promote business which had begun to 

fall off. He sought out an advertising consultant in town 
and presented his facts. 

For a few days, the consultant studied the jeweler’s 
past and present methods of selling and advertising. Then 
he drew up a plan of action and submiited his report. It 
was headed, “Your Answer is Premium Advertising.” 

At first the jeweler was taken aback. “Premiums?” he 
demanded. “You must be crazy. I can't afford to give 
anything away free of charge. I can barely meet my over- 
head now.” 

The advertising man argued and urged the merchant 
to “test” the plan. It was finally agreed upon. If the test 
run worked out successfully, an entire campaign of pre- 
mium advertising would be used. If not, he would try 
something else. 

The campaign was carefully planned. They decided to 
test a single group of merchandise . . . children’s watches. 
They decided to try it for a short three-week period. 
And they decided to hit hard at people who do most of 
the buying. The final case history looked something 
like this. 

Problem: It was common knowledge that in this par- 
ticular town, these watches were bought mostly by women 
and children. The problem was to get them into the store 
where they could see and examine the items. 

Solution: The jeweler ran an advertisement in the local 
newspaper for three weeks. This was supplemented by 
radio spots. Both carried the following copy: 

“FREE! A fine automatic pencil! 

“This fine automatic pencil will be given FREE to 
every boy and girl in town who will call at our store with 
Mother and Dad. All that you must do is to recite the 
following paragraph from memory: 

“One of the finest possessions a boy or girl can have 
is a wrist watch. It is both good looking and helpful. It 
is an item which can be used for many, many years. All 
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makes of fine watches are obtainable at Smith’s Jewelry 
Store. You can get the watch you want and you get a 
long-term guarantee. too. In fact, many people in town 
regard Smith’s as headquarters for all quality jewelry.” 

“Memorize this short paragraph. When you are ready, 
come in with Mother or Dad and recite the words. Your 
beautiful automatic pencil is awaiting you at Smith’s 
Jewelry Store.” 

Result: This simple but ingenius merchandising idea 
brought over 500 children and parents into the store. 
Five hundred and thirteen pencils were given away (re: 
gardless of the quality of the child’s delivery) and sales 
of children’s watches leaped 150 per cent. Incidentally, 
the pencil carried the name and address of the store. The 
inexpensive automatic pencil, as a premium, brought 
amazing results. 

For the jeweler a premium may be a free gift, an article 
of merchandise or an opportunity to purchase an item at 
less than usual retail price. Conditions are usually im- 
posed to make the giveaway appear to be a contest of 
skill (and to avoid breaking the law which forbids give- 
aways in games of chance). Calendars, pencils, combs, 
toys, etc., may be considered as effective premiums. 

An effective campaign cannot be haphazard. It must 
be carefully planned, more carefully executed. Conse- 
quently, there are a few simple rules which should be 
followed for successful operation. 

1. Study Your Problem. Try to determine to whom 
you are going to direct the campaign. The item chosen 
will depend upon vour potential recipient. If men are 
primarily your customers, an item of interest to a man 
should be used. If women are your target, offer some 
thing of interest to them. You must direct your adver 
tising efforts to the proper group. lest time and money 
be wasted. 

2. Choose a Premium. The next problem is to decide 
what item to give. There are probably a number of pre 

(Please turn to page 212) 
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These diamond booklets were distributed by Maier & Berkele through 
streetcars and busses in Atlanta. Another booklet considered watches. 


Booklets Teach Jewelry Facts 
To Wide Cirele of Readers 


SIMPLE advertising campaign which is getting ex- 

cellent results for Maier & Berkele, jewelers at 1il 
Peachtree Street, Atlanta, Georgia, has been developed 
through a series of educational booklets,which the firm 
distributes exclusively through streetcars and busses in 
the Georgia city. 

Frank H. Maier, president of Maier & Berkele, is one 
of those alert, progressive jewelers who feels that “adver- 
tising should be read.” In making up his plans for pro- 
motion, Mr. Maier scanned all possibilities, and deter- 
mined that the average passenger on streetcar and bus 
lines is probably the most receptive person for brief, 
interesting reading matter. 


Accordingly, Maier & Berkele have consistently used 
streetcar and bus promotion of a novel form to keep 
Atlantans associating the store name with diamonds. 
watches, sterling flatware, and jewelry. 


Mr. Maier himself originated the series, consisting of 
34 x 6 inch booklets, containing 20 pages, which are 
distributed by means of “Take One” setup boxes, which 
are clipped to ordinary car-cards and posters advertising 
the store in all Atlanta buses and streetcars. Due to the 
heavy weight of the booklets which are printed on an 
excellent grade of fine paper, Maier & Berkele and the 
advertising agency were forced to do some “paper engi- 
neering” to develop a sign sturdy enough to be capable 
of supporting several dozen booklets daily. 


The booklets have been titled “Your Diamond—Choose 


162 


by ROBERT LATIMER 


It Wisely,” or, similarly, “Your Watch—Choose It Wise. 
ly.” Mr. Maier personally garnered all of the information 
contained in the series of booklets himself. “I had our 
advertising agency rewrite parts of it, translating the 
information into terms that could be easily understood 
by the general public,” he pointed out. “Our purpose 
has been to inform the layman of some of the more 
pertinent and fundamental factors that he should con- 
sider in making purchases in the jewelry store, and at 
the same time, give them some general information that 
they are sure to find interesting.” 

The booklets, which have been run in sequence over a 
space of a year and a half, to “completely edify the pub- 
lic’ have been distributed in quantities varying between 
40,000 and 60,000. Keeping a personal spot check on 
results, Maier and Berkele have found a surprisingly high 
percentage of readership. “We have no tangible evidence 
as to how many actual sales have been derived from the 
booklets,’ Mr. Maier said, “inasmuch as we consider 
them of an institutional nature alone. However, through 
checks, we have found that they are never left on the 
seats or floors of the streetcars, so presumably they were 
put in the pockets of the individuals who took them down 
from the sign.” 

The diamond booklet, the last prepared, has been out- 

(Please turn to page 176) 
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Recent Court Decisions Help 





Jewelers Avoid Legal Snarls 


Many higher court decisions reverse or modify the 


law which has been established previously. A knowledge 


of these ineidents should be of value to every jeweler. 


URING the year the higher courts in various locali- 

ties have rendered several unusually interesting 
and informative decisions involving jewelry manufac- 
turers and sellers. Knowledge of these decisions will 
enable readers to avoid similar law suits. One depend- 
able way to minimize chances of financial loss from law 
suits is being familiar with the cause and outcome of 
recent and modern litigations involving others. There- 
fore, you should carefully preserve the following higher 
court citations, because very often modern decisions re- 
verse or modify the law which has been established for 
many years previously. 


READ YOUR INSURANCE POLICIES 


According to a recent higher court, failure to read an 
insurance policy will not excuse the insured, in event of 
loss, although he notified the insurance company’s agent 
exactly the coverage and protection desired. 

For instance, in a recent suit by a jewelry manufac- 
turer against an insurance company, the testimony 
showed that the manufacturer kept in stock a consider- 
able quantity of silver. He applied for a “burglary” 
insurance policy. Unknown to him, the policy had a 
typewritten endorsement, as follows: “In consideration 
of the reduced premium charged for the policy, it is 
agreed that the insurance as provided thereunder shall 
not apply to gems, precious stones, or articles of plati- 
num or sterling silver.” Sometime after receiving the 
policy the manufacturer had a burglary and a large quan- 
tity of silver was stolen. The insurance company re- 
fused to pay the loss and he filed suit. During the trial 
he testified that when he applied for the policy he told 
the insurance agent to secure for him a policy to cover 
his entire stock, particularly sterling silver. Also, he 
testified that he did not read the policy because he could 
not read English. Nevertheless the higher court refused 
to hold the insurance company liable, saying: 
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by LEO T. PARKER 


Attorney at Law, Cincinnati, Ohio 


“If there was a mistake in the circumstances it was 
the mistake of the complainant himself, the insurance 
company having been induced to contract in the belief 
that the policy was exactly what had been ordered.” 

Also, this court held that an insurance agent who is 
empowered merely to solicit applications for insurance 
is the agent of the insured and not the agent of the insur. 
ance company. Hence failure of an insurance agent to 
follow instructions of the insured does not obligate the 
insurance: company. 


CANNOT PREVENT COLLECTION 


A recent higher court held that a jewelry company 
cannot sue the Government to prevent collection of what 
is believed to be an unjust claim for income taxes. 

For illustration, in a recent case the testimony showed 
facts, as follows: The Government filed a lien against a 
jeweler to collect $29,753 which the tax collector claimed 
this corporation owned on its income tax. 

In subsequent suit the higher court held that the com- 
pany could not challenge the validity of the tax claim by 
a suit against the Government but that the company must 
pay the claim under protest and then file a suit against 
the Government to recover the amount. so paid. 


BAD DEBTS 


According to a recent higher court decision, a jewelry 
corporation which elects to report income for excess 
profits tax purposes on accrual basis instead of install- 
ment basis may do so by filing an amended income tax 
return and then it may also deduct bad debts for the 
years the debts were charged off the books. 

For illustration, in a recent suit, it was shown that 
since 1929 this jewelry firm had been regularly engaged 
in the business of selling jewelry at retail on the install- 










THE JEWELERS’ CIRCULAR-KEYSTONE 











Man’s Ring retails at 
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GEM-O-THE-MONTH _ A lady's and man's 10K. 
heavy-weight gold birthstone ring mounted with syn- 
thetic and genuine stones. Each month's ring is o new 
design triumph. 


DISPLAY — Luxurious lucite Gem-O-the-Month Ring 
Display dramatizes the magic of birthstones. New, 
full-color display cards supplied each month. 


GUARANTEE — All lost stones replaced without 


charge. Guarantee certificates furnished. 
MATS — Every month free newspaper ad mats. 


‘‘PERSONALIZED” monthly mailing cards for new 


and old customers. 


Gem-O-the-Month Plan Sold Direct fo Jewelers 
Order Today — oF Write for illustrated Folder 
x 


CEM t+) WONTH 


66 Nassau Street New York, N. Y. 
Half a Century of Fine Ring Manufacturing 
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ment plan. It reported its income for Federal tax pur- 
poses for 1938 to 1942, inclusive, on the installment 
method of accounting. Subsequently the company de- 
cided to compute its income for excess profits tax pur- 
poses for the year 1942 on the accrual method of 
accounting. 

The higher court decided that the company was en- 
titled to deduct in amended returns for 1940 and 1941 
bad debts of goods sold by it in 1939. 


EMPLOYE DISCHARGED 


According to a recent higher court if an employe is 
hired for a specified period of time and the employer 
discharges him before this period expires, the employer 
must pay the employe wages for the balance of the con- 
tract period. 

For example, in a suit by an employe against a 
jeweler, it was shown that the firm hired this man under 
a written contract for one year as an optometrist to work 
in its jewelry store at a salary of $125 per week. The 
man worked for the corporation about seven and one- 
half months and received full pay for the services ren- 
dered. The man claimed he was discharged without 
cause. He sued the corporation for $125 a week for the 
balance four and one-half months of the year. During 
the trial he proved that he made honest effort to get 
employment elsewhere but he could get no similar em- 
ployment. 

The higher court held that this man could recover 
from the corporation $125 per week for the remaining 
four and one-half months of the year. The court said: 

“The written contract between the parties contained a 
provision that the contract was for a year or twelve 
months. This provision cannot be varied by parol.” 

This court also explained that it was permissible for 
the corporation to show that the man could have ob- 
tained other employment by the exercise of reasonable 
diligence on his part. If the corporation could have 
proved this fact it would have avoided any liability. 


SIMILAR FIRM NAMES 


Modern higher courts consistently hold that one 
jewelry firm cannot compete with another firm for public 
patronage by adopting a name adapted to deceive the 
public into thinking that it is trading with the latter when 
in fact dealing with the former, and thus palming off his 
goods as those of another. 

In a recent case, the testimony showed facts, as fol- 
lows: a jeweler had for many years been in the retail 
business of selling silverware, jewelry and the like. Re- 
cently another firm in the same locality started a similar 
retail business under a similar name. The established 
firm filed suit and asked the court to stop use of their 
name by the new firm. The lower court granted an 
injunction against continued use of the latter tradename. 
The higher court approved the verdict, saying: 

“Confusion, both in the trade and among the cus- 
tomers of the plaintiffs, has resulted and will result from 
the similarity in names. Persons of average intelligence 
could well be found likely to confuse the parties.” 

This court also held that “good will” of a business is 
recognized as a property right which will be protected 
against unfair methods of competition by rivals. Hence 
two persons having the same name cannot use their 
names in a manner likely to deceive the public. 
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PARTNERSHIP DISSOLVED 


All higher courts agree that if one partnership de. 
frauds the other partner the former is liable in damages, 
According to a recent higher court if a partner in g 
jewelry business proves that his partners unfairly cop. 
spired to deprive him of his partnership rights, the com. 
plaining partner may recover heavy damages. Of course, 
however, in order to recover damages the complaining 
partner must prove that his partners conspired to oust 
him from the partnership and or wrongfully forced him 
to transfer his interest in the partnership. 

For example, it was shown that a jewelry company 
was a partnership formed by three partners in 194]. 
Two of the partners decided to dissolve the partnership 
and offered the other partner $500 for his interest, which 
amount was accepted by him. ‘Ten days later this man 
was inducted into military service and left for the Pacific. 
He kept the $500 for four years during which he made 
no complaint, nor effort to rescind the dissolution that 
he had acquiesced in. On his return to the United States 
in 1946, he learned that the jewelry business earned a 
net profit of upwards of $200,000 during the time he 
was in the Pacific. He sued the two remaining partners 
for damages on the grounds that they “agreed, conspired, 
and confederated together to oust him from his part- 
nership” and wrongfully forced him to transfer his in- 
terest to the other partners. The lower court dismissed 
the case but the higher court reversed the lower court 
saying: 

“Upon these facts, we think the appellant stated an 
action for duress of goods under circumstances of great 
hardship, and is entitled to have his damages assessed 
by a jury unless an answer is filed denying the aver- 
ments or otherwise presenting an issue of fact.” 


JEWELRY CORPORATIONS TAXED 


Considerable discussion has arisen from time to time 
over the legal question: If one firm owns and operates 
more than one jewelry store or corporation, must it pay 
unemployment taxes based on all its employes, or pa\ 
the taxes on employes in separate corporations or stores? 
The answer is the firm must pay taxes based on the 
number of employes employed in all stores or separate 
corporations. 

For example, in a recent case it was shown that a 
jewelry firm operated three retail jewelry stores, under 
three names. Two stores each employed more than eight 
employes, but the third store employed Jess than that 
number. Each store was a separate corporation. A 
state law provides that when more than eight persons are 
employed in a business it is liable for the tax under the 
state’s Unemployment Compensation Act. 

In subsequent litigation the higher court held that the 
parent firm must pay compensation tax on all its em- 
ployes. 


TRADENAME VS UNFAIR COMPETITION 


Considerable discussion has arisen from time to time 
over the legal question: Can a jewelry company prevent 
a company from using a similar tradename or trade- 
mark in an entirely different business? 

According to a recent higher court a jeweler may have 
a sufficient economic interest in the use of his mark 

(Please turn to page 187) 
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Bookkeeping 





Simplified 


by BETTY LEE GOUGH 






A practical system of record-keeping is an important requisite 


to the profitable operation of a business. This is the last in 


a series of articles on simple bookkeeping for the retail jeweler. 


O you know exactly how much net profit you made 
last year? Or did you “estimate” certain items 
when March 15 rolled around? Lack of detailed knowl- 
edge of jewelry store expenses, and of what are legal 
deductions, has resulted in many a dealer unknowingly 
overpaying his Federal income tax. It has resulted in 
others taking deductions to which they were not entitled. 
or which they could not prove by book entries. The 
result for these dealers was usually a 6 per cent interest 
charge and sometimes penalty assessments as well. 

Aside from the fact that it simplifies the filing of tax 
returns, an accurate profit and loss statement is an indis- 
pensable tool for good jewelry stores. It tells not only 
how much was made or lost, but where it was made and 
what expenses cut down the net. Essentially, the profit 
and loss statement is no more than a condensation of the 
years records. It can be taken entirely from the monthly 
master control sheet of the one-book bookkeeping system 
discussed in three previous articles of this series on sim- 
plified bookkeeping. 

This is what a profit and loss statement (see illustra- 
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tion) tells you: the net sales; other income, and what the 
goods sold cost. This gives the gross income. 

From this figure are subtracted wages, rent, utilities, 
telephone, store supplies, repairs, depreciation, advertis- 
ing, delivery costs, bad debts, cash shortages, taxes and 
licenses, and miscellaneous expenses such as freight ani 
express. The amount left is the net profit made by the 
jewelry store for the year. 

The illustration herewith, shows a profit and loss state- 
ment readily adaptable to any jewelry store. These same 
entries, transferred to the income tax form, give Uncle 
Sam a clear picture of your business. The one-book sys- 
tem (which should be kept for at least five years) and 
receipts, cancelled checks, etc., are there to back up 
claims made on the income tax return. 

What expenses are deductible from gross profits on the 
tax return? Which expenses are not? How fast can 4 
fixture be depreciated ? 

Any merchandise bought for resale is deductible, but 
there is a catch! If you purchased $10,000 in merchan- 

(Please turn to page 210) 
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Keep your ALLEN CATALOG convenient at all times, especially from now until 
Christmas. Use it to replenish your stock, or make that special sale. 


This new 1949 catalog has a comprehensive listing and illustrations of Diamonds, 
Rings, Watches, Jewelry, Plated Silverware, Sterling Silver, Clocks and Novelties 
from which to make your selections. 


ALLEN service to jewelers has been dependable for more than 80 years under all 
conditions, and we invite you to let us prove it during December and at all times. 


AVAILABLE TO ESTABLISHED RETAIL JEWELERS ONLY 


BENJ. ALLEN & CO., INC. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 
Silversmiths Bldg. 
10 So. Wabash Avenue—PHONE CENTRAL 6-2447—CHICAGO 3, ILLINOIS 
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JIC Christmas Ads 


(From page 123) 


gives a present more prestige . . . insures a gift’s good 
taste. 

“Shopping at the jeweler’s is a pleasure in itself. 
Even at Christmas time you're never hurried . . . you're 
sure to be served by an expert .. . and he takes a per- 
sonal interest in helping find just what you want. Yet 
these extra attentions add no extra cost .. . your jeweler 
has distinctive gifts at very modest prices. That’s why 
so many people are shopping at the Jeweler’s this Christ- 
mas ...and on every other gift occasion throughout the 
year. Jewelry Industry Council, 366 Fifth Avenue, New 
York, N. Y.” 

As with earlier advertisements, the Council has made 
reprints available to retailer members in advance of pub- 
lication dates, thus enabling them to tie their windows in 
directly with the national magazine campaign. 

This double-barrelled effort is directed at the retail 
jeweler’s most important selling period of the year. Like 
it’s other advertisements during the past year. the Jewelry 
Industry Council makes no effort to promote specific mer- 
chandise but rather to direct the attention of the gift- 
conscious public to the jeweler as the logical place to 
satisfy his needs. How effective this Christmas promotion 
will be depends in great part on how the retail jeweler 
follows through on the Council’s advertisements with his 
own local advertising and window display. 





Repair Departments 


(From page 125) 


have the item repaired quickly. They.may check the ads 
in the local paper. They may look at the signs on jewelry 
stores, searching vainly for the word “repairs.” Or they 
may even look in the classified section of the telephone 
directory. A surprisingly large number of people consul; 
the “yellow pages” when looking for any kind of repair 
service. 

MORAL: Advertise consistently and widely. Impress 
the public with the fact that “repairs” and your store 
name are synonymous. Advertise in the daily paper— 
just a one-inch insertion will keep your store identified 
with “repairs.” Advertise in the classified section of the 
phone book. Be sure that “Repairs” appears on your 
sign or windows. Advertise! Advertise! Advertise! 


PROCEDURE 


How do other jewelers conduct their repair depart- 
ments ? 

You'd like to know—wouldn’t you? 

Several of the questions in JC-K’s survey were designed 
to secure just that information so that we could pass it 
alony to our readers along with the other statistical data 
the survey obtained. 

Jewelers were asked, for instance, whether a trained 
repairman or an ordinary salesclerk accepted the repair 
work from customers, filling out the tickets, making esti- 
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mates, etc. Out of 188 jewelers answering this question, 
the majority (102) stated that a trained repairman did 
this work, 61 said that a salesclerk acted as “contact man” 
with the public, and 25 stated that either a repairman or 
clerk-—depending upon circumstances—did this work. 
Thus, it would appear that although a trained repair- 
man is desirable, in a pinch a salesclerk can substitute at 


the counter. 


HOW LONG TO FIX IT? 

Another pertinent question asked of jewelers in the 
JC-K survey concerned the length of time required to 
finish the average repair job. Out of 186 replying, only 
seveu stated that they could promise delivery “in a few 
days.” 45 stated that about one week was required and 
the majority—75—estimated that two weeks would be 
needed. Jewelers requiring three weeks to complete work 
numbered 25, while 27 said that four weeks was the aver- 
age waiting time. Seven jewelers estimated that comple- 
tion of repair work would require more than a month. 

Naturally, if jewelers indicated that more than two 
weeks would be required, we would want to know why. 
So—we asked them. Out of 63 responding, 35 blamed 
delays on the volume of work on hand, 14 stated that 
scarcity of materials hampered them, 9 said that they 
lacked sufficient personnel and five gave assorted unclas- 


99 66 


sifiable answers such as “carelessness of workman,” “over- 
crowding,” etc. 

In addition to giving these reasons for delays in com- 
pleting repair work, many other jewelers cited the same 
situations as reasons for not wanting to encourage their 
repair business. “Why advertise?” they ask. “We have 





Glamorized Column Suggests Gifts 





An otherwise unsightly column supporting the mezzanine at the Budd 
Jewelry Co., Muskegon, Mich., has been glamorized by the instal- 
lation of this eye-catching bridal shower gift display made by the 
store, which not only dresses up the column but has proved to be 
an excellent suggestive selling device as well. 

The shower idea is carried out with the umbrelia made of spring 
yellow and apple green taffeta. Ribbons suggesting rain lead from 
the ends of the umbrella's ribs to the gift items displayed on the 
circular shelves. The same color scheme is carried out throughout 

the mezzanine in flowers and table linens. 
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too much repair work now.” Or, “We can’t get enough 
workmen to finish the jobs on hand.” 

Once upon a time these were valid excuses. 
longer. 

Let’s consider the situations, one at a time: 

Buck-log of work: If you have a hopelessly large back- 
log cf work, it is an indication that you need additional 
personnel and/or equipment. Where to get it? Actually, 
there’s no shortage of either. Equipment, as advertised 
in these pages, is available for immediate delivery. Per- 
sonnel—notably graduates of well-rated, reputable tech- 
nicai schools—are available also. Granted, they are only 
recent graduates and haven’t acquired the highest degree 
of technical skill. They can work under the supervision of 
your skilled employees and, being trained with the latest 
mechanical devices, they may be able to save you hours 
of precious time on every job. 

If you’re willing to hire additional personnel and install 
additional machinery, but lack the space to do so—let’s 
be realistic. It has already been demonstrated that your 
repair department is a definite asset—providing you give 
your customers satisfactory service. And if you take a 
month or more to finish a job, you're just not giving 
satisfectory service at all! Therefore, if you can’t expand 
your present shop, it’s time to move. Not to some vast 
shop, but just to one with adequate space for the em- 
ployces and material required. After all, if your repair 
department is to build up public confidence and esteem, 
it should provide reasonably speedy service or the public 
(and the traffic) will go elsewhere. 


But no 


By and large, the problem of work volume is one which 
calls primarily for additional personnel and equipment 
and iull appreciation of the fact that repair department 
volume builds sales in other sections of the store. Realiz. 
ing these things, you’re certain to see why current long 
delays are extremely bad business. 

Materials shortages: Steps have already been taken t, 
ease the second greatest reason for delays in jewelers’ 
repair work—although it may be a short time before re. 
sults become apparent. American watch manufacturers 
are again turning out replacement parts and The Watch. 
makers of Switzerland, with their new catalogue of watch 
parts and accompanying dictionary are helping reduce 
the confusion and scarcities which have existed up to the 
present. Application of the new watch parts identification 
system, by both distributors and repair shop operators, 
should cut down the length of time required in securing 
parts and, at the same time, assure a more constant supply 
of parts on hand for the retail shop operators. When 
everyone knows exactly what everyone else is talking 
about, confusion and delays caused by misunderstandings, 
etc., will be a thing of the past. 

Personnel shortages: This problem was considered, 
briefly, above. Today, with training schools turning out 
literally thousands of graduates per month, the personne] 
problem should be non-existent. Granted, many a 
present-day jewelry-school graduate is only partly trained. 
Nonetheless, they are far more skilled than the raw ap- 
prentice of years ago. Under proper supervision they can 
develop into efficient, economical, satisfactory workmen. 


————— 
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Ex-G.1.’s for the most part, they rate your consideration 


and assistance. They ll pay dividends in performance, if 
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CONCLUSION 
From the foregoing facts only one conclusion is pos- 
sible: a jewelry store repair department is a decided 


asset. both in actual volume and, also. in add‘tional store 


traflic. | | 
Study the statistics cited above. 


Analyze your repair department, comparing it with 
those of other jewelers. 
Yew'll no doubt agree that it should not be a step-child 
but a full partner in your jewelry business. 





DeRoy’s Marks 100th Anniversary 





Al J. DeRoy, president of Joseph DeRoy & Sons, Inc., Pitts- 
burgh, Pa., looks at picture of original store as it appeared 


in 1848. 


In 1848, an era of fancy glass flasks for people who 
bought their whiskey by the barrel, and for the giant 
silver watches that were a mark of prosperity, the 
founder of what is now Joseph DeRoy & Sons, Pitts- 
burgh, Pa., jewelry firm, opened his modest place of 
business in a little two-story dwelling at what was then 
47 Smithfield St. 

The main store, which still occupies the same location 

: on Smithfield Street, is a far cry from the original build- 
f ing (JC-K for September, 1948, pages 178-179). It now 







‘ occupies the entire corner on Smithfield and Fourth. In ! 
addition, two other stores are now operated by the firm, | 
re one at 544 Smithfield, at the corner of Sixth Avenue, 

; and the other at 6111 Penn Avenue. 

; Employes of the three stores celebrated the 100th anni- Importer of Precious, Semi-Precious 

4 versary with a dinner-dance. Presiding at the party was j 

the son of the founder, Al J. DeRoy, president, who has |, and Synthetic Stones 

a been with the firm for 55 years; Norman DeRoy, vice- |. lO WEST 47 STREET - NEW YORK 19, N. Y. 


president; Edwin K. DeRoy, treasurer, and Ralph DeRoy, 
secretary. The fourth generation of the family is now 
active in the business. 
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Can You Help Me? 


My Display Problem [, 


by VIRGINIA DIXON 


Readers’ questions about window and inside-store display wij) 
be answered in this department each month by Miss Virgini 
Dixon, one of America’s topnotch display experts whose talents 
have been brought to a focus on the jewelry field. Miss Dizon 
already well known to JC-K readers as the author of ty 
stand-out articles on jewelry store display. y 








a 
| AM interested in obtaining a tray rack for a flooy 

display, made of wood and standing approximately 
40 inches high to accommodate six to eight trays. Can 
you give me the names of any companies that make such 


a rack ?—G.J.D. 


A nswer—Racks such as you describe are not, of 
course, available in stock, but any of the following firms 
are equipped to make up such stands to order :—Chelseag 
Store Fixture Manufacturing Corp., 7 East 19th Street, 
New York 3, N. Y.; Brooklyn Cabinetwork Corp., 391. 
395 Leonard St., Brooklyn, N. Y.; Lido Store Fixtures, 
Inc., 365 Broome St., New York. 


Wt are trying to gather some material for a pearl 
display in our window. I have seen miniature fish- 
ing nets complete with corks in this type of display. 
Could you tell us where we might buy these nets and 
coral background pieces. Would appreciate any other 
suggestions you may have for displaying pearls.—T.C. 


A nswer—Almost any of the regular display supply 
houses carry fish nets both in natural color and dyed in 
various bright tints. If you do not have any regular 
source for display material write to any of the following 
firms:—James A. Cole, Inc., 235 Fourth Avenue, New 
York 3, N. Y.; Garrison-Wagner Co., 2018 Washington 
Ave., St. Louis 3, Mo.; M. R. Weil, 145 Madison Ave., 
New York. From any of these firms you can also get 
cork floats, sea shells, sea fans, star fish, sea horse cut- 
outs, sand cloth—any or all of which materials could be 
combined into an attractive pearl display. The sea fans 
are dried and dyed, coral-like, sea plants which make 
good background pieces—pressed into a block of model- 
ing ciay they can easily be made to stand upright. The 
sand cloth makes an effective floor covering, but the 
pearls must not be placed directly on it since it is as 
“scratchy” as real sand! 


E are interested in getting some kind of valance for 
our show windows—either a drapery type with 
fringed edging or the kind that is made like a short 
venetian blind. Which style would you recommend and 
can you suggest a firm who could supply them?—E.R.F. 


Answer—lIt is difficult to recommend a style of 
valance without having some idea of the architectural 
design of the store front since that is what should deter- 
mine such a choice. If the building is an older style 
one of somewhat ornate design, the drapery valance might 
seem more in keeping. For a modern design store front 
or one that is at all simple in design, the venetian blind 
would be far preferable. Or a simple straight fabric 
valance without fringe or braid trim could be used in 
either case. The valance should harmonize with the store 





front design, but should not detract from the window 
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display arrangement. The following firms can supply 
either type of valance, but must have very accurate 
measurements of the window space:—Tucker Drapery 
Company, 1133 Broadway; American Drapery Company, 
342 West 23rd Street, both New York. 


AN you furnish me a sourc of supply for white 
ostrich plumes ?—B.J.D. 


Answer—Bernard Lang, 63 West 38th Street, New 
York, has white ostrich plumes in stock. 


SHOPPING NOTES 


It has been announced by Libbey-Owens-Ford Glass 
Company that they have resumed production of their 
“golden” plate glass. This special glass excludes more 
than 99 per cent of the ultraviolet rays in sunshine without 
noticeably impairing vision or greatly reducing light 
transmission. Before the war it was gaining in popularity 
for store fronts to prevent fading of merchandise and 
backgrounds on display. The light which passes through 
the “golden” plate is soft and pleasant because of the 
absence of ultraviolet and the reduction of glare. It is 
made in quarter inch thickness and stock sizes run to a 
maximum of 100 by 150 inches although somewhat larger 
sizes may be manufactured on special order. 

If you use velour paper for window floors and eleva- 
tions, you will probably be interested in the new velour 
fluted background panels which are now available from 
Columbia Display Materials Co., 179 Pacific Street, 


Brooklyn 2, N. Y. The panels are 8 feet high and forty — 
inches wide (you can cut to fit your window space, of 
course) and are said to give the effect of a velvet drape. 
I haven’t seen a sample yet, but they sound as if they 
might be excellent for temporary backgrounds where a 
fabric drape is wanted for the price of a paper one! 

Something really new in automatic tackers is now on 
the market—“Duo-Fast Narrow Crown” tacker drives 
staples which are only 14” in width—scarcely visible 
after they've been driven in. This is from the Fastener 
Corporation, 860 Fletcher Street, Chicago 14. 

It’s so easy to drive those staples in with any of the 
stapling guns on the market, but getting them out when 
changing the scene for the next display has been another 
matter. The American Machine Works, Inc., 1320 Clark 
Strect, Racine, Wis., have come to our rescue with a new 
staple puller that does the job in a jiffy. A simple little 
tool—but oh so helpful! 





Clever Ad Promotes Repair Services 


Jos. Goalstone, Jeweler, 205 Sixteenth Street, Denver, 
Colorado, uses clever advertising to promote the various 
services offered by his store. 

The single column by 10-inch space is headed “ALL 
THIS AND HEAVEN TOO...” Following is the 
explanation: 

“Not only do Goalstone’s offer you a complete selec- 
tion of fine rings, watches and jewelry, but dependable 
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OLD MINERS 


Through our secondhand sources, we are 
able to maintain stocks of Old Miners in 
a range of qualities, and in sizes up to 
half carats. You will also find us an excel- 
lent source for larger sizes in Old Miners, 
and for stones recut from Old Miners — 


all advantageously priced. 


Paul de Vries. me. 
DIAMOND CUTTERS & IMPORTERS 


535 FIFTH AVENUE 
NEW YORK 17, N. Y. 


ANTIQUE JEWELRY RE-PURCHASED JEWELRY 


~ 


OSI LM” Weg LF” NEN GDA NAT 


Me? 


pm 
~] 
or 








| service that’s so necessary to keep your jewelry in top 
| shape.” 

Beneath, sketches with accompanying hand-writtey 
statements visualize various types of service, such ag tp. 
setting rings in new mountings, repairing Costume 
jewelry, cleaning rings and tightening stones, restringing 
beads, watch repairing>making old lighters good as ney, 
etc. 

Before each service is an asterisk. Explanation is g 
the bottom: “Easy credit on all purchases.” 

Incorporated in Goalstone’s signature cut is a map 


studying a book. The title is “Credit Book.” 








Booklets Teach Jewelry Facts 


(From page 162) 


standing, according to Mr. Maier, inasmuch as its format 
and copy are especially enticing and readable. The cover 
is done in green and black, with a reminder that Maier & 
Berkele have been jewelers to the South since 1887. On 
the first page, the preface starts off “So, you are going 
to buy a diamond.” Copy suggests that the customer ask 
himself a few questions as to where he should buy it, how 
much he should pay, what he should expect, etc. The 
booklets point out that to become an expert in diamonds 
requires years of specialized study, plus years of handling 
them, and a thorough knowledge of all the conditions 
which affect the classification of a diamond. “It is our 
purpose,” the booklet explains, “to briefly outline some of 
the things which you, as a purchaser, would want +to 
know when you set out to buy your diamond. While 
there are hundreds of textbooks on diamonds, covering 
the geological formation, finding, cutting, distribution, 
history, etc., it is obvious that we are able to present only 
a few of the most important factors.” 

| Following pages are titled “The King of Gems,” with a 
_complete description of what is actually contained in a 
diamond; “Factors Affecting Diamond Value,” which 
explains such words as flaws, facets, etc., and “Cutting 
and Proportion,” which describes what happens to a 
diamond from the time when it is mined as a bit of raw 
carbon to its final polished perfection. Many pages are 
devoted to cutting operations, demonstrating too shallow, 
too high cuts, too flat designs, etc. The center spread is 
devoted to Maier & Berkele’s own diamond department, 
with a complete description. The remaining pages cover 
color of diamonds, purity, weight, the care of diamonds 
and diamond jewelry, etc. 

On the last page, Maier & Berkele point out that during 
60 years, the store has gained an excellent knowledge of 
values and of fine quality, which is the customer’s assur- 
ance of the best when he buys watches, diamonds, silver, 
china, crystal, jewelry, etc. 

While it is admittedly an expensive type of advertis- 
ing, results have been well worth-while, according to 
Mr. Maier. It has been readily noticeable that many cus- 
tomers coming into the store are obviously quoting from 
one of the booklets when they explain precious stones 
to their friends. Mr. Maier, who spent many months in 
research and rewriting on the project, feels that perusal 
of the booklets will firmly fix the name of Maier & 
Berkele in the minds of almost every reader. 
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Glass Walls 


(From page 127) 


comprise three sides of the store and extend from the 
floor to the 12-foot ceiling, thus providing passersby with 
an uninterrupted view of the store and its stock. 

Extending almost enlirely around the office space are 
more than 200 built-in storage bins and drawers of vari- 
ous sizes, all made of blonde, hand-rubbed maple, and in 
which the reserve stock is individually wrapped in tissue 

aper and chamois. | 

All of the show cases, including the five window cases, 
are of modernistic design in stainless steel and glass. They 
were designed specifically for the store by Skidmore, 
Owings and Merrill of New York City and Chicago, the 
architects who designed the hotel. 

Soft, yet entirely adequate lighting is provided by 45 
recessed ceiling lights, plus 15 recessed spotlights which 
are focused to highlight various window and showcase 
displays. An unusual and ultra-modern feature of this 
lighting is that it is shadowless throughout the store, and 
customers thus can examine merchandise with complete 
eye comfort and without moving from one spot to an- 
other. The store is air-conditioned, of course. 

On either side of the main entrance and at the rear 
entrance of the hotel elevator lobby are tubs of growing 
tropical plants, and similar exotic displays are elsewhere 
in the store, including a built-in 20-foot-long unit at the 
base of one of the wall displays of silverware and clocks. 

In this ultra-modernistic setting, there has been as- 


sembled a large stock of the highest quality jewelry, 
similar in every respect to that offered in the finest stores 
in the country. In keeping with the character of the 
store, there are no merchandise displays on top of the 
show cases and none on top of the rear-wall storage bins. 

Instead, the merchandise is carefully and artistically 
arranged in the show cases on large three-tier, vari-shaped 
islands covered with champagne-colored velveteen. 

The merchandise on display in the show cases also is 
carefully grouped. To the right as one enters through the 
store’s main entrance are men’s rings, watches and cos- 
tume jewelry; then ladies’ rings, vanities and cigarette 
cases, and elaborate separate displays of men’s and 
women’s diamond rings. 

Above the storage bins are back-wall display cases in 
which are shown hollowware, baby items, vanity sets, 
clocks and other items. In three island floor cases are 
displayed men’s gold watch bands, sterling silverware and 
costume jewelry, the latter all of karat gold, and ranging 
in price from $25, up. 

~ Because the store is located in Cincinnati’s newest and 

swankiest hotel, it naturally attracts considerable trade, 
not only from residents of the city, but also from guests 
in the hotel, many of whom are world travelers. 

According to B. W. Keith, Sr., store manager, these 
sophisticated visitors to the store have unanimously 
voiced favorable comment regarding the store and its 
merchandise, many of them stating they have been able 
to purchase warfted items they had been unable to find 
elsewhere. 
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This is accounted for by the fact that much of the 
jewelry in the store is designed and manufactured in the 
Sauer factory and, therefore, is exclusive; while other 
merchandise has been carefully selected from the best 
offerings of other producers of better nationally-adver- 
tised jewelry. 

Naturally, in a store of this character, many customers 
want items that are exclusive, and Mr. Keith and his 
assistants are well prepared to serve their needs. Patterns 
in stock or pictured in various stock books that approxi- 
mate the customer’s desires are selected, and from these 
a careful drawing of the desired changes is made and sent 
to the Sauer factory where a detailed sketch and an esti- 
mate of the cost are prepared. Thus the customer knows 
in advance exactly what he or she is getting, and exactly 
what the price will be. 

It is a fixed policy of the J. C. Hockett Company to 
satisfy customers completely, and to avoid “pressure’’ 
selling, Mr. Sauer insisting that no merchandise be sold 
with which customers are not entirely satisfied. It is this 
policy which is largely responsible for the success and 
growth of the concern. 

“Our every effort,” Mr. Sauer states, “is not necessarily 
to sell what may be in stock, but, rather, to sell what the 
customer wants. If what the customer wants is not in 
stock, we always are glad to make every effort to secure 
it, either from our plant, or from some one of our other 
sources. That customers appreciate this service is evi- 
denced by the steadily increasing number of personalized 
orders we are receiving.” 


Obviously, although only a few months old, the ney 
J. C. Hockett Company store already has completely jys. 
tified Mr. Sauer’s vision and courage. The store js , 
striking example of the possibilities open in any medium. 
sized or larger city for the profitable operation of , 
jewelry store catering exclusively to those customers who 
appreciate the finest in jewelry and who are in a position 
to gratify their desires on a cash basis. 





Table Pulls Costume Jewelry Sales 


A small table featuring costume jewelry, placed directly 
in front of the entrance to the Myers Jewelry Company, 
First National Bank Building Arcade, St. Paul, Minn., js 
a good traffic builder. 

All items are low in price but smartly designed, with 
styling accenting the unusual. The merchandise is beamed 
to the great number of young business girls employed in 
the building and immediate vicinity. 

Necklaces, pins and earrings are featured, with heaviest 
emphasis on earrings. 

A large sign placed at the rear of the counter facing the 
arcade, giving prices, is a great aid in pulling traffic. 

The normal business from this table runs from $20 to 
$25 a day, according to Bob Van Drake, co-owner with 
Otto Myers. 

“The counter gives us contact with a large number of 
persons,” said Mr. Van Drake. “This eventually leads 
to sales of higher-priced merchandise as these customers 
become aware of our store and its merchandise.” 











JEWELRY SALESMEN 


SOUTHEASTERN STATES 


Man to represent outstanding line of American Beauty diamond 
and stone rings who has following in above territory. Guar- 
anteed drawing account advanced against commissions. Position 
open January 1949. Replies are invited from topnotch men only, 


stating qualifications and past experience. 


UNTERMEYER, ROBBINS & CO. 


136 W. 52ND STREET 
NEW YORK 19, N. Y. 
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It’s Magic... 
(From page 129) 


acquaint the consumer with the benefits of various 
branded products have done more. They have made the 
trademark the name of a visual guarantee of value and 
quality workmanship. Feature and use these symbols of 
ouarantee, for they mean customer confidence. | 

” In many of the jewelry stores the theory behind win- 
dow display seems to be—‘‘if you leave any open space, 
’s a bad window.” Many of these windows give about 
equal importance to everything in the window. Here you 
must remember that a man walking at an average rate will 
pass your window in about two or three seconds. You 
have to stop him before you can tell him about your prod- 
uct. That means a focal point in your window that he 
can’t resist. It means concentrating on an item or a group 
of related items and doing an exciting display around 
them. (Note the focal concentration in the rough sketches 
of window displays accompanying this article.) 


CALLS FOR INGENUITY 


A good display job doesn’t necessarily mean a five- 
figure budget and a five-man display staff. But, it does 
call for ingenuity, a thorough knowledge of your mer- 
chandise and some study of techniques that have proven 
successful in attracting customers. Here I would like 
to quote six methods from the Distribution Report of 
June Ist, 1948, published by the Research Institute of 
America. 

l. Feature Goods in Demand. This is especially im- 
portant at a time when buyers are getting more and more 
cagey. People stop to look at things they want. More- 
over, stores that spotlight fast-selling merchandise give 
the impression of having the right goods in all depart- 
ments. And, of course, demand goods are most likely to 
result in an impulse to buy. 

This doesn’t mean that new products shouldn’t be fea- 
tured in windows. Actually, new items should get a very 
important share of display space to prove the store is 
alert. When introducing such items, however, be sure the 
display gives a reason to buy. Several companies have 
learned the hard way that the product by itself may 
arouse Curiosity but no desire to buy. 

2. Successful Windows Are Timely. In big depatt- 
ment stores display men follow current happenings in 
news, art, music, etc., so that they can tie their window 
in with events of public interest. In smaller communities 
alert storekeepers capitalize on local events, special weeks 
and days. For example, a sporting goods store in one 
city gears its displays to local sports. During a weight- 
lifting contest the store stopped traffic by having men lift- 
ing weights to its window. A jeweler sold in several days, 
earrings he’d had in stock for months—by presenting 
them in a display based on the current popular song 
“Golden Earrings.” A violin and sheet music were the 
only props, but the timeliness of the idea captured people’s 
imagination. 

3. Use Windows to Back Up Newspaper and Magazine 
Advertising. There are several obvious advantages to 
combined promotion. First, the selling power of the win- 
dow is considerably enhanced. (A department store which 
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studied the problem found that the response was quad- 
rupled when window display supported newspaper ads. ) 
Second, the double emphasis gives the impression thal 
the merchandise is a good buy. Also, a window will, of 
course, reach customers who haven’t seen the ad. 

4. Present Merchandise Dramatically. Interesting dis- 
plays don’t depend on expensive props or large windows; 
they depend on ideas. The best source of ideas is the 
merchandise itself. The more dramatically and directly 
the merchandise s:ory is told, the more salesworthy will 
be the display. 

A department store carried a $2.95 man’s white broad- 
cloth shirt as a standard item. It was displayed a number 
of times in the usual men’s wear setting. The shirt sold 
about several dozen a day. One day the display manager 
got the idea of cutting the shirt apart—sleeves, yoke, 
cuffs, etc.—and mounting the pieces on a wine-colored 
panel. Beside each section a line of copy pointed up spe- 
cial features not obvious to customers at first glance— 
“senuine ocean pearl buttons,” “full shirred yoke for 
easy action,’ “more threads per square inch for extra 
fineness*and durability,” etc. Because the shirt was 
dramatically presented, and the sales message quickly 
deliveted. sales of the shirt arose to 100 dozen during 
that week. 


ANIMATED DISPLAYS EFFECTIVE 


Animated units, either mechanical or human, are prob- 
ably the best traffic stoppers. Planters Peanut Company 
compared the effectiveness of moving and still displays. 





The stationary display stopped 79 people; when set jp 
motion, it stopped 736 people. Now that small motors 
are again available, animated units are readily obtain. 
able. Many stores make their own. Often, a simple tury. 
table with the merchandise interestingly arranged j, 
sufficient. 

Demonstrations using people are an even greater draw- 
ing card than mechanical displays, though, of course, 
most suited to stores featuring quick-selling goods, 
(Almost any type of store can use demonstrations inside), 
With shoppers’ incerest in quality and value today, it may 
be a convincing way of stating a product’s worth to show 
it being made in the window. Most manufacturers are 
glad to furnish the equipment and personnel for such a 
display, especially for laboratory tested merchandise, 

5. Keep Windows Simple and In Good Taste. “Th. 
simpler the layout, the better the display” is an old rule. 
but often overlooked. Surveys have found many windows 
cluttered with so much merchandise that passersby could 
find nothing to focus on. Even an assortment window js 
more effective if there is some planned arrangement. 

6. There Have Been Great Improvements In Display 
Materials. For example, there are paper and synthetic 
materials which look and feel like linen, cotton and velour. 
Laminated wood, plastics and light materials can give a 
window a “new look.” Flexible glass sectional fixtures 
are also obtainable. These afford great variation in win- 
dow settings with a minimum of other props. A big 
advance in display materials is flame-proofing during 
manufacture. This eliminates the cost of treating units 
after they've been set up.” 
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Now, let’s analyze your windows on the following 
major points: 

1. Size of Windows. Remember you are merchandis- 
ing a product which is relatively small. If your windows 
are too large treat them like a shadow box. Don’t be 
afraid to reduce them in size. If you are having difficulty 
wi.h a large window, remember a good small window is 
better than a mediocre large window. A framing installa- 
tion such as this is not an expensive job—inexpensive 
materials such as masonite or profile board can be used 
and covered in various types of material. 

2. Lighting. Good lighting is vital. Jewelry responds 
to light and inadequate lighting can ruin otherwise ex- 
eellent windows. In matters of this kind it is always wise 
to consult an expert. Westinghouse and Sylvania, for 
example, have many branch offices throughout the coun- 
try and [ am sure will be happy to offer expert advice for 
your problem. 

3. General Color Scheme. Your over-all color scheme 
is extremely important. Your choice of color for your 
background and window shelving should be considered in 
the light of your clientele, the price range of your mer- 
chandise and the general character of your store. 

In general, the small jeweler with restricted help should 
lean to the deeper colors such as the deep burgundy 
shades, and the deep blues. Should the majority of mer- 
chandise shown be of gold or gold color, the burgundy 
and maroon shades would be advisable. If the majority 
of merchandise shown is silver, then a deep blue is sug- 
gested. The deep colors are suggested for the smaller 
independen: jeweler becavse it will soil less easily and it 





will form a more neutral background for the varied 
products ‘he may carry. I would suggest that the back- 
ground color is carried through as a color scheme for 
small signs, price tickets and used in the interior of the 
store wherever possible. 

For the larger jeweler whose clientele runs from low 
to the average income group, | would suggest a more dis- 
tinctive color. Colors that run to the medium greys make 
excellent backgrounds. It should be borne in mind that 
if you display a large amount of boxed goods, your back- 
ground color should not be too dominant. Most jewelry 
box lines run to picardy rose, rich royal blues and egg- 
shell satins. It can be seen that a fairly light, neutral 
shade is needed to help towards a harmonious window. 
A color that has been greyed to some extent can still 
retain a great deal of character. Therefore, in this field 
I would suggest soft grey blues, soft moss greens or low 
tones of shell color. 


STRONG COLORS FOR CREDIT STORES 


For the credit jewelers—here the clientele is less varied. 
I would suggest stronger colors. Colors that reflect light 
and have a strong visual impact. Here is where | would 
use such colors as clear blue-greens, powder blues, egg- 
shells and such. These colors when flooded with light are 
traffic stoppers. They have a “jazzy” exciting look and 
will compete for the bystander’s attention in the congested 
traffic areas where the credit jeweler is usually situated. 

The prestige jeweler, whose price lines are high, has a 
different problem. The atmosphere he must create is what 
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Greetings 


We want to take this opportunity of extending 
our appreciation to our many patrons for the 
courtesies extended during the year 1948, and 


' with our best wishes for a Happy and Prosperous 


New Year together with continued good services. 
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we call the “King’s Ransom” atmosphere. He must use 
the finest velvets and he must remember that much of his 
merchandise is displayed unboxed. This means a deeper 
tone to offset the gold. It means a rich draping of the 
material used to cover background and shelves or window 
floor. It means less of an all-over lighting pattern in his 
window, but more focused lighting on less merchandise. 

4. Cleanliness and Neatness. It seems like gilding the 
lily to talk of cleanliness to a jeweler. The very nature 
of the product he sells demands that it be displayed in a 
manner that bespeaks quality. How many jewelry win- 
dows I have seen with dust easily visible on the back- 
grounds and shelves, with copy cards and price tags 
soiled and dogeared. In too many cases, many of the 
lights are burned out in the window and the velvet drapes 
are scuffed and threadbare. Good housekeeping is as 
much a must for jewelry people as it is for a food store. 


NEATNESS COUNTS 


A prospective customer will gauge the way you run your 
store on the way it looks. Make your windows look as 
though you were proud of them. If you have a display 
in the window that carries merchandse, keep it full. Noth- 
ing looks so pathetic as a half-filled display. And fill it 
with the merchandise that should be in it. It is never 
reassuring to a customer to see one product in another 
product’s box. When you trim your window, trim to a 
pattern. Keep your related products close to each other. 
Try to gain interest in your grouping. There is no law 


that makes it necessary to cover every square inch of 
display space. Allow a little space. It will enhance th, 
value of the product shown. 

5. Drama. A window that will stop traffic needs drama 
It needs excitement. It needs an idea. To a merchay 
with a limited budget this sounds like money he can’t 
afford to spend. To the contrary, an idea costs nothing 
and if the merchant thinks about it, he can get ideas tha 
can be executed for a very small sum. Let’s take the 
graduation period. In an average or less than average 
size city, a blow-up photograph of the graduating clas. 
should be easy to get and would be an attention gettey. 
In addition, sheets of paper could be rolled up, then tied 
with ribbon to simulate diplomas. These could be spotted 
in the window with appropriate copy and gift mer. 
chandise. 

For wedding promotions, a wedding cake could be 
borrowed from some local baker in return for mention jy 
your window, and an open wedding invitation, some 
orange blossoms and a bridal veil used as a center window 
piece. This could be surrounded with appropriate gift 
merchandise and with appropriate copy. 

For Father’s Day, you might try to borrow some of 
the old-fashioned shaving mugs, or old-fashioned watch 
fobs and play up the change in Father’s Day gifts over 
the years. Here, too, you might introduce old photo. 
graphs of the locality in which your store is located. For 
anniversaries you could devote your whole window to 
proper gifts for Golden, Silver, Diamond, etc., anni. 

















... to Our Many Friends in the 


a 








Jewelry Crade 


May 1949 Bring You the 


utmost in Health and Prosperity 


GOLD BROS.,_ Nc. 


7-11 West 45th Street, New York 19, N. Y. 





OS ee ee ee tee 





THE JEWELERS’ CIRCULAR-KEYSTONE# 


PEIN EMO LL LIL LS SELL AT FES REY 











a oe A 


bi a oF ie Acai 





Oe a my 2 o 








versaries With copy explaining the number of years for 


each. 


MANY OPPORTUNITIES 


There are many, many things that can be done if a 
little time and thought are devoted to it. When you stop 
to consider that the average jeweler does only 21.1 per 
cent of his business in December, you can see that it 
leaves almost 80 per cent of his sales in other promo- 
tions. None of these has been promoted to the full. It 
leaves a golden opportunity to the retailer who will do 
something about it. 

6. Change. Keep your windows active—change them 
often. When you do change, make it an obvious change 
—make it look as though something has happened. Don't 
let your windows die, keep them vital and alive. 

7. Signs. Keep your small copy cards uniform in size. 
type-face and treatment. They should be legible and teil 
a complete store. Carry through your color scheme in 
headings or type and have them easeled so that they stand 
in a uniform way. 

Analyze your store, your inventory, your location and 
your clientele and determine what type of store you are. 
then design your windows to tell this message. Carry this 
feeling through in the amount of merchandise you show 
and how you show it. Identify your store with nationally 
known lines. The customer is shopping for more and 
better values for her dollar and your branded names are 
symbolic of quality. They, too, have standards to hold to 


and they are as jealous of their reputation for dollar 
value as you are of your store’s name for fair dealing. 

Be aggressive in your windows. Merely because it has 
not been done before is no indication that it can’t be done. 
On the contrary, it offers larger opportunities to do the 
unusual. 

Display has become the keystone in promotional struc- 
ture. It is the final step in the follow-through from manu- 
facture of the product to presentation to the consumer. 
Without a properly planned display program you are not 
realizing the full potential of your advertising. Your 
point of sale program must not be an afterthought. It 
must be planned and worked together with all the rest 
of your promotional effort. Such planning will pay off to 
the manufacturer and to the retailer. 


DISPLAYS MUST BE FUNCTIONAL 


However, good display, like anything else that’s good. 
does not just grow. It must be thought out for the job 
it is to do; it must be functional and it must be dramatic. 

Our whole economy depends upon distribution and 
every possible aid must be used towards that end. Point 
of sale must be used, not only by the manufacturer but 
by the large and small retailer. Don’t wait till your com- 
petitor does it. Do it now! The competition is tough 
and it will get tougher—so grab hold of this thing called 
display—make it yours and let the competition worry 
about you! 
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WIRE YOUR LAST MINUTE 
MEMORANDUM CALLS NOW 
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One-of-a-kind “showpieces”’ 
in platinum and diamonds— 


Clips — Brooches - Bracelets — Rings 
Also Loose 


Diamonds 








+5186— 


Platinum and diamond 
circle pin— 





$1260 
— #3298— 
Platinum ill , 
pean” Platinum ruby and 
diamond ring— 
bracelet— 


$1500 


ALL PRICES KEYSTONE 
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Diamonds U.S.A. 


(From page 130) 





A unique plan for the show which was staged by 
Richard Rose, made it possible for the guests to get a 
close-range view of the jewelry. Dressed alike in Lucia 
Velvet by Martin Fabrics, each in a different color, the 
16 models, each representing one of the participating 
jewelers, after her grand entrance down the center of the 
room, circulated among the luncheon tables, sitting a fey 
minuces at each. Every girl carried a large fan bearing 
the name of the jeweler she represented. 

A large part of the $3,000,000 display of jewels was 
represented by diamond necklaces, shown by thirteen of 
the sixteen jewelers. Newest forms are semi-chokers, 
fringed collarettes and festoons with pendants. No dog 
collars were shown and only one necklace divided jinty 
two bracelets. Large brooches that divide into several 
smaller pieces for day wear are still in demand, however, 

Most astonishing necklaces in the show were modern 
remountings of gems from royal collections, some of the 
stones centuries old. 

Van Cleef & Arpels, of New York and Paris, exhibited 
the noted “United Nations” necklace with a fabulous 
fringe of 21 matched and graduated marquise diamonds 
collected from seven countries, all members of the UN. 
Although a museum piece in value, the necklace has 
modern feeling and looks well with any formal evening 
sown. 
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Shreve, Crump and Low of Boston showed an entire jewel 
ensemble in marquise diamonds used as flower petals or 
mounted end-to-end like seeds. Coleman E. Adler & Sons, 
New Orleans, showed "Links With the Future", a collection of 
diamond link jewelry for the coming Mardi-Gras season. 


Harry Winston introduced 15 rare, barrel-shaped emer- 
alds into the diamond show and proved that these two 
gems are fashion affinities. The emeralds date from the 
16th century and, together with 366 Indian-cut diamonds, 
brilliants and briolettes (bead cut). they constituted the 
gem collection of a minor royal family in Europe. The 
gems were once set in silver gilt, and now in platinum, 
with scores of sparkling new baguettes and small bril- 
liants. 

Arthur A. Everts Co., of Dallas, showed the “Crown 


Necklace” with one pendant diamond of 50 carats and 
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another of 19 carats on a chain of 87 round and baguette 
diamonds weighing another 100 carats. | 

Shreve & Co., of San Francisco, showed an amazing 
pendant necklace of 41 huge fancy-cut gems centered by 
a rare kite-shaped drop-diamond cut in India. 


"SOFT EDGES" LATEST TREND 


A new decorative trend is toward diamond jewelry 
with “soft edges” or lace-paper frills. C. D. Peacock of 
Chicago showed a rhythm type (flowing line) collarette 
and charming lace-patterned brooch and bracelets. Also 
adding lace-like lightness to gems were the prong settings 
in new jewelry by Linz Brothers of Dallas. The gold 
prongs of Edwardian jewelry, now revived in highly bur- 
nished platinum with white diamonds, make bowknots 
and bracelets and ear-clips as sparkling as fountains in 
moonlight. 

Regency jewelry, as shown by Black, Starr & Gorham 
of New York, looked particularly well with the slim, 
high-waisted and square-necked Lucia velvet dresses 
worn by all the models. Beau Brummel rosettes of dia- 
monds in delicate “honeycomb” mountings had little 
bouquet-clusters of stones in the center. 

Coleman E. Adler & Sons, of New Orleans, showed 
“Links with the Future,” a collection of diamond link 
jewelry for the coming 1949 Mardi Gras season. 

Bracelets were mechanical marvels even in an age of 
precision manufacture. Mermod-Jaccard-King, of St. 
Louis, showed a pair of these, the sections resembling 
little snails with diamonds on their backs, all invisibly 





hinged together in parade. Donavan & Seamans, of Los 
Angeles, included a diamond watch bracelet based on 
dozens of tiny diamond-tipped wishbones. 


NEW BROOCH FOR BANGS 


Girls with bangs and new short haircuts are through 
with barettes and ready for hair-clips, according to Bert- 
hold of New York, who created the coiffures for the show. 
With great imagination, he placed a tiny wreath of 
diamond mignonette from Wright, Kay & Co., of Detroit, 
on the very crown of the head at the top of straight, full 
bangs on a lovely copper-haired model. Berthold, a 
specialist in shaping with comb and scissors, is now cover- 
ing the tops of the ears; and since long pendant earrings 
are omnipresent, hair may go even lower. 

The Cartier earrings were large Oriental pearl tassels, 
two inches long, falling from rayed ornaments of bagu- 
ette diamonds. (The pearls are uniform in size, not gradu- 
ated.) Earrings, however, are in transition from the 
large-button to the pendant stage, and present styles, 
called “harmonie” clips, are a blending of the two. 


RARE CUTS FOR NOVEL PATTERNS 


Seldom-seen kite, keystame and triangle cuts were 
shown. “Raindrop” is the descriptive new name given to 
the briolette or bead-cut diamond, faceted all around, and 
used for drop-fringe or pendants. Shreve, Crump & Low 
of Boston, showed an entire jewel ensemble in marquise 
diamonds. Used as flower petals or mounted end-to-end 
like seeds, the marquise composes exquisite patterns. 











Selling opportunity with Keepsake 
Diamond Rings in 1949 for men 
with proven sales ability. 


Write, giving full details to: 


A. H. POND CO., INC. 
120 East Washington Street 
Syracuse 2, New York 
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Everything Under One Roof 
Meant Beller Seruice for You 











fname 
S. NATHAN & CO., INC. 


Stone Headquarters since 1901 
Precious, semi-precious, synthetic 


VICTORIA PEARL CO., LTD. 


The finest name in Pearls | 
Simulated, Cultured and START-O-PEARL! Orientals 


NATHAN LAPIDARIES, INC. 


AComplete and Experienced 
Lapidary Service 


550 FIFTH AVENUE 
NEW YORK 19, N. Y. 
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In Pocket Size 
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containing reproductions of actual pages, 
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Most curious of all was a magnificent two-tier necklace of 
diamonds in arrowhead motifs exhibited by J. E. Calg. 
well & Co. of Philadelphia. 

Rings with a large solitaire and numerous “family” 
of little gems were displayed. A lovely brooch for the 
June bride of yesterday and tomorrow, featuring a dainty 
rose in “ruffles” of diamonds, was shown by B. D. Howes 
& Son, of Los Angeles. 

One exhibitor sent a “home state” trophy. Arthur 4 
Everts Co. of Dallas designed an oil-derrick clip. It jp. 
corporates a map of Texas, a diamond for each county 
and a “gusher” shooting out barrels of crude oil * 
colored diamonds. 


‘Single Appeal” Sells Costume Jewelry 


Many jewelers make a mistake through following the 
“mass display” theory in presenting and selling costume 
jewelry, according to Jack Allen, of R. Herz & Brother, 
jewelers of Reno, Nev. 

The Herz store, like many other long-established westery 
jewelry stores, carries a large line of fine costume jewelry, 
but unlike other stores, does not display a large selection 
in a single case. In fact, there is no centralized point for 
costume jewelry throughout the entire store. The reason 
for this is simple, according to Mr. Allen—costume 
jewelry pieces are displayed at every case, and at various 
points around the store wherever each piece may be 
given a “single appeal.” 

Thus, instead of a mass display inside of a counter. 
case, there are small circular, black-velvet pads appearing 
on the cases, on table displays, etc., each of which shows 
one fine piece of costume jewelry “out in the open” 
where the prospective customer may handle it. A small 
white card accompanies each earring, brooch, bracelet, 





Large Sign Draws Customer Attention 








Located on a stretch of road with few other stores to form a shop- 
ping center and make its own attraction for customers, De Gruy'’s, 
a jewelry store in the Metairie suburb of New Orleans, put out a 
large "angled" sign that's easily legible to cars approaching from 
either direction. Such an extruding sign would not be allowable 
in a more congested area because of zoning restrictions but here 
‘+t has been instrumental in building a regular customer following 
for this newly opened store. 
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necklace, clip, etc., which is thus displayed, stating 
simply, “Jewelry 1s always in good taste.” 

The store carries no borax or low-priced lines of cos- 
tume jewelry, but concentrates instead on better types 
ranging from $5 to $75 in price. A single rhinestone 
clip, for example, displayed on a circular velvet pad at 
the watchcase, will sell far more rapidly than if it were 
shown with like neighbors in a glass case. 

“People like to pick up costume jewelry, and look it 
over, one piece at a time,” Mr. Allen said, “and if there 
‘s nothing in the immediate vicinity to compare it with, 
we have found that the intrinsic appeal of the costume 
‘ewelry is considered heightened. Quite frequently, a 
iaaaalh or pendant which got little or no attention when 
displayed among its fellows in the window, will receive 
microscopic attention when shown singly atop the flat- 
ware case or over the men’s jewelry case, inside the 
store.” 

The Herz store has kept a careful check of turnover 
records on costume jewelry since this policy began, and 
has found that it accelerated sharply at a time when 
most stores were experiencing a considerable drop in 
costume jewelry demand. 

Costume jewelry pieces, like almost any other item, 
require intelligent suggestion and promotion, the Herz 
store has found. Therefore, when making up the “spot 
displays” described above, the attention of sales per- 
sonnel is called to each piece, its particular selling points, 
etc., so that salespeople assigned to the immediate area 
in which any piece of costume jewelry is shown will 
have something more to offer the customer than merely 
the price. 


Court Decisions 


(From page 166) 


outside the field of his own exploitation to justify inter- 
position by a court. 

In a recent case, a jewelry company sued a clothing 
firm of the same name for infringement of the former’s 
tradename and unfair trade competition. 

The testimony showed that the jewelry company has 
been engaged in the retail credit jewelry business since 
1936. While its principal business is the retail sale of 
jewelry, it also sells other items not ordinarily sold in 
jewelry stores, such as radios, china, kitchen utensils, 
luggage, etc. 

The jewelry company filed suit and asked the court 
to stop use of the same name by the clothing company. 
This court held that the jewelry company, operating re- 
tail jewelry business, would be entitled to injunctive relief 
from alleged infringement of its tradename and unfair 
competition by the clothier, although the companies do 
not deal in competitive goods, upon proof of the new 
companys purpose to capitalize on the advertising. repu- 
tation, good will, and name of the jewelry company. 

The court said: 

“If the defendant’s conduct is likely to cause confu- 
sion of the traders, so that the public believes or is likely 
to believe that the goods of the defendant are the goods 
of the plaintiff, or that the plaintiff is some way con- 
nected with or is a sponsor for the defendant, then a 
sufficient case is made out for injunctive relief.” 
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and must have the means to acquire it. That also describes 
the customer who is the first choice of merchandisers who 
aim to achieve and maintain leadership. You can make 
an impressive appeal for this most important patronage 
by displaying Herschede Chiming Floor Clocks. Dis- 
tinguished design, authentic chimes, superb craftsmanship 


make telling points in quality selling. 
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Admittedly, the person who buys a Herschede Clock must 
have good taste; must want a beautiful, distinctive home 


Both cases and movements are made completely by Herschede 
—creators of fine chime clocks for over three generations. 


THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 
NEW YORK OFFICE: 37 West 47th Street © CHICAGO SHOWROOM: 1422 Merchandise Mart 














Illustration is Model 
No. 276. Stands 76” 
high. Either West- 
minster or Westmin- 
ster Canterbury and 
Whittington Chimes. 


Send for catalog 
showing the full 
range of models. 
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Cathedral Chimes 
on Tubular Bells. 
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CRAWFORD 
WATCHES 





Beauty and Accuracy 


CRAWFORD WATCH CORP. 
550 Fifth Avenue 
New York 19, N. Y. 





























KASSOY MASTERKRAFT KASES 


SHOW CASES 


WALL CASES, STORE FIXTURES 
LOWEST PRICES IN THE U. S. A. 
FINEST WORKMANSHIP 





LOT NO. 911-6 





WRITE FOR LATEST CATALOG - DEPT. K 


I. KASSOY, INC. 


7W.45thSt.,N.Y.19, N.Y.U.S.A. ¢ LU 2-3260 


KASSOY Make No Compromise uutht Lucalily *. 








Knew What They Wanted 


(From page 144) 


chandise in line with the firm’s policy of devoting the 
right side of the store to the sale of diamond goods, 

Wall cases on the right of the store are devoted to the 
display of hollowware and clocks. On the left side, wal] 
cases are given over to watches and other jewelry mer. 
chandise. Wall cases on both sides are finished, like floo; 
displays in white oak. Adequate space for additiona] 
merchandise is provided beneath these cases. 

Two types of wall cases are used in the store. Those 
on the right have mirrored backgrounds, glass shelves 
and fluorescent lighting. On the left side they diffe; 
slightly inasmuch as the background is finished in 
burgundy tone to match the store’s color scheme. 

The interior of the store is equipped with indirect 
lighting heightened by a cove ceiling which provides an 
even amount of illumination throughout the whole store. 
“High hat” spots are used over counters to highlight the 
merchandise being sold. The floor is covered with a grey 
mixture rubber tile with maroon diagonal stripes. 

The store front itself, as can be seen from the accom- 
panying photograph, provides a combination of adequate 
window display area and distinctive firm identification. 
The name “Katzman Jewelers” appears above the entrance 
on a rose colored sign which features indirect lighting in 
the background. The sign was specially designed for the 
firm by William Ellis of the Universal Sign Co., Brooklyn, 
who also assisted the brothers in choosing the lighting 
system. The firm has received numerous compliments and 
inquiries on the unique sign which dominates the vicinity 
when lighted at night. 

The display windows are on either side of the recessed 
entrance, thus permitting browsers to examine merchan- 
dise while sheltered from street traffic and inclement 
weather. The attractive store front, with the interior 
clearly visible from the sidewalk, attracts and holds the 
attention of casual passersby. 

The rear of the store is given over to a small office with 
space provided for a special department for watch re- 
pairing and diamond setting. Workmen and the interior 
of the department are exposed to full view. The store is 
air conditioned throughout. 





Key to Merchandising 


(From page 158) 


beneath each shadow box area, where merchandise being 
displayed in individual boxes can be stored for ready 
handling by salesman and customer. On the right, as the 
store is entered, a radiator was built over, and another 
mirrored enclosure effected over the radiator. Displays 
are changed frequently, in line with seasonal selling. 
Lastly, the store is air-conditioned. The management 
believes there is nothing so pleasing to a hurrying (or 
leisurely, for that matter), customer as to feel coolness 
during hot weather, for instance, upon entering a store. 
The impression is likely to remain with the customer the 
remainder of the day and longer, and be filed for’ future 
reference. 
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Co-op Radio Program 


(From page 133) 


as most of them were contributed gratis by his suppliers 
since the name of their products were mentioned during 
the presentation. 

In evaluating the results, Harvey’s cannot ascertain 
precisely the amount of volume attributed to this promo- 
tion outside of the certainty that the increased business 
more than justified the expenditure. Store traflic was 
stimulated since friends of the couple appeared to express 
their gratification over the affair and many of them made 
purchases. Other persons who came in said they did so 
because they heard of the store through the broadcast. 

Another source of business stimulation was through 
the letters of applying couples, many of whom followed 
up their writing by coming to the store even though they 
were not chosen. A typical letter received from one 
young woman read as follows: 

“I hope our story is not put on the air, even though 
it might be different, because it contains things that be- 
long to us alone. Nevertheless all of our friends who 
know the story of how we met and how we had to wait 
think the whole thing romantic. | have typed the entire 
story out,” and she enclosed a script of several hundred 
words giving an account of their romance. 

Mr. Franks expressed his satisfaction with this venture 
by declaring, “The program was better than the average 
radio commercial since it had a great deal of human 
interest and drama. Furthermore, it’s a natural for a 
jeweler who wishes to push the sale of wedding rings as 
has been our experience. The cost is small and the re- 
turns large.” 

Harvey’s, however, although it allocates about 8 per 
cent of its budget for advertising does not depend on 
radio alone, but also uses newspapers heavily. 





Jewelers Unite Against Auctions 


Jewelers of San Angelo, Texas, don’t believe in taking 
things lying down. Competitors in business, they are 
quick to unite for a common cause, and for the cause of 
the community. This was illustrated in a recent appeal 
to the San Angelo City commission concerning cheap 
auctions, and asking that the strengthening of an ordi- 
nance regulating auctions to provide more protection to 
both themselves and the public be attended to at once. 
They did not give up until they received a promise of 
cooperation and permission to confer and embody their 
views in an ordinance to be drawn up by an attorney and 
submitted to the commission. 

Nathan Donsky, one of the spokesmen for the jewelers, 
declared that jewelers and the community had _ been 
damaged by a previous auction and that it was reported 
that another auctioneer, not a legitimate jeweler, was 
planning to move into San Angelo. “We don’t want to 
curtail any legitimate business,’ Mr. Donsky told the 
mayor of San Angelo, “but when business begins to 
slacken is when the auctioneers come in. Some will offer 
an article and when they get only one or two bids, they 
withdraw it.” L, P. Ray stated that he had personally 


sold watches for $3.00, only to see them worked over and. 


re-sold for $25 by such operators. 
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«a SHOWPIECES ARE CONVERSATION PIECES 
“The Talk of the Trade” 
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Ingeniously designed to accommodate as many 
pages as desired for Metallurgic Photography. 


COCKTAIL BRACELET 
(half actual size) 
One of many beauti- 
fully designed bangle 
bracelets in various 
finishes, sizes and 

colors. 


CUFF-LINKS (actual size) 
Smartly masculine, superbly 
executed in the Kalman 
tradition. 





... A wide selection of Barrettes, 
Bobby Pins, Book Lockets, Bracelets, 
Cuff-links, Chain Bracelets, Chokers, 
Earrings, Money Clips, Tie Clips and 
4 Wedding Bands. 


MATUEACTOURING 
JEWELERS 


125 Canal St., N. Y. 2 * WaAlker 5-8916 



















ANOTHER BEAUTIFUL 


OM worth 


POWDER CASE 


(Cyoren by leading fashion and beauty editors 


from the new powder case collection. 


WADSWORTH WATCH CASE CO., DAYTON, KY. 














= SYNTHETIC STONES 


CUT WITH PRECISION & CRAFTSMANSHI 


PROMPT AND EFFICIENT SERVICE 
IS THE METROPOLITAN GEM POLICY 


ALL SIZES . FACETS - BUFF TOPS - CABOCHONS 
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Ruby Cushions 
Garnet Octagons 
Kunzite Ovals 
Alexandrite Antiques 
Blue Sapphire Rounds 
Rose Zircon Pear shapes 
Golden Sapphire Navettes 

W hite Sapphire Barrels 
Blue Spinel Shields 
Peridot Hexagons 
Aquamarine Triangles 
Zircon Fan shapes 
Erinite Ruby Rods 
Tourmaline 







GEM STONE DRILLING-—————— 
Stones cut by Metropolitan reflect 
modern manufacturing methods 
that mean more profits for you. 











ETROPOLITAN 
GEM CORPORATION 


12 JOHN STREET * NEW YORK 7. NLY. 
Digby 9-1523 
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Traditional Trilsch ee 
craftsmanship consistently Tatas 

promotes the sale of fine Es 

jewelry. Creators of boxes ee 

for manufacturers, betes 

wholesalers and retailers ue 

since 1888. PROMPT e %S 
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SEND FOR ae 
COMPLETE CATALOG 


OSCAR TRILSCH COMPANY 


150-25 18th AVENUE, WHITESTONE, N. Y., TELEPHONE FL 9-236s 
SALES OFFICE: 366 FIFTH AVENUE, N. Y. 1, N. Y., TEL. LO 4-332 
REPRESENTATIVES: Los Angeles, Cal.: A. J. Luckman, 


$48 S. Hill Se. 
Vandike 4200 ¢ Denver, Colo.: Mullen & Johnson, 407 Mercantile Bldg 
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CUTTING DRILLING 
ENCRUSTING SETTING 


To Serve You Better 
In the Pacific Northwest 
With Precious, Semi-Precious 
and Imitation Stones 


GRANDT STONE HOUSE & LAPIDARY 


SEATTLE 1, WASH. 
PHONE: SENECA 7110 


EITEL BLDG. 
1507 - 2nd AVE. 











EXCEL THE COLORS OF THE RAINBOW 


MANNING OPAL CORPORATION 


22 West 48th Street, New York 





Plaza 7-0622 





| Phone: 
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Remodeled With Illumination 


(From page 146) 


face in terms of foot candles,“ Mr. Carr discovered that 
an average of only 15 foot candles of light were being 
thrown upon merchandise in the Keller & George store. 
His problem, then, would be to increase this amount. 
without resorting to glaring lights or obviously brilliant 
and distracting sources. 

This was accomplished in several ways: 

Part of the solution lay in using a newly-developed ty pe 
of fluorescent light known as the “Wiley Niagara Beam. 
This consists ol a fixture containing four 40-watt tubes 
which throw a light having a light color value midway 
between the regular white and daylight tubes. 

Alternated with these banks of fluorescent tubes, which 
were to range down either side of the aisle in the Keller 
& George store, Mr. Carr placed what are termed “CS-90” 
spotlights, aimed specifically at the wall display cabinets. 
These spots contained 150-watt reflector floodlights and, 
being located between the fluorescent units, tended to 
relieve any monotony which might be caused by exclusive 
use of fluorescent light. 

As can be seen from the accompanying photograph. 
the interiors of the wall cases are excellently lighted. This 


*A foot candle is the amount of light given off by a standard 
tallow candle one foot from the meter or article intercepting the 
light. 


was accomplished in two ways: the inside of the wall 
cases was lined with black velvet (to absorb light and 
show silverware to the greatest advantage), and the 
“CS-90” spotlights, as mentioned above, were tilted and 
focussed directly upon the cases. 

Some light from the spotlights plays upon the floor 
cases, also, but this is not entirely necessary—light from 
the fluorescent fixtures provides sufficient illumination. 

Checking the wall cases at the Keller & George store 
with his light meter after the installation of this improved 
lighting system, Mr. Carr found that there were 30 foot 
candles present at the bottom shelf, 55 at the second 
shelf, 35 at the third shelf and 10 at the top. Realizing 
that it would be desirable to increase the intensity at 
the upper levels Mr. Carr set about providing for addi- 
tional equipment. This has now been installed but is not 
shown in the accompanying photograph. 

According to Mr. Carr, full credit for the installation 
of the new lighting system should go to Mr. Harry A. 
George, Jr. He says: “Without his insistence on having 
the best possible lighting system without having his store 
wrecked to get it, and his sense of the value of good 
lighting in relation to sales, the job probably would neve 


have gone in.” 


Actually, installation of the new lighting took a very 
short time—one full day’s work. And this did not neces- 
sitate a full day’s closing and loss of possible sales, since 
the work was done on a Wednesday, a day when all 
stores in the area are normally closed for half a day. 





CHECK THESE QUALITY 


Exclusive § Poiuts 


OF THE ONLY NEW 1949 CALENDAR WATCH BY {7 


SAT Nk — Calendar pre 
} Read it at one glance 
oe - , Date, Day on One Line 









@ THINNER 





@ SMALLER 
@ MORE ACCURATE 


with Advance New Incastar reg- 
ulator assuring highest accuracy. 
Incabloc Shock protected. 


@ NOW, ANY WATCHMAKER 


with an Incastar regulator 
(featured in all Angelus new 
watches), and a timing machine 
(owned by any jeweler), can 
adjust this Angelus watch for all 
5 positions, in a few minutes. 


Exclusive American Distributor: 


MERCURY CLOCKS, Inc. 
37 W. 57 St., New York 19,N. Y. 


CANADA: PAUL HOFER, Ltd., 
Mentreal, 132 St. James St., West 
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téction against shock, dust, or water. 
fand-crafted, the supply is Naturally hand-counted. 


STAINLESS STEEL—$ 71.50 tax incl. 
14K GOLD—$198.00 tax incl. * Pat 
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SPECIALS 
3 Days Only 


us, you can be sure you'll 
get it. ’ 


LAPIDARY, INC. 


1OOWEST 438° ST eae. 
NEW YORK 16,N-Y. PHONE _CHELSEA 3°-O250 
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j) OU wish for you... 
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MAY THE SPIRIT OF CHRISTMAS — 
; ITS JOYS AND GOOD CHEER 

G 

BE YOUR CONSTANT COMPANIONS 
4 

THROUGHOUT THE NEW YEAR 

G 

| Werrerung Berry & Go 
4) 8B ROSE ST. NEWARK 8, N. J 
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PEARL NECKLACES IN ALL SIZES 
UNDRILLED ASSORTMENTS 


PEARL EARRINGS IN VARIOUS PRICE RANGES | 


CRDERS ACCEPTED, IMMEDIATE DELIVERY 


LEONARD ROSENTHAL, INC. 


Formerly of Paris 














OPPORTUNITY 


Well-known, experienced 


JEWELRY SALESMEN 


To represent outstanding, nationally known and 
advertised line of merchandise. Important terri- 
tories in Middle West — South — Southwest — 
Northeast — West Coast. 


Give full particulars in first letter. All com- 
munications held confidential. 


Box "E., 1983" 
c/o Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17, N. Y. 
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Luggage a Good Suggestion Item 


Selling luggage successfully in the jewelry store is 


ly a matter of capitalizing on “the modern travel 
Se seeeal : |, head of Peel’s, jewelry 
age, according to C. W. Peel, head of Peel's, jewelry 


store in Paducah, Kentucky. 

The Peel siore has rung up an excellent volume of 
luggage sales for the past two years, since a pyramid dis- 
play fxture behind the main jewelry counter was built 
for the purpose, displaying popular ensembles of fort- 
nighters, two-suiters, wardrobe trunks, pullman cases, 

. i 
Gladstones. and popular business leather goods, well 
above the customer's eye-level. 





Pyramid display of luggage, well above eye level in Peel 
store is easily discernible from any part of store. Coupled 
with window promotion it is readily sold on suggestion basis. 


“Ninety per cent of our luggage is sold on a suggestion 
basis,” it was pointed out, “as gifts, or as a result of 
conversations over the counter which reveal that the 
jewelry customer is planning to take a trip somewhere. 
Often the customer who gives no appearance of being 
interested in taking a trip, or in smart new luggage, turns 
out to be the best buyer. For example, now that farm 
incomes are at an all-time high, we make it a standard 
policy to suggest bright new luggage to most of our farm 
customers—who are capitalizing on their excellent in- 
comes to take after season trips to New York City, the 
Gulf Coast, etc.” 

The luggage department was added to Peel’s when the 
first regularly-scheduled airline service was added _ to 
Paducah shortly following the end of the war. This 
created a demand for smart, lightweight luggage which 
the store acknowledged by putting in a single line of 
nationally-advertised airplane luggage, and advertising it 
aggressively. D splays were also set up in each window 
of the store and are repeated from t'me to time. A little 
later on, to compete with airplane traffic, two railroads 
serving Paducah routed fast streamliners throush, con- 
necting with St. Louis 175 miles away, Louisville, Ken- 
tucky, etc. This ultra-modern train service likewise 
stimulated customers to ask for equally modern luggage 
for railroad travel and the luggage department was ex- 
panded again. Now, two nationally-advertised lines, cov- 
ering all price brackets are sold by the store. 

One of the most potent markets for luggage, Mr. Peel 
has found, is the “lay away plan” whereby customers pay 
$1 down, and $1 per week over as long a period as the 
price rules, to have ihe luggage ready for an annual vaca- 
tion trip, for a Christmas holiday gift, ete. 
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HE THOUGHT IT 
WOULD NEVER 


A confirmed bachelor, imagine the 
surprise of this jeweler who had sold 
so many wedding sets, to find him- 
self presenting a ring. 


THIS FELLOW M 
THE SAME 
MISTAKE? 





He thought it would never happen — his safe 


couldn’t be blasted open. And theré’he was with- 
out adequate insurance. 


ADVICE: 


Take out a Saint Paul Jeweler’s Block Policy. 
One premium, one payment date, one policy gives 
protection against safe-burglary and all these 
hazards: 


Holdup, inside or out; safe-burglary; shoplifting; fire, 
water, or oil burner damage; merchandise carried 
by salesmen, registered mail or sealed Railway 


Express Shipments. 


Call your agent or broker today! 


ST. PAUL FIRE AND MARINE 
INSURANCE COMPANY 
SAINT PAUL 2, MINNESOTA 





EASTERN DEPT. HOME OFFICE PACIFIC DEPT. 

75 Maiden Lane 111 W. Fifth St. Mills Building 

New York 7,N. Y. St. Paul 2, Minn. San Francisco 4 
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Interior of the Williams Jewelry Store in Bloomington, Ind. The influence of Mrs. 


Williams’ direction is apparent in the giftware and china department in the rear. 





MRS. JANE W. WILLIAMS 


HERE are countless retail jeweler’s wives who have 

made important contributions to the success of their 
husband’s businesses. Comparatively few, however, re- 
main as heads of their businesses after the deaths of 
their husbands, usually passing the management over to 
their children or an old employee. Those few who do 
carry on, however, usually distinguish themselves as 
merchants. 

A case in point is that of Mrs. Jane Williams and the 
solid job she has done with The Williams Jewelry Store. 
of 114 N. Walnut St., Bloomington, Ind. 

In 1944, due to the death of her husband, Mrs. Wil- 
liams was left with the entire responsibilities of owner- 
ship and management of the store which Ed Williams 
had operated for the last 35 years of his life. Although 
Mrs. Williams had but a few years’ experience in the 
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Adding Lustre 
To A Tradition 


jewelry field (her first husband, a steel executive, had 
died only 10 years before), she attacked the problems 
which fate had dealt her, with courage, faith and intelli: 
gence. 

The result was that although The Williams Jewelry 
Store had been a successful operation, Mrs. Williams set 
plans in motion which resulted in a three-fold expansion 
of the business. 

The store had long been recognized as a house ol 


quality and great care had always been exercised 0 § 


honestly pricing the merchandise. On the basis of that 


solid foundation, Mrs. Williams increased the size of her | 


stock and added to the attractiveness of its presentation 
by making important and radical changes in the physica 
appearance of the store. 


This she rightly concluded was a good business invest © 
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Fifteen designs in one, with each piece showing 
different fruit groupings, all in harmony with the 
pattern outline . . . fifteen distinctive reasons for 
the extra selling power of Francis First, one of 
Reed & Barton's outstanding sterling patterns. 


You — and millions of consumers — will see 
Francis First featured in our current advertising 
campaign — the most powerful in our history — 
including such leading magazines as Ladies’ Home 
Journal, Good Housekeeping, Mademoiselle, Charm, 
Glamour, Bride’s Magazine, Bride’s Reference Book, 
Vogue, Harper’s Bazaar, House Beautiful, House & 
Garden and Town & Country. 


is 
einer __—sihheed A Darton 


REED & BARTON, SILVERSMITHS, TAUNTON, MASS., SINCE 1824 
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ment because she believed that much local business was 
being lost to stores in bigger cities because those larger 
stores had a more varied selection. She also realized 
that a too limited choice of jewelry store goods often 
drove gift-seeking customers to merchants in other lines. 

Therefore, in addition to her stock of diamonds, 
watches and silverware, she also added fine china, crystal, 
glassware and extensive lines of brasses, copperware, 
lamps, perfumes, some electrical appliances and a varied 
assortment of giftwares. 

The people of Bloomington, a town of 20,000, re- 
sponded to Mrs. Williams’ efforts and supported her ex- 
panded line with increased patronage, in direct ratio to 
the degree of her constant expansion. 

Although successful with the newly added items, Mrs. 
Williams never relaxed on the merchandising of her 
jewelry store lines. 

Constant newspaper advertising in three local news- 
papers and the college daily, booklet enclosures in out- 
going mail and active participation in local social affairs. 
provided opportunities for the featuring of rings, dia- 
monds, watches and silverware. It is in the latter depart- 
ment that one would naturally expect a woman with five 
children and five grandchildren to be at her best. So 
we find an important part of Mrs. Williams’ advertising 
and floor space given to silver flat and hollowware. 

The Williams Jewelry Store maintains a silverware 
preference service designed for prospective brides. It 
has become a generally accepted custom for the young 


ladies of Bloomington who are about to be married, to 
(Please turn-to page 230) 


At top—The giftwares angle is heavily 
stressed in Mrs. Williams’ ads. Center— 
A typical Williams window is devoted 
to silverware. Above—View of the sil- 
ver and giftwares section in Williams 
store. Note unusual display case for 
china (rear) and figurines (center). 
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Plag Up Those Profit Leaks! 





Those small loopholes through whieh profit dollars seem to drain 


might seem insignificant when considered separately but in the 


aggregate they are a serious factor in maintaining profit margins. 


HE net profit we obtain from the operation of our 

business today is of a great deal more importance 
than it was two years ago; so very much more important 
because it is narrower than for many years in the past 
and every conceivable point where we may suffer a 
profit loss assumes greater magnitude. 

“It’s time to scrape the barnacles off the ship of busi- 
ness,” declared G. R. Herberger, President of Butler 
Brothers, large dry goods chain, at a conference of the 
general managers and sales managers of the six Butler 
wholesale houses. “During the past eight years, all 
business has. accumulated barnacles. Now we must put 
up at dry dock.” 

Only a year ago the average jeweler could afford to 
be a little careless in the operation of his business be- 
cause things were very good and no one cared much 
about prices. Today our customers are beginning to 
demand lower and lower prices. Initial cost on almost 
all merchandise is still climbing and overhead shows 
no sign of diminishing for some time to come. 

This means, as we are finding, that profit margins are 
narrower, and in turn it becomes more important for 
us to stop every profit leak in the operation of our 
business. 

We have asked several score jewelers about the coun- 
try what they are doing today to plug these profit leaks. 
in the operation of their jewelry stores. The answers 
given to our question are compiled in the following 
suggestions, all adaptable to small and large store opera- 
tion alike. 

1. Check every invoice closely. Not only for errors of 
omission but in calculations as well. Check manufactur- 
ers, jobbers and even freight invoices and statements 
very closely for they are having just as much difficulty 
securing competent employes as we are and honest errors 
can very easily occur—errors that can seriously hurt 
any firm’s profit for the day. 

2. Scrutinize donations very carefully. When times 
are good we are always inclined to be generous in do- 
nating to worthy causes and as a result many not-too- 
worthy solicitors arise to cash in on the goodwill of good 
times. They are the last to depart as good times vanish. 
Donations should be watched very closely from now on. 
3. Take every possible discount. The discounts we fail 
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by ERNEST W. FAIR 


to take are the profits we could easily have had, and one 
or two per cent items can amount to a sizable figure 
over a year’s period, a figure that in reality is ALL profit! 

4. Set up new safeguards against thievery. Reports 
from all over the country indicate that petty thievery and 
pilferage is on the increase today. This requires greater 
vigilance on the part of salespeople everywhere. 

5. Watch bad check losses. This is something else that 
has been on the increase lately. Firms are suffering not 
so much from fraudulent checks as from “insufficient 
funds” and other types of worthless checks from marginal 
customers. Some skips will always result in such in- 
stances. More exacting check-cashing requirements are 
the best safeguard to profit loss at this point. 

6. Guard against over inventory on today’s market. 
Every business man with whom we have talked sets up 
this as one of the most important points of all to watch. 
They predict uncertain market conditions for the imme- 
diate future and some probable drastic changes in 
people’s buying habits. A more diversified inventory 
and less concentration in yesterday’s “scarce item” 
groups is advised. 

7. Get rid of out-moded and worn-out business ma- 
chines. Aged cash registers, adding machines, etc., are 
all subject to costly error at the time when we will least 
notice mistakes thereon. A faulty cash register is today 
a worse liability than in many years past simply be- 
cause we can no longer afford to overlook its mistakes. 
Today those mistakes are important to our over-all profit 
picture. 

8. Figuring mark-up. This has long been the source 
of profit leaks in many a business. Today a complete 
knowledge of mark-up is absolutely essential. Knowing 
the actual costs and selling at profitable margins based 
on over-all cost of setting the merchandise on display 
is the surest way to prevent this leak. 

9. Use price-cuts as last resorts. When business condi- 
tions slow-up many of us have a tendency to attempt to 
revive interest by price-cutting sales. There is no need 
today to apply price-cuts to anything but distress mer- 

(Please turn to page 217) 
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21 West 46th Street Tel. BRyant 9-1060 New York 


We solicit your Sweeps—Filings—-Scrap Gold and Platinum, Metals 


Your Old Gold shipments will receive special attention 
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There are 146 million people in the United States. One in 
ten, or in ten thousand perhaps, are logical customers for 
what you have to sell—ready, willing and able-to-buy. To 
these, your advertising can supply a MOTIVE for BUYING 
YOUR PRODUCTS. But the degree of action it creates at retail 
sales counters is to a large extent MOTIVATED by the media 
in which it appears. 

That’s why eenie, meenie, hit or miss methods of media 
selection (buying circulation by millions in hopes of a 
law-of-average return; or buying editorially screened cir- 
culations which indicate reader interest but are no guaran- 
tee of willing or financially able-to-buy readers) —is 
wasteful and extravagant. 


The Pay-Off’s at the Point of Sale 


The place to measure a magazine’s advertising effectiveness 
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is the place where advertising pays off. Which is precisely 
what Fact Finders, Inc. did recently, when they sent investi- 
gators into home furnishings departments of representative 
department stores to interview shoppers. (Incidentally, 
these investigators were not told for which magazine they 
were interviewing. ) 


One of the questions asked was: 

“What Magazines featuring Home Furnishings have 
you read in the past month?” 

And the response per 100,000 circulation for the 10 most 
mentioned magazines, were: 


PROUGE BEAUTIFUL... . . 1 s+ + © © © © © + 2 
Home Service Magazine “B” . . . ... . . (127 
Home Service Magazine “C” . ....... «248 


Home Service Magazine ““D” ....... . 2389 
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Women’s Service Magazine “A” . . . . . . +. + 35 active buyers at the point of sale in a ratio of almost two 
Women’s Service Magazine ““B” . . . . . . . + 20 for one over any other magazine. 

Women’s Service Magazine “C” . . . . . . . O17 
Women’s Service Magazine “D” . . .... . 12 


WP" fo tlk eh Kee ee Ye Ow Oe ) nial , 
Weekly“B? 1. we ee 4 Do the Advertising Media You Use 





Have S A? 
There You Have It, Mr. Advertiser 
You can pick your customers before you go after them, 
Proof positive—from the very spot where your customers when you pick the magazines that get them going. The 
exchange their cash for your products—that some maga- figures at left are only one of many eye-widening facts 


about the actions and reactions of retail purchasers un- 
covered when Fact Finders, Inc. interviewed 3500 shoppers 
at the point-of-sale in a dozen leading U. S. department 


zines have a more highly developed editorial ability to 
supply the MOTIVE that gets customers out of their chairs 


and into retail stores. That if nated product has to do with stores. Ask a House Beautiful representative to show you 
home improvement, home building, better living—ONE the complete study—and show you how important S A 
MAGAZINE—HOUSE BEAUTIFUL—isolates ready-to-buy cus- advertising media can be to your selling operation. 











tomers for you in greater numbers; can produce these 


House Beautiful 
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1. The “Sportsman,” new model by Telechron, Inc., Ashland 
Mass., has case of genuine onyx, numerals and hands are of 
polished, gold-colored metal: Retails at $19.95, plus tax. 


2. This extra thin new Mido Multifort, the "Eden," is self- 
winding, water and shock resistant and anti-magnetic. Has 
a 1!7-jewel movement in 14K gold case. It is distributed 
by Louis Aisenstein & Bros., Inc., 630 Fifth Avenue, N. Y. 


3. Parker Pen Co., Janesville, Wis., recently introduced 
this gold "51" signet set with gold barrel, cap and clip. 
Space for engraving name on cap. Retails at $40 plus tax. 


4. Two new models in the Gruen "Veri-Thin" diamond dial 
line for fall, the "First Lady" and the "Governor," both 
having 14K gold cases and retailing at $150 including tax. 


5. These simulated jade and rose quartz plastic boxes are 
being used by Coro, Inc., New York. Made by Plastic Molded 
Arts, Inc., Long Island City, N. Y., they are made in 
both hinged and unhinged models, both from the same molds. 


6. “Montclair,” a self-starting electric tambour from the 
Sentinel line of The E. Ingraham Co., Bristol, Conn., has 
gold-plated sash, silverplated dial and inlaid grained wal- 
nut case. Strikes hour and half hour. Retails for $24.95. 
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—the greatest advance in 
design-engineering since the 
vogue for lock sets came in. 


Br 
Precis 
\ 


LOCK SET 


PRECISION MADE LOCK SETS 
HAVE THESE STARTLING, NEW FEATURES: 





@ Easiest to lock. @ Lock disappears into the head 


@ Can be worn singly without of mounting when rings are 


any unsightly extrusions. to be worn singly. No evi- 
@ No gadgets to lose. dence of lock shows. 


@ No special tools required. @ No costly repairs. 


@ No sizing difficulties. 





CREATED AN.D MANUFACTURED BY 


Sues Brauntlan 





* Patent Pending 
317 SOUTH HILL STREET e LOS ANGELES 13, CALIFORNIA 
REPRESENTATIVES: t ARTHUR E. BRAUDE e R. W. SHOWERMAN MOE DIAMOND 
745 Fifth Avenue, New York 29 E. Madison St., Chicago 220 W. Fifth Se., Los Angeles 
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|. This jewel box made by Mele Mfg. Co., 220 Fifth Avenue, 
N. Y., has grained leather covering over an aluminum frame, 
solid brass fittings, gold tooling on lid. It has "magic 
touch" secret compartment and it retails for about $7.95. 


2. Thinner and smaller chronograph is new model by Angelus 
Watch & Clock Co., 37 W. 57th St., N. Y. With all features 
of the larger watches, its 17-jewel movement is fully pro- 
tected. Stainless steel or I4K gold, it retails from $80. 


3. From Fineline division of the W. A. Sheaffer Pen Co. is 
this new "Threesome set consisting of pen with stainless 
steel point, another with a ball point, and matching pencil. 
In four colors, red, blue, green, black, it retails for $5. 


4. These fine snake-chain necklaces, the 'Sautoir Chateau" 
and the ''Sautoir Moderne,” are of 1/20 12K gold fill. From 
Louis Stern Co., Providence, R. |., "Moderne" retails for 


$21, earrings, $7.50; ‘Chateau, $20.25, earrings, $9.50. 


5. “Ardmore,” self-starting electric clock is from Westclox 
Division of General Time Instruments Corp., LaSalle, Ill. 
it has brown plastic case. extruding numerals in the same 
shade, gold color hands and twin bezels. $8.95, plus tax. 


6. Guild plastic coated playing cards feature needlecraft 
design, one with rose background, the other in French blue. 
Set $1.75 retcil. Western Playing Card Co., Racine, Wis. 
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OPPORTUNITY FOR SALESMEN! 


with 


The Helbros Watch Company is enlarging 


the its sales force. This opens up an 
Helbros unusual opportunity for several top-flight 
business builders with successful road experience. 
Watch At the same time, Helbros offers attractive 


Company openings to several able young men to grow 


with this fast-stepping organization. 


Some background in the jewelry world is 
desirable. Write or call for appointment. 
Helbros Watch Company 
6 West 48 St., New York 19, N. Y. 
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No matter how old the watch, we can give 
it that New Look... with our THREE SERVICES 
DIAL REFINISHING e CRYSTAL FITTING s Cees ae Fe 
EXPANSION BAND REPAIR zy ¢£ , o ‘ ee . aa 


You Can't Go Astray... 
Sending Your Work Our Way 


aa 
44 





Finest Workmanship and Service — Since 1926 


SINCE 1926 


220 W. 5TH ST. SEABOARD BLDG. 1103 GRAND AVE. KIRK DIAL CO. 

LOS ANGELES, CALIF. SEATTLE, WASH. KANSAS CITY, MO. DALLAS, TEXAS 

657 MISSION ST. UNIVERSITY BLDG. 717 LIBERTY AVE. ALAKEA & HOTEL ST. 
SAN FRANCISCO, CALIF. DENVER, COLO. PITTSBURGH, PA. HONOLULU, T. H. 

1440 BROADWAY 29 E. MADISON 15% HOUSTON ST. N. E. | VANCOUVER, B. C. 
OAKLAND, CALIF. CHICAGO, ILL. ATLANTA, GA. | TORONTO, CANADA 
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NO. 133 
TRAY ON LEGS 
18” X 28” 


Beauly . . . out of 


the Past. . . and toward 


the Zulure.... 


Faithful reproductions of 
authentic Sheffield patterns 
distinguished by superior 








design and workmanship. 


Masterpieces, backed by a repu- 
tation for quality maintained for 
more than half a century. Ask 
for information on the SILVER 
BY SACKS LINE ..... 


All Items are silver on copper. 


Hi. SACKS & SONS 
BROOKLINE, MASS. 


712 So. Olive St. 56 W. 47th St. 1355 Market St. 





LOS ANGELES NEW YORK SAN FRANCISCO 
1516 Merchandise Mart Santa Fe Bldg. - 2nd Unit 
CHICAGO DALLAS, TEXAS 
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Consider Your Customers 


(From page 134) 


for us, this bottleneck, in making train connections,” 


Service Station Attendant: “Funny thing,” he will say 
reminiscently, “but I miss familiar faces who used to 


drive in for gas. Guess they are shopping over the line 
in Rockville.” 


Doctor or Dentist: From him may come the frank 
admission, “More and more patients fail to appear on 
time for their appointments. They give me the excuse jt 
takes them longer to find a parking spot, and when they 
do find one, they have a longer walk to my office.” | 


Documentary Research: Fred will consult files of local 
newspapers at publisher’s office or local library, and 
delve for reports and stories on municipal affairs. To 
get citizens’ reactions, let him read a “Letters to the 
Editor” column. Analysis: Do civic officials, on the 
whole, adopt a negative, militant attitude of soaking the 
automotive public with threats, fines and imprisonment. 
or are they committed to some major improvement or 
improvements which will greatly reduce or overcome the 
present bottleneck? What type of man holds down the 
job of Recorder? Does he slap on fines with a total dis- 
regard for the motorist’s parking dilemma? If he does, 
it may be because the major part of his salary is derived 
from fines. What about the police? Are they too worn 
out from their earlier earnest and considerate efforts to 
maintain an even flow of traffic, that they have since 
degenerated into a bunch of tough, and really tired, law- 
enforcers ? 

Hours have passed since Fred waded into his ques- 
tioning program. He is mentally fatigued and completely 
disillusioned. With considerable relief, both mental and 
physical (out in the fresh air once again) Fred steps into 
his car, and heads for Rockville, the nearest of the circuit 
of “feeder” communities, and with one-tenth the popula- 
tion of Selton. 


In Rockville, he finds no parking meters, no parking 
time limits on main street—and plenty of room. It was 
not always this way. During the depression of the early 
thirties, the non-salaried councilors fell in step with a 
statesmanship-like mayor, and acquired, for non-payment 
of taxes, some vacant land adjacent to the main street. 
They cut a broad street through this area and opened it 
to unrestricted parking. This policy has since, in taxes 
elsewhere in the community, paid handsome dividends: 
for in outlying parts of Rockville several high-class hous- 
ing developments have sprung up. 


The Rockville police force, four men, consists of 
friendly, helpful, small-town men whose dispositions have 
not been soured by parking headaches. 

Fred notices that, just off Main street, a newly-widened 
thoroughfare, houses the newly built post office. Here 
he notes a long row of white lines to provide diagonal 
parking. This arouses his curiosity, so he pays several 
return visits to Rockville on various days at different 
times. Most parking is done between 9:30 and 10:30 
A.M., 5:00 and 6:00 P.M. on weekdays. The answer 1s 
that “come and get it” mail service—two mails in and 
out during the morning and two in and out in late after- 
noon, plus the desire to combine a bit of shopping in 
local stores. 
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11 JOHN STREET NEW YORK 7, N. Y. 
aR : 


TRAGE WARE ® 


Manufacturers of 14 Kt. Gold Jewelry 








CHARMS SPORT CHAINS 
| KEY RINGS MONEY CLIPS 
WALDEMARS COLLAR CLIPS 
TIE CLIPS COLLAR STAYS 
KEY CHAINS CHARM BRACELETS 
CUFF LINKS NECK CHAINS 
EASTERN mpwase PACIFIC COAST 
William F. Yeager Harry L. Mintz Miles Olwine 
9 Maiden Lane, New York 7 31 No. State St., Chicago 2, IIL. 527 Faxon Ave., San Francisco 12 




















PLATINUM - IRIDIUM - GOLD - PALLADIUM 











SEND US YOUR SWEEPS 
FILINGS, SCRAP GOLD AND PLATINUM METALS 


WE SUPPLY TO MANUFACTURERS 
A-FULL-LINE-OF-SETTINGS-AND-SHANKS-IN-ALL-METALS 


REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON nc. 


26 John Street _ Phone COrtland 7-0360 ~_ NEW YORK, WV. Y. 
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“Museum Piere 


Silver-plated candlestick reproduced in 
exact detail from original created by 
John Cafe of London in the George 
Il period, circa 1746 ...a piece fo 
be treasured by all those who appre- 
ciate the finest in silver. 





Reproduced with all the care usually lav- 
ished on handmade silver. 


73%" high, 4!/2"" square base. 
Also made in 6" and 4/4," heights. 





Olde Siluer Classics 


“The House of Epergnes" 


62 West 56th Street New York 19, N. Y. 


REPRESENTATIVES 
West Coast South 
Robert L. Coslette & Asso. E. W. Rainwater & Co. 
710 W. 7th St., Los Angeles Mayfair Hotel, Dallas, Tex. 


For Finer Shops with a Discriminating 
Clientele Requiring the Unusual 
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So long as Rockville has post office box service, there 
is a twice daily shopping incentive. City carrier service 
can be introduced when population, now 1100 increases 
to 1500. In a way it will be a convenience and in ap. 
other way it will not. The usual set-up is two deliveries 
daily, the last starting from the post office at about | 
P.M. Some residents, accustomed to the greater con. 
venience of two mails arriving after 1 P.M., will un. 
doubtedly retain their post office boxes. Even now Rock. 
ville, in proportion to its population, has an abnormal 
number of post office box holders. It is explained by the 
fact that residents of outlying sections of Rockville have 
the option of R.D. service through the Selton post office. 
with one daily delivery and collection as against the four 
in and four out by calling at Rockville in person. 

Fred, still store location bent, goes the rounds of 
a network of nearby communities out from Selton. Rock- 
ville favorably impresses him. At present there is no 
vacant store. but he has acquired an option on one of 
the local lots. He will build when materials and labor 
have come off their lofty perches. 

Several Rockville stores have become large space adver- 
tisers in the Selton semi-weekly newspaper. “Here You 
Will Always Find a Place to Park” is how one adver- 
tiser sloganizes his location advantage. Another adver- 
tiser states that— 


“SELTON RESIDENTS TRADE WITH 
PETER BAKER IN ROCKVILLE BECAUSE— 
There are no parking troubles. 
He has good stocks. 
His prices are reasonable. 
He knows his business.” 

It does not seem so many years ago since the small 
town store was in a helpless position because of the 
increased tendency to trade in the nearest large city. 
The pendulum now swings in reverse. 





City Store Moves Out to the Customer 


Walter R. Thomas, Atlanta, Georgia, jeweler, has 
opened a new jewelry store on Main Street in East Point, 
Georgia. Mr. Thomas stated that this is part of his com- 
pany s expansion program, which is also featuring decen- 
tralization. Thomas heads three jewelry stores in down- 
town Atlanta that bear his name. He also is president 
of Myron EK. Freeman and Bro., owners of jewelry stores 
in Atlanta, Buckhead and other Georgia areas. 

As head of both concerns, he disclosed that the open- 
ing of the Kast Point store is but a step in the decentrali- 
zation program with new Freeman stores planned for 
Marietta and Decatur to give him units in suburban 
sections surrounding corporate Atlanta. 

“With increasing population and _ traflic congestion. 
the trend of merchandising among larger stores in large 
cities is toward decentralization,” he said. “More big 
stores are opening suburban branches, so that people 
wont have to come downtown to shop.” 

Thomas pointed to East Point’s rapidly expanding 
population, business and industrial growth and said that 
“we felt they needed a store of the caliber we have placed 
out there.” He said that anything which can be bought 
on Fifth Avenue in New York can now be bought at the 
East Point store. 

The new store, located at 114 North Main Street, is of 
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Cash In Now— 


Highest prices for all kinds of sterling silverware — flatware and 
hollowware — active and obsolete patterns — sample lines — odds 


and ends — new and used. 


Cash in your leftover stocks of silverware now regardless of manu- 
facture or quantity. These are frozen assets which you can readily 


and quickly convert into cash. 


We will pay the expressage, and if our offer is not acceptable, the 


merchandise will be returned promptly, express paid. 


JULIUS GOODMAN & SON 


77 MADISON AVENUE 


MEMPHIS 1 TENNESSEE 
Reference: THE JEWELERS’ BOARD OF TRADE 
DUN & BRADSTREET 











'ANOTHER BEAUTIFUL 


now the Time to Order! Wibaworth 





POWDER CASE 


These 

l4th Degree 
Masonic Rings 
Are a Few of a 
Most Complete 
Line of 


Fraternal Rings 














We Will Gladly Recommend You 
to the Nearest Wholesaler 


(Csosen by leading fashion and beauty editors 


S. sc HA 4 - 1 NASSAU ST. from the new powder case collection. 


Phone REctor 2-0060—006| NCW YORK 7, WN. Y. 








WADSWORTH WATCH CASE CO., DAYTON, KY. 
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For Over 25 Years... 
the Largest Selections of 


TIMERS 


for Sports and Technical Uses 


Wherever split-second 


accuracy is required... 
people look to this 
organization for the 
finest in Chronographs 
and Timers. Write for 


latest complete catalog. 





K x 
JULES RACIVE & COMPAM 


20 WEST 47th STREET, NEW YORK 19.N. Y. 


























the most modern design and equipment, decorated jn 
pastel shades of blue and white, with new white fixture. 
and red draperies, and is patterned somewhat dei 
Thomas’ “Magic Attic” in downtown Atlanta. James P 
Lovett. who has been with Thomas since 1938, heads . 
staff of five as manager of the new store. Lovett wag 
formerly assistant manager of the Broad Street store ani] 
has managed ihe Whitehall Street store. David 0. Price 
has been named assistant manager at the Broad Stree} 
store, succeeding Lovett. 


78th Anniversary 


(From page 154) 


the clock department, in that order. A separate diamond 
room is provided for the privacy of customers, complete 
with all modern instruments for grading and testing 
stones and a registered jeweler, Louis Albert, on hand 
to advise the customer. , 

On the right hand side of the store are counters for 
costume and gold jewelry, compacts and toilet goods. 
An island case is devoted entirely to women’s jewelry, 
In the rear is a large service department for watches 
and itewelry. 

Walls of the street floor are of pale blue with the ceiling 
a deep rose. All of the woodwork is of mahogany and 
the flooring is a mottled gray rubberized tile. An en. 
closed elevator provides service to the upper floors. 

The credit office was placed on the second floor rear 
so that customers in visiting it would be exposed to the 
silver department on one side and the gift department 
on the other; a little subtle advertising which has really 
helped. 

The third floor is devoted to the business office, Mr. 
Beaulieu’s private office and the watchmaker’s workshop. 
The fourth floor is entirely given over to storage. 

Door prizes, roses and souvenirs, besides the natural 
curiosity of the public to view the modern store brought 
more than 12,000 visitors to the opening. The door prizes, 
awarded by a drawing, included a woman’s diamond 
wrist-watch, a man’s 21-jewel watch, a desk set and an 
eight-strand simulated pearl necklace. As a clever induce- 
ment to get people into the second floor silver department, 
Mr. Beaulieu offered a 56-piece chest of silverware. This 
promotion ran for two weeks and during that time more 
than 10,000 persons registered for the gift. It was won 
by a woman celebrating her silver wedding anniversary 
this year. 





Bookkeeping Simplified 
(From page 168) 


dise to be resold, and still have on hand $5,000 worth al 
year’s end, you have incurred only a $5,000 expense be- 
cause you still have, as an asset, the other $5,000 in mer- 
chandise. 

Store supplies of every kind are expenses of the busi- 
ness. Postage is an expense. If you buy a broom to 
sweep the floor, that is a supply expense. Freight paid on 
shipments is deductible. Advertising, entertainment, 
wages (but not the proprietor’s), utilities, gasoline used 
for delivery, bad debts, cash losses, thefts, rent, repairs, 
taxes (except sales and income taxes) ; all are deductible. 
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WE WANT TO ADD TO 
OUR ORGANIZATION 


THREE SALESMEN 


WITH PROVEN EARNING 
POWER TO SELL WELL 
RATED RETAIL JEWELERS 


COMPLETE BUNCH RING 
LINE, LOOSE DIAMONDS, 
STONE SET RINGS 
POPULAR PRICED WATCHES 


All Applications Will 
Be Held in Strictest 


Confidence 





SAMUEL PLATZER CO., Inc. 


31 WEST 47TH ST. 
NEW YORK 19, N. Y. 


PLAZA 7-3590-1-2 
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PHASE WATCH CORP. 
NEW YORK CITY 






























The Ad-Viser 


(From page 160) 


mium dealers in your town upon whom you can all, 
They will tell you the best suited products for specific 
markets, prices, availabilities, etc. The premium does not 
have to be related to the products you are selling. |, 
should be inexpensive. It should contain your store name 
and address. It should be easy to distribute. Calendars. 
desk pads, wallets, blotters, pencils, etc., are good ex. 
amples. Remember, your message will be read many 
times if you choose a premium which will be in constant 
use. 

3. Choose a “Give-Away” Plan. Now decide what 
method of distribution should be used. Try to get some 
ingenius device which will bring customers into the store. 
If contests are used, make them simple so that anyone 
can win. : 

You may, if you please, offer an item at a reduced rate 
with the purchase of another item. The premium here is 
the difference in price and resulting savings. The pre. 
mium item is usually sold at or below cost. The loss is 
made up by the additional business and good will created. 

The “Coupon Plan” is another possibility. 
instance, coupons representing a percentage of a sale, is 
given away with every purchase. The customer saves 
these coupons until he possesses a specified amount. Then 





Overhead Goodwill 
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Paraphrasing the old saying that ‘Everybody talks about the weather 
but ho one does anything about it," Kay Jewelers, in Knoxville, 
Tenn., went it one better and did something about it in the way of 
a little service designed to build store goodwill. A small one-column 
ad in local papers invited anyone caught downtown in the rain to 
stop in at their store and borrow one of Kay's umbrellas, free. Only 
obligation is to return the umbrella on their next trip downtown. Al 
Steinman, store manager, is shown at rack maintained at front of 
the store for the umbrellas. 
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NOW! DISTRIBUTORS OF THE WORLD'S 
Fastest Selling . . . Fastest Shaving 
ELECTRIC SHAVERS 


nationally by 
advertised 3 








: hospitality sets and REMINGTON BLUE STREAK Electric Shavers 


Wholesale Price List 





table accessories 


; Discounts to Dealers 
Item Model Retail 1-5 6or More Head 

















Krome-Kraf?t does not duplicate anything No. Price «35% 40% ‘uaaedion 
B l I r ! ‘ i . = 
; else in your store! It’s a unique, fast . iiss tine fin 
moving line of non-tarnishing giftware Triple 377 $17.50 $11.37 $10.50 1 Standard Round 
made of lustrous chrome and fine hand- 1 Blue Streak Twin 
made glass. Continuous national advertis- Foursome 78 = $19.50 $12.67 $11.70 2 Standard Round 
ing in leading home magazines helps sell ? Blue Streak Twin 
it to smart hostesses evervwhere. Krome- Five 578 S21. 90 (S13. 97 512. 10 1 Standard Round 
Kraft’s going places in gift, jewelry and “1 Blue Streak Twin 





department stores! Write today for de- Auto-Home | VITO $23. 50 315.27 | $14.10, 2 Standard | Round 
3 Blue Streak Heads with 


scriptions and prices of complete Line, 








Contour Diamond Honed Cutters 
JEEZ 648 $23.50 $15.27 $14.10 on a contour plate. 
wee SL a A Ladies’ Designed for Feminine 
REPRESENTED AT TH — ee Shaver 766 = $15.00 $ 9.75 $ 9.00 Requirements 
: : E I 





, oe GIFT SHOWS patented feature 
Be we tags JOS. B. BECHTEL & CO., INC. 


ies 
po 8 + Oe So 8 6 we a 908 6 0 8 8 Wie ee ene » 


WHOLESALE JEWELERS 


_ FARBER BROTHERS * 17 Crosby St., New York City nauihiananitaina 
New York Showroom. — 339 Fifth Ave. St 729 SANSOM ST. PHILADELPHIA 6, PA. 
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In your old gold, silver and platinum transac- 
tions it’s what you NET that counts. And what 
you net depends largely on where you send your 
purchases. You'll find it profitable to follow 
the lead of the thousands of Retail Jewelers all 
over the country who send their old gold, silver 
and platinum to Handy & Harman year after 
year. The reasons— prompt and consistently 
high returns—results which only a top-notch 
precious metal fabricator and refiner like 
Handy & Harman can give you. 


"SHOOT" YOUR NEXT LOT 


to Handy & Harman—and compare service 
and returns. 


PRECIOUS METALS REFINERS AND MANUFACTURERS 
1900 WEST KINZIE ST., CHICAGO 22, ILL. 


















he makes an exchange for the premiums. This methog 
is a good one because it keeps customers coming into the 
store many times. 

The “Gift Plan” offers absolutely free, an item of value 
It may be given on holidays, sales, or to all customers 
who enter the “contest.” If an actual contest is held 
simplicity must be the byword to stimulate inierest. Re. 
member, practically everyone who enters the conteg 
should win. 

Premiums have long been a standby for the national 
advertiser. They are fast becoming more and more popu. 
lar with the retailer. More frequent use and adherence 
to the above simple rules will virtually assure success, — 





Repair Charges 


(From page 150) 


dealing with sterling silver, or gold-filled cuff links, the 
other with karat gold, with varying prices for each. 
Similarly, a card for bracelets may have 14 entries or 
more, for resetting stones, replacing snap links, locks, 
chains, and a long list of operations, again subdivided 
by the precious metal of which the bracelet is made, 
There may be anywhere from 18 to 36 prices represented 
on a single card, or sequence of cards, where many items 
are involved, according to Mr. Schwartzman. 

All in all, the greatest advantage of the standard price 
list for all types of jewelry repair is assuring the 
Schwartzman organization a_ steady, pre-determined 
profit on all operations, with no element of overcharges 
or “profit leaks” involved. All of the mechanics in the 
shop, customers, salespeople in the stores, are very 
pleased with the idea, which has been patiently explained 
to customer after customer, as well as in newspaper 
advertising. 

“Only a slightly secondary advantage of the plan is 
the fact that it makes it possible for us to operate efh- 
ciently with young girls or other untrained personnel on 
the repair department counter,’ Mr. Schwartzman said, 
“since almost anything which a customer brings in is 
bound to be covered by the price list. If a customer 
brings in a pair of earrings, with the clip broken from 
one, and the stone needing resetting on the other, the 
girl simply steps to the nearby file card, looks up the 
repair cost on one, according to the metal and the type 
of damage on one card, and then the other resetting job 
on a second card. She can then step back to the counter. 
quote the customer the complete price at once, write up 
a salescheck, and envelope the whole thing for delivery 
to the shop. In other days, when such a problem arose. 
it would be necessary for a man who had been a me- 
chanic, myself or my brother, to step to the counter, and 
match our experience with the problem in haphazarding 
a price which would be satisfactory to all parties con- 
cerned. Now, despite the fact that we have a high turn- 
over of girl employees who are likely to suddenly an- 
nounce that they are leaving for marriage, vacations, 
etc., we are able to render efficient, qualified service at 
all times.” 

As pointed out before, the Schwartzman price list 
covers actually 98 per cent of any type of repair work 
which may be brought in. “The other 2 per cent are 
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WOODLILY, beautifully 
wrought in the simple 






majesty of a woodland 
theme 


TULIPAN, superbly designed 
in an unusual tulip motif 
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FRANK SMITH SILVER COMPANY 
GARDNER, MASSACHUSETTS 


———$ ee 
































Coro, Inc., New York 3, N.Y. 





FOR DECEMBER, 1948 





fas oe 
" Aur A," 











y Aide KOVERS§ 


The only QUALITY CUSTOM FIT stock 
size Luggage Covers on the market... 


Zip-Kovers are made in over 600 sizes 
and styles of heavy duck, reinforced 
with leatherette and with pat- 
lal i-te mmol alate] (-te MET jal lola mm olele 
tom studs to prevent 


weor. 





Everyone's a buyer, if they buy new luggage they 
want to protect, or old luggage they want to dress up. 
Don't be without the profits of this large market. In- 
crease your profits with Zip-Kovers. Write for catalog. 


FIT THAT 
<, qrE r “Oun>. 
- * 


National « 

fn *( oF )* 
= dere ZIP KOVER 
sen by mom READY MADE> 
mir tyg LUGGAGE COVERS 
quire” and “Holi- Un. ee? 


day” Magazines. . 


aN 
'N Over 600 sizes & ° 
World’s largest, exclusive manufacturers of luggage covers 


CENTURY SPECIALTY CO. 


412 S. Wells Street 


Chicago 7. tHlinois 

















extremely rare types of requests by customers, which We 


" cannot anticipate in any way,” the St. Louis Jeweler 
indicated, “which may be such things as replacin 
cloisonné enameling on an antique French compact 


delicate filigree in an heirloom belt buckle, etc. In sug, 
cases, I do the figuring myself—but for almost all] types 

















































This is the finest back for cuff links made of repair calls, our tested price repair list covers any 

today for the jewelry industry. It has emergency. , 
bold modern design and perfect mechan- " | 
ical operation. Noth- Educated Customers Stop Peddlers [ 


ing to rust, easy to 
attach. 






When house-to-house peddlers in New Orleans knock 
on the doors these days, they are quite likely to be greeted 
by a flood of questions as to the true value of the gems 
they offer, and a lot of skepticism as to the guarantees 
they can give. That is because New Orleans women are 
becoming educated to the fact that a good diamond—oy 
other gem—is an investment, and that any investment js 
only as sound as the house that sold it. 

New Orleans is becoming a tough town for the door. 
dba: wetting to-door peddlers of jewelry, and the reason for it is an 
clicks closing increasing awareness among the potential customers that 
they are better off dealing with the city’s established 
jewelry stores. This awareness did not just grow like 
Topsy, however. It has been carefully planted and nursed 
tenderly into life by an astute advertising campaign in 
which two New Orleans jewelry stores, operating sepa- 
rately and independently of each other, have undertaken 
to educate gem customers against the danger of buying 
valuables from a person or a firm whose integrity they 
do not know. Although they are two separate and dis- 
tinct efforts, the two advertising plans have dove-tailed to 
do a job that neither could have accomplished alone. 

The two jewelers are Hausmann’s, one of the Crescent 
City’s oldest and best-known stores, located at 730 Canal 
Street. and Bernard and Grunning, located at 146 Baronne 
Street. 

Hausmann’s advertisement asked the question, “Are 
you trying to guess the value of diamonds?” The copy | 
continued: 

“You may be pretty good at guessing, but when it 
comes to guessing the value of diamonds .. . BEWARE! 
In diamonds, the more important factors affecting value 
are hidden . . . even a trained gemologist, to be certain 
of a diamond value, must use precision instruments. 
There is no need for you to guess when you purchase 
HER diamond. Hausmann’s invites you to visit us for 
a talk about diamonds with diamond experts, noted for 
their integrity. At Hausmann’s, you will SEE for your- 
self... not guess.” ; 


Wt . 7 ° - . = a 
a a Se ae Ee GN, ie Mamie Bernard and Grunning’s ad, prepared by partner § 
(exclusive of spout and handles), mirror finish outside, : 


brush finish inside. Excellent value. Individually packed 








Pat. Pend. 


Sold in 14k yellow gold 





Gross ..... 4.95 pr. 
Dozen ..... 5.25 pr. 
Less than dozen 5.50 pr. 


Orders accepted 
in. other metals 
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Walter Grunning. explained. “Our idea of how a diamond 
- Pp 


in tarnish-resisting boxes. customer should be treated.” In heavy, bold-face type. | 
From the heart of the the first paragraph explained: F 
NEW ENGLAND SILVER INDUSTRY “We treat them as we would have them treat us were FF 
Here is another item from the extensive Gregg line we in their place... AND THEY IN OURS.” The copy 
which includes coffee and tea sets, water pitchers, flower continued: 
vases, waiters, trays and bowls. Tra- “After all, we're human, too. Anything we invest in 





ditional craftsmanship in design and 
finish is expressed in every piece. 


Shay filer She 


must meet our requirements of quality and value ... We 
Want the Best and most for our money ...So Do You! § 
And we know it! That’s why it pays to visit Bernard 
and Grunning before you buy! Of course, charge your 
purchase. Pay a little weekly or monthly. No interest— 

no carrying charge.” 





MANUFACTURERS OF SILVERWARE TAUNTON, MASSACHUSETTS 
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Profit Leaks 


(From page 198) 


chandise. More vigorous merchandising effort is a much 

better safeguard than ready price-cuts which are always 
rs. 

- er delivery and installation costs closely. All 

such costs come out of the gross profit we make on our 

merchandise; careful control will keep them at a mini- 

mum and insure a better net profit for the firm. 

1l. Buy to best advantage. For the first time in almost 
eight years it has become very important that we give 
the closest possible study to all sources of supply. None 
should. be overlooked. The strictest attention can well 
be given to what every source of supply has to offer the 
trade today. 

12. Watch change making most carefully. “Sharp op- 
erators’” are again on the loose with all of the old change- 
making rackets and some new ones. Keep salespeople 
constantly on the alert for these people and post the old 
iron-clad and very effective rule—“never let anyone rush 
you in a change-making transaction.” Every such loss 
comes from the net profits of the firm’s operation; every 
such effort that is forestalled adds that much more to 
our net profit. 

13. Check and double-check all figures. Every error 
in addition, multiplication or division can mean a loss 
of profit to the firm or a customer made unhappy be- 
cause of an overcharge. Such errors may involve only 
a few cents at each occurrence but a hundred such occur- 
rences over a years period of time can add up to a 
very sizable profit loss. 

14. Check carefully for utility wastage. At least once 
every three months check lights, gas and power being 
used to no good purpose at any time of the day or 
night as this is always sheer wastage. 

15. Reduce damaged merchandise losses. Every such 
loss means an escaped profit or a good one cut to the 
vanishing point. Keeping merchandise subject to ready 
damage away from customer handling is a rule being 
practiced more and more today. 

16. Put advertising appropriations on schedule. One 
of the poorest places to look for expense cutting oppor- 
tunity is in the firm’s advertising budget, for that always 
means a business drop when normal advertising expendi- 
tures are curtailed. However, every ad dollar should 
be placed where it can be most effective and frill types 
of advertising studied much more closely today than at 
any time during the past. 

17. Watch the tax structure of the business carefully. 
All taxes must come from the net profits of our business. 
A mistake in tax procedures can result in loss of a good 
part of our net profit through the legal penalties for 
such mistakes which can be imposed upon our business. 

18. Depreciation value of equipment. This needs study 
now more than ever before because so much of our 
present day equipment is outmoded and obsolete. When 
such units reach the minimum salvage value we must 
take losses which could be prevented if they were re- 
placed at a time when salvage or trade-in value was 
better. 

19. Figuring interest, discounts, percentage, etc. This 
is a tricky business and often subject to error. Such 
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See the Complete 
ALY STONEWARE LINE 


CHICAGO HOUSEWARES SHOW 


NAVY PIER, CHICAGO 
JANUARY 13-20, 1949 + BOOTHS 344-346 


BOSTON GIFT SHOW 


PARKER HOUSE, BOSTON 
JANUARY 17-21, 1949 + ROOM 440 


and 


May we at this time extend to you 
our sincerest 
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Catalog Available on Request 


KEYSTONE SELVER INC. 


509 WEST 34th ST., NEW YORK 1, N. Y. 
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errors are generally small but when added together ove, 
a extended period of time are very much worth gafe. 
guarding against for they all come from our net profits 

20. A daily balance sheet. Many merchants are find. 
ing this is a good rule today for they point out erro;, 
quicker than on a weekly or monthly balance. Close; 
control over operation of one’s business is possible, 
and a great deal more attention can be given to little 
mistakes under such a schedule. 

21. More stringent rules on exchanges and refunds. 
Seldom does any jewelry store break even on a refund 
or exchange if through nothing more than the extra 
costs involved in handling an unprofitable second or 
third transaction. More attention to selection of mer. 
chandise at the time of purchase and making certain 
that customers know they must have a very good reason 
for requesting an exchange or refund, are the rules 
being applied in many stores throughout the country 
today. 

22. Elimination of unproductive employes. Vigilant 
search for the type of people who know that they must 
help the firm to make a profit in order for it to pay 
them a salary, is the new order of the day for the future. 

23. Watch delivery costs closely. In times of highly 
competitive conditions such as those just ahead we have 
a tendency to offer more and more service to customers 
in the battle for business. Delivery costs are still very 
high and carelessness in offering too much in the way 
of delivery service can easily be a most dangerous 
profit leak during this year ahead. 

24. Credit must be carefully controlled. The new rule 
on credit seems to be, “Does the customer have the 
ability to pay this account,” for many a good credit 

















Neat Tie-In 





The original life-size portrait featured in the “Dainty Maid” 
kiddies’ jewelry advertisements formed the basis for an interesting 
window display at Barr's, Philadelphia, Pa., recently. 

Tied in with the portrait, which formed a background, were many 
items from the "Dainty Maid" line of little girl's gold-filled jewelry, 
including bracelets, rosaries and rings, as well as other juvenile 
merchandise. 





THE JEWELERS’ CIRCULAR-KEYSTONE 
































rating established during the last five years can be 
destroyed by sheer inability to pay 


ahead. 


up to damaging proportions. Immediate correction of 
a mistake insures rectifying of the error, readjustment 
at a time when the whole matter is fresh in the minds 


of customer and merchant, and eliminates an unneeded | 


cost in tracking down the error at a later date when its 
location will become much more difficult. 





Tea Showing Accents Dinnerwares 


One day a few months ago, Mrs. Jane Kirchner, an 
employee of Spangler’s Jewelry Store in Fremont, Neb.. 


was thumbing through the pages of an issue of JEWELER’S | 
CIRCULAR-KEYSTONE, when she noticed an idea for good | 
advertising. Jane waited for a lull in customers and sat | 


down to read the article more carefully. It suggested 
that a jewelry store give a display in the form of a tea, 


showing and hence, advertising, its wares. Mrs. Kirchner | 


was interested and she immediately showed the article 


during the year | 


95. Discovered errors should be corrected immedt- | 
ately. If they are allowed to accumulate they can pile — 


to Stephen Spangler, her employer. Mr. Spangler liked | 


the idea and plans for such a tea were begun. 


Invitations written on individual note paper were sent | 


to nurses in the city, all girls from the local Midland | 


College and the Fremont High School senior girls and 
their mothers. The invitations read: “Spangler’s Jewelry 
Store cordially invites you to a tea and display of silver, 
crystal and china, antique and modern, at the Hotel 
Pathfinder Ballroom,” and listed the date and time. 

The ballroom was set up with numerous tables about 


the room. A brides’ table with a three-branch candelabra | 


and a large wedding cake was one of the main attractions. 
A silver coffee service, china, and sterling flatware added 
to the beauty of the table where pink satin and net bows 
and wreaths of roses completed the setting. 

Other tables were the buffet table which featured a 
rare five-branch candelabra, the breakfast table set in 
gay green and maize, and the refreshment table with a 
large cut-glass punch bowl and cups. 

The dinner table was striking with its dinner cloth 
and napkins of madeira linen and cornucopia vases of 
sweet peas. It was set with crystal by Fostoria, Spode 
china, and Gorham “Chantily” flatware. 

Lustre china from England, milk glass on green mats. 
and a table set with all wooden dishes were special fea- 
tures. 

In one corner was a table given to a display of antique 
silver. Nuts and candy bowls, services and a collection 
of souvenir spoons were among the attractions. 

At the buffet table, the guests which numbered about 
290, were served with cake. cookies, and coffee. A hostess 
greeted them as they entered and each table was presided 
over by a woman who explained and described the table. 
As the guest left the display room, she was handed sev- 
eral booklets to examine in future leisure time. 

Mr. Spangler spoke of the tea and display as, “‘A success 
with far-reaching results.” He continued by explaining 
that such a display acquaints the persons of a town with 
names of china, crystal and silver and in connection with 
them, the-name of this particular jeweler. 
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W orthy Pieces to Grace 
the Showcases of 
America's Foremost 
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EXPANSION BRACELET 
AND LOCKET SET 


Three-tone, hand engraved, in 
1.20-12K G.F. Bracelet 
stainless steel back. Hand- 
somely gift-boxed with gift 
card. THE SET, $10.25. BRACE- 
LET, $6.50, LOCKET, $3.75. 


HALL "AD-A-LINK" 
WATCH BRACELET 


Engraved links, !.20- 
12K G.F. front and 
back. Plenty of ex- 


pansion. . . . Links 
added or removed 
in seconds, $7.59. 
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A CASE FOR Y/CAfer SALES Sell Locking Ring Sets 
by Using 
Dual Ring Clasps 


You can apply the C.&@. 
Dual Ring Clasp to any 
wedding and engagement 
rings, locking them 
together. 


Easily Applied 
Just Clamps On 
No Soldering 


@ Holds Engagemeni 
and Wedding Rings 
Side by Side in Up. 
right Position 

@ Comfortable — No 
Rough Edges 

@ Prevents Rings from 
Turning on Finger 

@ Prevents Wear Be. 
tween Rings 


Guaranteed against 
Breaking or Cracking 





C. & G. 























Luxurious satin lined, 
spring hinged, fancy cases 
made of metal, covered 
with simulated leather or 
velvet. Also, beautifully 
styled boxes made of 
gleaming plastic. 


We will be pleased to 
serve you. Our packaging 








Patent No. 2281231 















wh dag poe RETAIL PRICE $2.75 : 

designer is always at your eta aoe (Adssentive tndies 
service for special ae Nowpaner ae of yo C.8 . Discounts) 

“as fy & oe af @ @ ual Ring asp (as shown 

problems. 4871 f _— finished free. Order Through Your | 

——<$. UU ee oe Material House 

c “¢ ASE CO IN c | Manufactured by 3 

; Se eas ee * * j 

WAPPINGERS FALLS, N.Y. — CAMPANA & GOETZ 

704 Market Street San Francisco 2, Calif. 


| Wholesale Distributor 
a M. J. LAMPERT & SONS, INC., 37 Maiden Lane, New York 7, N. Y. 
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L. H. COOK : 
| SIX INCH STRAIGHT LINING 
ENGINE TURNING MACHINES 


ENGINE TURNED PRODUCTS ARE | | 
BECOMING MORE POPULAR DAILY! | | 








Ask For Specifications and Prices 


LAWRENCE H. COOK, INc. 


65 MASSASOIT AVE., EAST PROVIDENCE 14, R. I. 




















No. 2177 No. 2176 





T 4 k ° D I % > s (Actual Size) 
Suitable for 





Bracelet or Choker Service and 
No. 2177—9 ASSORTED GENUINE STONES 
Ruby, Sapphire, Topaz, Garnet & Tourmaline Safety 


PRICE ...$75 (KEYSTONE) 
No. 2178—12 ASSORTED GENUINE STONES 


Ruby, Sapphire, Topaz, Garnet & Tourmaline 


PRICE eee $100 (KEYSTONE) | To help manufacturers and other companies improve 


Other Discs Engine Turned or Jeweled | their employee goodwill and cooperation, sell them 


— 


Service Award Emblems for 1, 3, 5, 10 and 25 years of 
service—and Safety Award Emblems for “no lost time 


7 | 
N E O J E W E L a +4 S : | nec. through accidents.” Write for illustrated folder. 


Manufacturers of Distinctive Gold and Diamond Jewelry +. 40 


Dept. 
580 FIFTH AVENUE, NEW YORK 19, N. Y. METAL ARTS CO., Inc. Rochester 5, N. ¥ 


Award Emblems 
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Let’s compare yesterday with 
today ... that will give us an idea 
of what tomorrow can be! 


Machine Power: Since 1910 we have in- 
creased our supply of machine power 


: 41% times. 
Production: Since 1910 we have more 


than doubled the output each of us pro- 
duces for every hour we work. 











Income: Since 1910 we have increased our 
annual income from less than $2400 per 
household to about $4000 (in dollars of 
the same purchasing power.) 


Work Hours: Yet, since 1910 we have cut 
18 hours from our average workweek — 


equivalent to two present average work- 


days. 


HOW have we succeeded in achieving all 
this? Through the American kind of 





What we have already 
accomplished is just a 
foretaste of what we 
can do—if we continue 
to work together! 








Approved for the PUBLIC POLICY COMMITTEE of The Advertising Council by 
PAUL G. HOFFMAN 


EVANS CLARK 
Executive Director 
Twentieth Century Fund 


BORIS SHISHKIN 
Economist 
American Federation of Labor 


Formerly President 


Studebaker Corp. 


Sure, America’s soing ahead... 
if we all pull together! 


teamwork! And what is teamwork? 


American teamwork is management 
that pays reasonable wages and takes fair 
profits—that provides the best machines, 
tools, materials and working conditions 
it possibly can—that seeks new methods, 
new markets, new ideas; that bargains 
freely and fairly with its employees. 

Our teamwork is labor that produces 
as efficiently and as much as it can—that 
realizes its standard of living ultimately 
depends upon how much America pro- 
duces—that expects better wages as it 
helps increase that production. 


Teamwork is simply working together 
to turn out more goods in fewer man- 
hours—making things at lower costs and 
paying higher wages to the people who 
make them and selling them at lower 
prices to the people who use them. 


What we’ve already accomplished is 


just a foretaste of what we can do. It’s 


just a start toward a goal we are all striv- 
ing to reach: better housing,’ clothing, 
food, health, education, with ever greater 
opportunities for individual development. 
Sure, our American System has its faults. 
We all know that. We still have sharp ups 
and downs in prices and jobs. We'll have 
to change that—and we will! 


It will continue to take teamwork, but 
if we work together, there’s no limit on 
what we can all share together of even 
greater things. 


WANT TO HELP? 


This is the first of a series of ad- 
vertisements in The Advertising 
Council’s Economic education 
campaign. This important pro- 
gram can be effective only 
through the strong support of 
advertisers everywhere. For in- 
formation about the succeeding 
ads write to: The Advertising 


Council, Inc., Dept. A, 11 West 
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|. “Museum Piece''—silverplate reproduction of George Il, 
circa 1746, candlestick, showing fine detail on bottom side 
of base usually available only in hand workmanship; other 
sizes, too. From Olde Silver Classics, 62 W. 56th St., N. Y. 


2. A delicately-done grapevine border in old blue painted 
with green foliage is this ‘Walencia" pattern appearing in full 
dinnerware on Spode's fluted and embossed Chelsea Wicker 
shape. From Copeland & Thompson, Inc., 206 5th Ave., N. Y. 


3. Part of a series of distinctive candy boxes in Bethwood 
Royal China done in a variety of decorative effects, all of 
them finished with touches of coin gold. They are the crea- 
tion of Beth Weissman. Inc., 49 West 23rd St., New York 10. 


4. Chalice vase in Cellini design—one of the latest crea- 
tions in Tiffin glass. The vase is I!" in height and is 
made in either Killarney green and crystal or plain crystal. 


Manufactured by the United States Glass Co., of Tiffin, O. 


5. New "Nova Robbia" pattern in Italian dinnerware, hand- 
painted undergiaze; guaranteed against crazing. Also made 
in breakfast sets, salad sets, coffee sets and starter sets. 


Sold by Fisher. Bruce & Co., 219 Market St., Philadelphia. 


6. Newest additions to the original Goldscheider line of 
ceramics, designed and modelled by Peggy Porcher. Named 
for four famous songs, they are 6" tall and retail at $10 each. 
Distributed by Marks & Rosenfeld, Inc., 147 5th Ave., N. Y. C. 
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|. Five-piece cocktail set—part of new “Holiday” line of 
drinking items in heavy crystal glass with flowing, double- 
optic design. Mixer and glasses may be retailed at $6.50. 
Just introduced by Fostoria Glass Co.. Moundsville, W. Va. 


2. Horse models, ash trays, and book-ends in metal with a 
new bronze-glow finish which is gold-color in appearance and 
is priced the same as the regular two-tone bronze line from 


the Trophy Craft Co., 249 Reno Street, Los Angeles 26, Cal. 


3. Karhula crystal glass bowl from Finland—made also in 
smoke, straw, and seagreen colors. Characterized by utter 
simplicity of line, it is 9'/.'" wide and may be retailed at 
$10. From Finland Ceramics & Glass Corp., 225 5th Ave., N.Y. 


4. "“Mayfair,"’ one of group of new hand-enameled patterns 
in Booth's English dinnerware to be exhibited at the Keystone 
show at the Fort Pitt Hotel, Pittsburgh, in January by the 
Midhurst Importing Corp., 15 East 26th St., New York, N. Y. 


5. "“Holderette"—lightweight, folding holder which grips to 
table-edge and holds handbag or umbrella. Gold-plated, it 
retails at $1.50; deluxe model, $3. Made by Montvel Co.., it 
is sold by Janis-Tarter, Greeman, Inc., 225 5th Ave., N.Y.C. 


6. New square shape in dinnerware by Max Weil of Calli- 
fornia with flower spray in yellow and green against soft 


gray background. Sold by A. H. Dorman, 225 5th Ave., N.Y. 
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Warmest Greetings 


To Our 
Many Good Friends 


We think the most enjoyable thing about 





the holiday season is the opportunity it 


gives us to sincerely wish you much personal 

















happiness in the coming year. 


We will meet you at the 
Pittsburgh Show —William Penn Hotel, Parlor D 
| Chicago Show — Palmer House, Room 816 
Los Angeles Show — Biltmore Hotel 








CASTLETON CHINA 


Incorporated 


212 Fitth Avenue, New York 10, N. Y. 
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1. Brass 28-year calendar with red, blue and gold colors 
etched in the metal, decorated with zodiac signs and other 
astronomical symbols; 4!/2"" in diameter; simple to set. Re- 


tail $4, no tax. From Walter Lampl, Inc., 608 5th Ave., N. Y. 


2. Here are a few of the many items in silverplated hollow- 
ware made in the popular "Olympus" pattern, with its classic 
styling. From the National Silver Co., 295 5th Ave., N. Y. C. 


3. This miniature, old-fashioned coffee mill is really a pepper 
mill. in maple-finished wood with black metal hopper and han- 
dle. Allows for coarse or fine grind; price $3.95. Manu- 
factured by the George S. Thompson Co., S. Pasadena, Cal. 


4. New "Modern Susie" pattern—5-color decal with 22K 
gold hand-applied border. Sold open stock or in set combina- 
tions. From Santa Anita Potteries, 852 S. Los Angeles St., L. A. 


5. Glassware etched in smart contemporary patterns—one of 
the features of the firm's line of "Glassware for Every Occa- 


sion. Belford Studios, 55 W. Colorado St., Pasadena, Cal. 


6. Mahogany-lined metal cigarette chest 6!/2" long in color- 
plate etchware with silvery opal finish, etching hand-filled 
with bronze. Gift boxed to retail for $5.50. Manufactured 
by L. F. Grammes & Sons, Inc., 342-H Union St., Allentown, Pa. 
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FINE IMPORTED DINNERWARE—for immediate shipment 


No. 708 *““MINUET’’ Victorian Dresden type flowers with gold trim; rib embossed 
border, semi-footed cup. Open stock available. 
94. pe. Dinnerset, service for 12—72.50. No. 707, same 
in 53 pe. Dinnerset, service for 8—38.50. 


“BOUQUET” Victorian Dresden type flowers; gold trim. Open stock available. 
94 pe. Dinnerset, service for 12—100.00. 
29 pe. Teaset, service for 8—25.00. 
21 pe. After Dinner Coffee Set for 8—13.75. 


No. 711 “VICTORIA”? Border decoration, footed cup, inside decoration. 
pe. Dinnerset, service for 12—110.00. 


No. 713 “REGAL” Rich black and gold decoration on all-over ivory. Footed cup 
with inside decoration. 


94. pe. Dinnerset, service for 12—157.50. 
No. 714 “LYRIC” SOLD OUT. 
No. 715 “PICARDY’” Gold design and floral decoration on all-over ivory. Footed cup 


with inside decoration 


94. pe. Dinnerset, service for 12—157.50. 
No. 716 “ROMANCE?” Elaborate gold and floral decoration on all-over ivory back- 


sround. Footed cup, inside decoration. 


94 pe. Dinnerset, service for 12—200.00. 


“HEIRLOOM” Handsome blue rose garland decoration underglaze. Scalloped 
edge. Old, classic shapes. Cup with inside decoration. Open stock. 
93 pe. Dinnerset, service for 12—210.00. 


AT KEYSTONE CHINA AND GLASS SHOW, FORT PITT HOTEL, PITTSBURGH 


EBELING & REUSS COMPANY 


MAIN OFFICE, SHOWROOM and WAREHOUSE, 707 Chestnut St., Philadelphia 6, Pa. 
NEW YORK 10 CHICAGO 54 LOS ANGELES 14 
225 Fifth Ave. 1557 Merchandise Mart 527 W. 7th Street 
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by MADELINE LOVE 


OU will soon be seeing new sales representatives for 

the Ebeling & Reuss Co., Philadelphia import house. 
in several of their territories. Glenn Massey, who for. 
merly took care of the Southwestern states, has been as. 
signed to the Southeast, a territory covered by Charles 
Seiner until his death a few months ago. Sherman 
Randall will take over the Southwest, with headquarters 
in Houston, Tex., and V. Clay Kaley is to cover Pennsyl. 
vania, Delaware, Virginia, the District of Columbia and 
Indiana. 


N innovation at last summer’s California Gift Show 
which was so successful that it will be repeated at 
the next show, starting January 23, was the “preview 
item” tag. This tag was placed on merchandise being 
offered for the first time, and it proved an effective aid 
to the retailer in making his selections. Robert Green.’ 
berg is chairman for the show, which is managed by the 
Los Angeles Trade Fair, Inc. 


ELLE KOGAN, well-known industrial designer in 

silver, ceramics, and glass, has returned from a six 
weeks’ air trip around the country, visiting homefurnish- 
ings buyers and merchandising men in stores in more 
than a dozen cities in the Middle West, South, and on 
the Pacific Coast. 


ERMAN C. KUPPER, INC., New York import house, 

has just brought out an illustrated booklet relating 

the story of Charles Ahrenfeldt china, which the Kupper 
firm represents in this country, and giving highlights in 
the general history of china-making in Limoges, France. 
Intended primarily for the retailer to use as an aid in the 
sale of Ahrenfeldt china (the store’s name can be added 
when the booklet is sold in quantity) it was made ready 
in time for the French product exhibit at San Francisco. 
Mr. Kupper went out to California for the exhibit and 
he is visiting a number of key cities on his way back to 


New York. 


— SPRACKLING, long recognized as an author- 
ity on table settings, has opened her own office as 
a public relations counsel, at 219 East 49th Street, New 
York, specializing in “table-top” promotion. Most of her 
activities will be devoted to the interests of Franciscan 
dinnerware, made by Gladding, McBean & Co., of Cali- 
fornia, and the new line of Hayward glass tableware, 
which is being marketed through Gladding-McBean. 


ARKS & ROSENFELD INC., New York importers 

and national distributors for several lines of Ameri- 

can ceramics, has just completed arrangements for open- 
ing a large showroom on the 15th floor of the Merchan- 
dise Mart in Chicago. The showroom, which is being 
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Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
| won the approval of succeeding 
| generations of discriminating people. 
COPE!.AND 

Nseuh ‘Fine English Earthenware 


(eae | 
ENGLAND 


‘EDPULANCS CHINA English Bone China 


Lowestoft Stone Ching 





Made by 
W.T. COPELAND & SONS, LTD. 
England 


€ 
Sole agents and wholesale distributors 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N.Y 


























China and Glassware 
Mean Steady Sales 
Throughout the Year 


For Every Jeweler 


GREATEST DISPLAY OF 
CHINA AND GLASSWARE 


PITISBURGH EXHIBIT 
HOTEL WILLIAM PENN 
JAN. 10 to 14, 1949 


Come! See the New Wares! 


ASSOCIATED GLASS & POTTERY MFRS. 
Box 227 Knox, Pa. 
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extensively remodeled and redecorated, will be under the 
managership of Gene Stewart, a well-known figure jp 
both the wholesale and retail ends of the china and glass 
field. In addition to import lines, Marks and Rosenfeld 
handle Goldscheider ceramics and the Walter Wilson 
ceramics from California. 


Y. MOTTAHEDEH, head of Mottahedeh & Song. 

¢ New York importers of modern and antique acces. 

sories, flew early this month to France, and will spend the 
next few weeks selecting merchandise for spring. 


USSELL B. MORGAN, who is connected with Many. 
facturers and Importers Associates, Los Angeles, has 
been elected president of the Gift and Art Club of that 
city, succeeding W. L. Blodgett. Walter Starnes is vice 
president, and Mary Braun will serve another term as 
secretary and treasurer. The new directors are: Mrs. Bart 
Bonebrake, Harvey Fenton, Virgil K. Haldeman, Mrs, 
Irma E. Jaeger, Mrs. Lois Osburn, Peggy Ryan, and Mrs, 
Margaret Schmidt. 


mee ROSENBERG, president of Dorset Products, Inc.. 
manufacturers of compacts, cigarette sets, and other 
metal accessories, and Harry Silverman, vice president 
and secretary, are now the sole owners of the company. 
Formed only a year ago, the company has opened new 
showrooms at 366 Fifth Avenue, New York, and 607 
South Hill Street, Los Angeles. 





Lustre to Tradition 


(From page 196) 


register their choice in silverware patterns at Williams’. 
China, crystal, silver hollowware and other types of gifts 
likely to be selected as wedding presents by friends are 
also registered at the store. Young people have thus 
accepted the practice that they can there find records of 
the prospective bride’s expressed preference. This bride’s 
service prevents duplication of bridal gifts and in those 
rare instances where duplication occurs, Williams Jewelry 
Store has always been gracious about arranging a satis- 
factory substitution. 

Most of the business of Williams Jewelry Store is done 
on a monthly basis with accounts due the 10th of the 
second month following the date of purchase. A small 
percentage of the business is cash and a yet smaller per- 
centage on instalments. 

The store redesigns out-moded jewelry and does a 
tremendous jewelry repair business. A registered watch- 
maker is in charge of the well-established service depart- 
ment. 

An effort is made to maintain running records of cus- 
tomers’ desires and the telephone is used regularly to let 
customers know of a new line or item that has recently 
arrived. 

As a result of the expanded silverware and china de- 
partments, the Williams’ business is unusually steady year 
‘round. The heaviest concentration of sales is, of course, 
around Christmas and the next busiest in May. How- 
ever, the promotion of gifts for graduation and increased 
sales efforts during the Easter holidays, flatten the Wil- 
liams’ sales curve out at a high level. 
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Seasons Greetings 


TO 


OUR MANY FRIENDS AND 
VALUED CUSTOMERS 


1945-1949 


METRO CREATIVE JEWELERS 
Manufacturers 


CALIFORNIA RING PRODUCTS 











Well-known, Experienced 


DIAMOND SALESMAN 


With established following in seven north- 
west states for fifteen years, seeks connection 
with cutter or importer of loose goods; also, 
manufacturer’s line of fine platinum and gold 
ring mountings. 

Must contract this December for early 
start January, 1949. 


Box No. "P., 2012" 
JEWELER'S CIRCULAR-KEYSTONE 
100 East 42nd St., New York, N. Y. 











SALESMAN-PARTNER WANTED 


to share in profits on 50-50 basis, without invest- 
ment, selling well-known, well-established line 
of nationally advertised diamond rings and 
loose diamonds. Substantial drawing account. 

Several choice territories open. Merchandise 
available for immediate delivery. 

Only experienced, aggressive men with fol- 
lowing will be considered. All replies will be 
held in strict confidence. Write fully concerning 
experience, background and qualifications. 


BOX ‘'G, 1861,"" CARE 
THE JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd ST., NEW YORK 17, N. Y. 
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to Our 
Many Good “Fetes 


“Jie men and women who make and 
market Silver City Sterling-on-Crystal, 
Gold-on-Crystal, and Cut-Glass Crystal 
extend most cordial greetings to our 
friends and customers throughout the 
country and along with our best wishes 
for the coming year, may we say thanks 
for your part in making 1948 the biggest 
sales year in Silver City’s history. 


SILVER CITY GLASS CO. 


MERIDEN, CONNECTICUT 











HOTEL FORT PITT - PITTSBURGH, PA. + JAN. 10-14 1949 


J. ANDREW SQUIRES 
1165 Bdw’y, New York 1, N. Y. 
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Otis Succeeds Wells as NEMJESA President; 


Has Long Been Active in Association Work 


Election time in the New England Manu- 
facturing Jewelers’ & Silversmiths’ Associa- 
tion has brought back to an official status— 
to the presidency of the association—one 
who has long been identified with the ac- 
tivities of NEMJ&SA—Edward O. Otis, Jr., 


former executive secretary. 


The association on March 20, 1948, ac- 
cepted with regret the resignation of Mr. 
Otis as executive secretary. The move was 


prompted by a serious illness through which 
Mr. Otis had passed. 


He had held the secretary post for 17 
years and in that time became widely 
known throughout jewelry circles. During 
that time he appeared in Washington many 
times as the champion of the manufactur- 
ing jeweler, and during the war practically 
commuted between Providence and Wash- 
ington in an effort to ease the materials 
problems of the jewelry makers. 


ACTED IN ADVISORY CAPACITY 


At the time of his resignation as execu- 
tive secretary it was his intention to con- 
tinue with the association in an advisory 
capacity, but in the interim he has become 
more active in his own business, Otis & 
Co. of Providence, and less active in 


NEMJ&SA work. 


To rectify this situation he was elected 
a director of the association on October 
21, and when the directors met a week 
later, he was chosen president to succeed 
Raymond L. Wells of Attleboro. 


Officers elected at the annual meeting of 
the association were those named by the 
nominating committee. 


Henry A. Peterson of L. S. Peterson Co. 
was chosen first vice-president. Benjamin 
Rossman of A. & Z. Chain Co. was elected 
second vice-president. Leo. F. Krussman 
of Trifari, Krussman &’ Fishel, Inc., was 
made third vice-president. 

Others elected were: William E. Smith 
of Irons and Russell Co., secretary, and 
Edgar E. Baker of W. R. Cobb Co., trea- 
surer. 

Directors for three years: Gottlob Arm- 
brust of Armbrust Chain Co.; Angelo Del 
Sesto of Van Dell Corp.; Edward B. Mce- 
Alpine of E. B. McAlpine; Henry A. Niven 
of L. G. Balfour Co.; Edward O. Otis, Jr., 
of Otis & Co.; Philip A. Painchaud of 
Revere Copper & Brass Co.;: George A. 
Ruehmling of J. F. Sturdy’s Sons, and 
Hayward H. Sweet of R. F. Simmons Co. 
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With the exception of Ruehmling and 
Sweet all were re-elected. 

President Raymond L. Wells reported the 
association in good numerical and financial 


condition. He expressed the belief that 


“there is a fair chance that something can 
be accomplished early next year” in getting 
relief for the industry from the 20 per cent 
excise tax. “If this can be done,” he added, 
“it will provide a much needed shot in the 
arm to everyone in the jewelry business.” 





EDWARD O. OTIS, JR. 


Executive Secretary George Richard 
Frankovich gave his first report as execu- 
tive secretary. He traced in detail the ac- 
tivities of the association and gave a com- 
plete statement regarding the association’s 
program for mobilizing the industry for any 
future national emergency. 


He stated that the year 1948 had seen 
the end of the long standing seller’s mar- 
ket and its replacement by a buyer’s market. 
During this past year there has been a 
marked decrease in the amount of jewelry 
sold, he said. “There has been a marked 
increase in the amount of advertising, the 
amount of salesmanship, and the amount 
of merchandising which were necessary to 
realize the volume that was obtained”, he 
said. 


“Not only was jewelry in direct and 
severe competition with other consumer 
items such as electrical equipment, furni- 
ture and other gift merchandise, but now 
it is in competition with plain everyday 
living,” he continued. 

“Also, this year, there has been seen a 
vying for customers among the many com- 
panies represented in the association. Im- 
proved merchandising methods, price sta- 
bilization, improved quality and delivery 
became for the first time in several years 
‘musts.’ 





a 


“At the same time, this past year found 
little let-up in the increasing costs of manu. 
facturing. Although lower prices have def. 
nitely become an object in jewelry buying, 
manufacturing costs have continued to soar. 
Your association has and will continue to 
assist you in meeting these cost and selling 
problems in many ways,” he promised, 

Then step by step the executive secretary 
dealt with the manufacturers’ problems, 
telling in each case what had already been 
done by way of solution or what was 
planned. 

The reports followed a dinner in the 
ballroom of the Sheraton-Biltmore Hote] 
attended by 200 jewelry manufacturers, 
The guest speaker was William Casey, 
chairman of the board of editors of the 
Research Institute of America. 

He told the group that more inflation, 
more and higher taxes, some serious metals 
shortages and rapidly increasing industrial 
mobilization are in prospect for the coming 
year. 

On the brighter side of the picture he 
said that he does not look for war with 
Russia because in his opinion that country 
does not want war and is not prepared to 
wage war. 

Casey described Russia’s Berlin blockade 
as a move to dull the vigorous opposition 
to Communism. After the war, he explained, 
Russia was out to grab as much territory 
as it could possibly get without resorting 
to war. “They then came to a realization,” 
he asserted, “that that program could not 
go any further because it was creating tre 
mendous opposition.” 


DISCUSSES BERLIN BLOCKADE 


The blockade of Berlin was described as 
a means of administering a stinging defeat 
upon America and thus duiling the oppo- 
sition that has built up against the Soviet 
by diverting attention from her previous 
activities. 

A decision on Berlin will have to be 
made during the winter, Casey said, adding 
that it will have to be faced by the admin- 
istration elected for the next four years 
and will be one of the greatest decisions 
ever made in the history of the country. 

Basing his opinion on travels in Europe 
this year, he said that he believes it will 
be wise to discontinue the expensive airlift 
operations and to re-establish land com- 
munications. 

“IT am of the strong belief,” he said, 
“that the risk of re-establishing land com- 
munications by means of a land transport 
can be taken because Russia is not pre- 
pared to engage in a shooting war.” 

Just back from three months in Europe 
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as associate general counsel of the Eco- 
nomic Co-Operation Administration, work- 
ing under Ambassador W. Averell Harri- 
man and Paul Hoffman, Casey said that 
the Marshall Plan in the future must be 
handled in a more hard-headed manner. 

He described the Marshall Plan as cush- 
joning reality, as cushioning the painful 
experience that usually follows mistakes. 

“This does not mean,” he added, “that 
we should discontinue the Marshall Plan. 
We have made commitments there and we 
have large-scale stakes in Europe. Discon- 
tinuance of the plan would mean wide- 
spread European bankruptcies. 

“It does mean that Marshall Plan funds 
must be administered with as hard-headed 
a plan as possible. I think it will be han- 
dled differently the next time around. The 
trouble thus far is that we haven’t imposed 
banker’s conditions.” 

In regard to future promises to European 
nations, the speaker said that promises 
should be made very cautiously, based defi- 
nitely on this country’s ability to fulfill 


them. 


JITC Chairmanship 
Declined by Krehbiel 


In the November issue THE JEWELERS’ 
CIRCULAR-KEYSTONE published a_ release 
from the Jewelers Vigilance Committee 
stating that Edward Krehbiel has been 
selected as chairman of the Jewelry Indus- 
try Tax Committee. On November Ist we 
received another release from the JVC 
which stated that Mr. Krehbiel had de- 
clined the chairmanship because of his 
health and for other reasons. 

Until such time as a permanent chairman 
is selected, G. H. Niemeyer, chairman of 
the Jewelers Vigilance Committee, will 
continue to act as Temporary Chairman of 
the Jewelry Industry Tax Committee. The 
activities of the Tax Committee will con- 
tinue under his direction and that of the 
Executive Committee. In addition to the 
regular members of the Executive Commit- 
tee, Messrs. G. H. Niemeyer, Maurice 
Adelsheim, president of the American Na- 
tional Retail Jewelers Association, and H. 
A. Goldberg, president of the National 
Association of Credit Jewelers, serve ex- 
officio. 

From all indications in the 81st Congress, 
the Chairman of the House Ways and 
Means Committee will be Representative 
Robert L. Doughton, who has had long 
experience in that position, and it is prob- 
able that Senator Walter F. George will 
again become Chairman of the Senate 
Finance Committee. These are the two 
important committees dealing with tax 
matters. 

Jewelers throughout the country may 
feel assured that the Jewelry Industry Tax 
Committee will keep abreast of the tax 
situation and daily developments, so that 
their interests will be protected. 








Seek Watchmaker Licensing 


G. H. Penrod, secretary of the Lincoln 
Watchmakers Guild at Lincoln, Nebr., 
announced in October that the new Nebras- 
ka Legislature would be asked to require 
licensing of watchmakers and repairmen. 
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ANRJA Completes Study 
On Costs of Operating; 
Results Are Available 


The American National Retail Jewelers 
Association recently announced the com- 
pletion of the most intensive operating 
costs and methods study ever undertaken 
in the retail trade. This study is the first 
major analysis of retail jewelry stores in 
many years and graphs the current status 
of store operations. 


Part One of the study, representing an 
analysis of 1947 operating results based on 
a mail survey of stores throughout the coun- 
try, reached members of the association 
before Thanksgiving. 


The report was mailed without charge 
to active members of ANRJA. Copies are 
available to non-members at a charge of 
$2.00 each, and requests should be ad- 
dressed to the officers of the association at 


991 Fifth Ave., New York 17, N. Y. 


The second phase of the survey repre- 
sents a new approach to research in the 
retail field. More than 200 jewelry stores 
and jewelry departments of department 
stores throughout the country were shopped 
by a professional shopper trained to evalu- 
ate and report on salesmanship and mer- 
chandising characteristics in the different 
stores. 


One of the foremost marketing research 
organizations in the country, Alderson and 
Sessions, Inc., of Philadelphia, have pre- 
pared this pioneering study, and have pro- 
duced a set of salesmanship and merchan- 
dising guides and recommendations based 
on these observations. 


COPIES MAILED TO MEMBERS 


A complete report of this study forms 
Part Two of the overall ANRJA Research 
Project and was mailed to members of 
ANRJA gratis; to non-members of the as- 
sociation, the charge is $3.00 per copy. 
Some of the material will also form the 
basis for a series of articles in the ANRJA 
Bulletin. Additional material from this 
comprehensive study of jewelry retailing 
will be released at a later date. 


The entire research program was con- 
ducted for ANRJA by Alderson and Ses- 
sions, Inc., under the active supervision 
of the Committee on Research, headed by 
H. Victor Paul, vice president of Wiss 
Sons, Inc., Newark, N. J. Committee mem- 
bers are : Allen Davidson, Thomas Long 
Co., Boston; Myron Everts, Arthur A. 
Everts Co., Dallas; Leo F. Henebry, Hene- 
bry & Son, Roanoke; Wilson A. Streeter, 
Bailey, Banks & Biddle Co., Philadelphia, 
and W. G. Thurber, Tilden-Thurber, Inc., 


Providence. 


Part of the cost of this study was con- 
tributed by the following prominent silver 
manufacturers as a service to the jewelry 
industry: The Gorham Co., Providence; 
International Silver Co., Meriden; Samuel 
Kirk & Son, Baltimore; Oneida, Ltd., 
Oneida; Reed & Barton, Taunton; Rogers, 
Lunt & Bowlen, Greenfield; Towle Manu- 








facturing Co., Newburyport, and R. Wal- 
lace & Sons Mfg. Co., Wallingford. 

Elliot Gordon, executive vice president 
of the Gorham Co., and George Stringer, 
comptroller of the International Silver Co., 
represented the silver manufacturers on 
the committee. 





Japan To Again Ship Quality 
Cultured Pearls in Quantity 


Highest quality cultured pearls from 
Japan are due to enter the American mar- 
ket any day now, for the first time since 
the war. 

Many efforts have been made to im- 
port Japan’s cultured pearls ever since the 
war ended, but U. S. civilians got only 
gems rejected by Army Post Exchanges. 
Under occupation edict, the PXs received 
first choice and their purchases couldn’t 
be exported. 

In the meantime, the American jewelry 
market was in need of good cultured pearls 
in quantity. Consumer demand was as 
great or greater than in the last pre-war 
year, when import values totaled more 
than one and one-half million dollars. 

Last September, Joe Goldstone, Presi- 
dent of Imperial Pearl Syndicate, went to 
Japan. He was armed with the approval 
of a long range financing and marketing 
plan which he had submitted to the Army 
civil affairs division in Washington. 

In Japan, he contacted SCAP (the Su- 
preme Commander for the Allied Power). 
In conference with General Douglas Mac- 
Arthur, Major General William F. Mar- 
quat, chief of the economic and scientific 
section of SCAP, and other occupation 
‘officials, he pointed out that the faltering 
cultured pearl industry could be re-estab- 
lished if yen prices paid to the growers 
were raised to give them a fair return, and 
if dollar prices paid by American im- 
porters were geared realistically to the 
American market. He _ explained that 
America’s market—the world’s greatest for 
cultured pearls—could not be maintained 
with reject gems and recommended that 
SCAP change its regulations so the in- 
dustry could net SCAP over a million 
dollars the first year. 

SCAP officials agreed and it took just 
four weeks to arrive at an equitable dollar- 
yen exchange rate and slash through red 
tape. Mr. Goldstone came away with a 
five-year contract between Imperial and 
its growers, the first long-term contract of 
any kind to be arrived at under the occu- 
pation. According to Mr. Goldstone his 
first shipment is due to arrive any day and 
will signal the reopening of Japan’s cul- 
tured pearl industry to world markets. 
Thus, says Mr. Goldstone, superior cul- 
tured pearls for the American jewelry 
trade will again be available in quantities 
to meet the insistent demand. 





Moves Into New Location 


The Eugene Wald jewelry store, a 26- 
year-old Milwaukee firm, has moved from 
its old location at 607 N. Plankinton Ave., 
to its newly built store at 605 N. Water St., 
one block east of its old spot. Mr. Wald 
and a staff of 25 will handle all sales in 
the new store. 
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Navy Official Cautions Ships Service Stores 
To Eliminate Sales to Unauthorized Persons 


Of especial interest to retailers through- 
out the country are two communiques re- 
cently issued by officers of the Navy rela- 
tive to ship’s service stores and their ac- 
tivities. 

These communiques virtually comprise a 
new chapter in the current crusade to 
eliminate “abuses” of ship’s service store 
and post exchange privileges. 

Undersecretary of Navy W. John Ken- 
ney, writing to commandants of all naval 
districts and river commands, said: 

“Information has reached the depart- 
ment indicating that abuses of ship’s ser- 
vice privileges may not have been entirely 


© 








eliminated. It is reported that merchan- 
dise sold by the ship’s service stores has 
been obtained by unauthorized personnel, 
either through direct purchase from the 
stores or through resale by authorized 
patrons. 

“Tt is desired, therefore, that all com- 
mands be enjoined to employ all prac- 
ticable measures to prevent abuse of ship’s 
service facilities.” 

It was also pointed out by the Under- 
secretary that section 3, paragraph 301 of 
the U. S. Navy Ship’s Service Store regu- 
lations, dated June 1, 1947, and additional 
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20 West 47th St., New York 19, N. Y. 





regulations effected May 5 of this year ]j 
the classes of personnel authorized to Bs 
ship’s service store facilities, and that Be. 
: a- 
graph 306 of the 1947 regulations State 
that whenever ship’s service privileges a 
abused, such privileges shall be withdrawn 
from the offending patrons and, if ap. 
propriate, disciplinary action be taken, 

Officer in Charge A. A. Antrim followed 
up the Undersecretary’s communique with 
a directive to all commanding officers jp 
which he said: 

“It is requested that renewed efforts be 
made to eliminate entirely sales of ship’s 
service store merchandise or services to 
unauthorized persons. Signs clearly ligt. 
ing classes of authorized patrons should 
be posted in appropriate locations and espe- 
cially in sales locations. It is suggested 
that such signs state: ‘Sale to or for any 
other person should not be made.’ . 

“Prohibition against resale of merchap. 
dise procured by authorized patrons to 
unauthorized personnel should again be 
stressed. 

“It is the purpose of this letter to re. 
emphasize the importance of eliminating 
any abuses of the ship’s service program, 
in order to avoid any basis for legislative 
curtailment of the ship’s service activities 
which is so essential to Navy morale and. 
welfare,” he concluded. 

The crusade against alleged abuses of 
the ship’s service and post exchange privi- 
leges originated in Rhode Island in the 
form of a one-man fight by Joseph Aronson. 
Newport credit jeweler. 


ASSOCIATIONS BACK CRUSADE 


Today the crusade has the backing of 
such groups as the National Association 
of Credit Jewelers, the American National 
Retail Jewelers’ Association, the National 
Association of Retail Clothiers and Fur- 
nishers and the central council of the Na- 
tional Retail Association. 

Immediate objective of the crusade is a 
congressional investigation of the ship’s 
service store and post exchange practices. 

Aronson and his colleagues contend that 
the service outlets were authorized in 1895 
to supply troops at “reasonable prices” 
with articles of ordinary use, wear and 
consumption not otherwise supplied by the 
government, but that today they offer in 
stock, by catalog and special order, almost 
any item from a package of cigarets to a 
Cadillac automobile. They further con- 
tend that such sales are not limited to 
members of the services but spread out 
through them to their families and friends 
to the detriment of the retailer. 

They charge that in many cases their 
stores are used to provide prospective ship’s 
service and post exchange store patrons 
with an opportunity to make their selec- 
tion from actual merchandise rather than 
from a catalog; that in many cases these 
persons go so far as to ask the retailer 
who makes the item they desire to buy 
and then carry the information to the 
proprietor of the service store. 

One retailer reports that two girls visited 
his store and spent more than a half-hour 
looking over a complete line of travel 
clocks. Just before they left, the retailer 
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he girls thought was preoccupied— 
other we can get that 
service for just about 


—who t 
heard one say to the 
$45 clock at ship’s 


half that price. 
The retailers charge that almost any- 


one—whether known to the service store 
or not—can buy from these service outlets 
without being questioned. They insist that 
such practices be stopped and that they 
he forced to go back to their original pur- 
pose. a . 
The pronouncements of the Navy 0 
cials prove that the crusade is being felt 
and that it is likely to result in correction 
of some of the service store abuses. 





NWJA Questions Members 
On Annual Buying Period 


In an effort to find out whether or not 
their members favored an annual buying 
period in connection with their annual 
convention, the National Wholesale Jewel- 
ers’ Association queried all members dur- 
ing October. Suggested by the Official 
Board of the Association, the buying 
period would be conducted some time be- 
tween the first of May and the tenth of 
June, at the time of the organization’s an- 
nual convention. 

Thomas A. Fernley Jr., secretary of the 
association, stated that it has been tenta- 
tively suggested that two or three days 
before or following the annual meeting be 
set aside at the same hotel for this 
exhibit. Exhibitors would display their 
lines in hotel rooms. 

To obtain their views on whether this 
plan is of interest, and if so, what dates 
would be preferred, the association attached 
a blank form to a letter outlining this 
suggestion and asked members to promptly 
fill it out and return it. 

Members’ decisions will relate to conven- 
tions beginning in 1950. 





IN STEP WITH PARADE 





“The 1948 Watch Parade" in Dallas was 
celebrated Oct. 17-24 by an official procla- 
mation by Mayor Jimmie Temple. In ap- 
preciation, W. Tim Welch, president of the 
Dallas Jewelers Association, presented the 
mayor with a shock-proof, water-resistant, 
self-winding watch with a luminous dial. In 
making the presentation, Welch jokingly ex- 
plained: "The watch is shock-proof to pro- 
tect you from the many shocks you are 
subject to; water-resistant because you 
oftentimes find yourself in hot water; self- 
winding because a busy mayor does not 
even have time to wind his watch." Welch 
is vice-president of Everts Jewelers, Dallas. 
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This beats a magic carpet! 





































Air Express can bring you supplies and equipment from 
any U.S. point—overnight. And that’s better than old- 
style magic! Air Express is the fastest way you can find 
to ship or receive. No delays, because shipments go on 
every flight of the Scheduled Airlines. 

What’s more you get special door-to-door service at no 
extra cost. With low Air Express rates, you can use this 
fastest service as a regular procedure. Let Air Express 
keep your business running fast—and smoothly. 


Specity Air Express-Worlds Fastest Shipping Service 


e Low rates—special pick-up and delivery in principal U.S. towns and 
cities at no extra cost. 


e Moves on all flights of all Scheduled Airlines. 
e Air-rail between 22,000 off-airline offices. 


True case history: Rubber equipment users regularly get replacement 
parts by Air Express so machines won't stand idle. Recent shipment: 
102-lb. carton picked up 5 p.m. the 18th in Noblesville, Ind. Air-rail 
to Dallas, delivered 9 a.m. following day. 799 miles, total cost only 
$26.78. Any distance inexpensive, too. Phone local Air Express 
Division, Railway Express Agency, for fast shipping action. 
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GETS THERE FIRST 



















Rates include pick-up and delivery door 
to door in all principal towns and cities 
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AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES of THE u.s. 





Having Trouble Identifying a Watch Part?; 
Get Copy of New Official Parts Dictionary 


For the first'time in watchmaking history © 
a complete dictionary, in four languages, 
covering all parts of all modern types of 
watches has been published by The Watch- 
makers of Switzerland. 

It is called the “Official Dictionary of 
Watch Parts” and runs to 167 pages. Ap- 
proximately 700 watch parts are included. 

Every watchmaking term appearing in 
the dictionary is illustrated by a typical 
watch part so that the watchmaker can 
identify the part by picture, number, and 
name. 

The nomenclature for each part is given 
in English, Spanish, French, and German. 





The number for each part shown is 
based on the simplified, standardized sys- 
tem of parts identification given in the 
Official Catalogue of Swiss Watch Repair 
Parts (Part 1). 

The dictionary was compiled after years 
of research among watchmakers of many 
nations. As a result, it contains within its 
covers the definitive standard reference to 
all watch parts in terminology that is now 
in use throughout the watch world. 

While it is useful for every watchmaker, 
it is particularly suited to the watch repair 
department which does a heavy volume, or 
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We are asking our customers not to con- 
fuse Swing Clocks with other makes that 
are being offered on purchase cards at 
much reduced prices. 


The Swing policy is to always protect its # Ks 
customers. Ys 


Coming events—the new '49 models to be As 
announced later. dss 
AY 


The originators of miniature synchronous = 
swinging pendulum elocks Ayr 


SWING CLOCK # 


ZN 
MANUFACTURING COMPANY #8 


General Office & Factory 
2010-18 South Halsted St., Chicago 8, Ill. 
Showrooms & Sales Offices 


A 
209 South State St. (Rm. 1707) Chicago 4, Ill. 
1355 Market St., San Francisco, California 


19 West 44th St., New York 18, New York 
Swing Clocks are prizes on ABC's National Hookup program “Welcome Traveler’ 
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which has demands for unusual or eXcep- 
tionally skilled service. 

The Dictionary’s Introduction js helpful 
in explaining the basic technical features 
of all movements. 

This introduction describes the different 
parts groupings of a movement, and their 
functions in the timepiece. It Zlves a 
concise definition of the different types. of 
movements, such as lever, cylinder, pin 
Jever movements. 

Explanation is given of how a watch is 
timed and the meaning of the timing terms, 
as well as a table showing size, comparison 
of movements in lignes, millimeters, to. 
gether with the size designations used jn 
the United States. 

Under the heading, “On a few special 
kinds of watches,” a description is given of 
special movements, such as marine chrono. 
meters, chronographs, calendar, alarm, re. 
peater watches. 


OFFICIAL BICTIONARY 


2 
WATCH PARTS 











This Official Dictionary of Watch Parts, pub- 
lished by The Watchmakers of Switzerland, 
gives to the watchmaker for the first time 
a listing of approximately 700 watch parts 
grouped by number and type with the name 
of each part given in four languages, 
English, Spanish, French, and German. The 
Dictionary contains 167 pages including an 
introduction. 


Parts are classified by groups in the 
Dictionary to facilitate locating them. The 
numbering system used also goes by group 
classification. For example, the first group 
of parts shown in the dictionary is the 
“frame and barrel” parts, which covers 
number 100 to 199. The second grouping 
is “Wheels and pinions, 200 to 283.” 

The illustration of parts, their numbers 
and nomenclature in four languages are 
printed on the right hand side of each page. 

The left hand page is horizontally lined 
opposite each part illustration. This blank 
space permits the watchmaker to _ insert 
all special data that his technical experi- 
ence requires for further reference. 

For example, the watchmaker may want 
to note the mark and number of the move- 
ments for which a special part is needed. 
Remarks concerning the method of assem- 
bling such material in the watches may be 
added. Or he may read a technical article 
which has reference to the characteristics 
of a particular part or its use, and he will 
then write in these references on the blank 
space opposite the appropriate part. 

The fact that all chronograph, self-wind- 
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ing, : 
included in 


yolume an eve 
work for the advanced watchmaker. 


It should be pointed out that the Official 
is much more comprehensive 


Dictionary a 
and elaborate than the dictionary section 
which was included in the Official Cata- 


logue of Swiss Watch Repair Parts (Part 
1). The Catalogue’s dictionary section 
covers the nomenclature for 158 parts im 
three languages—these are the most com- 
monly used watch part terms. 

The Official Dictionary, however, with its 
coverage of approximately 700 parts, and 
the addition of a fourth language, affords 
the watchmaker a much fuller reference to 
every type part used in every type of 
modern movement. 

The Dictionary may be ordered through 
THe JEWELERS’ CIRCULAR-KEYSTONE Book 
Department for $4.50. 





Exquisite Jewelry Designs 
Feature Cartier’'s Gem Show 


ge 
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_A platinum, diamond and ruby ensemble 
showing, among other charming creations, 
one of the new Cartier necklaces which is 
delightfully adapted to the dressmaker's 
creation. Diamond scatter clips in the 
shape of flowers ornament the decolletage. 
A matching bracelet is worn on the arm and 
clips adorn the black suede shoes. 


Superb creative ability in design and 
craftsmanship was again demonstrated by 
Cartier’s at their fall exhibition of jewels 
which was held in New York early in 
November. 

Among the most remarkable gems shown 
was a pear shaped Colconda diamond, used 
as a hair ornament and which was striking 
in its simplicity. Necklaces in radically 
new styles and covering a remarkably large 
range of prices seemed to be the outstand- 
ing effort of Cartier’s creative talent. 

The new trend in jewelry is an adapta- 
tion to necklaces of the three dimensional 
effect, which Cartier originated, and a re- 
turn to greater delicacy of design which 
necessitates consummate skill on the part 
of master craftsmen. Magnificent oriental 
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calendar and alarm watch parts are 
the Dictionary makes this 
n more valuable reference 


pearls gave their appealing feminine charm 
to many pieces. 

A series of beautiful enamels made by the 
monks of Abbey of Liguge of France were 
of arresting interest. One of these enamels 
was designed by Rouault himself. 

Amusing conversation clips and pins in 
the shapes of birds and insects combined 
almost every type of jewel. 


and observation of victims of the most 
widespread of all ailments. Seven million 
people in the United States are today suf- 
fering from arthritis or a related rheumatic 
disease. 

To finance the research and clinical pro- 
gram, the Foundation seeks to raise the sum 
of two million dollars nationally during the 
period November 15-December 11. 








Mr. Kaufman is president of the Kay 
chain of jewelry stores and has been active 
in philanthropic work in the past.. He 
heads the Leo N. Levi Memorial Hospital 
for rheumatic disease at Hot Springs, Ark. 


Heads Fund-Raising Drive 
To Fight Rheumatic Disease 


The name of Edmund I. Kaufman, Wash- 
ington, D. C., merchant and business man, 
has been added to the Board of Directors of 
the Arthritis and Rheumatism Foundation, 
535 Fifth Ave., New York. 

The Arthritis and Rheumatism Founda- 
tion is the first organization to attack the 
problem of rheumatic disease with a com- 
plete program calling for extensive medical was associated with the credit and jewelry 
research and the establishment of clinics firm of Pinsky Stores, Inc., in Camden, 
throughout the country for the treatment N. J. 


Duval Appoints New Manager 


The Duval Jewelery Co., Inc., 226 East 
Flagler St., Miami, Fla., has announced the 
appointment of Calvin A. Duff, of Oaklyn, 
N. J., as manager. For 22 years, Mr. Duff 














pranasas: ee weer ewwwwerey enn | | etter -rewwre oe . ol 





CAN ENGRAVE RINGS 


INSIDE! 















MODEL R COMPLETE) 
INCLUDES 2 STYLES OF 
LETTERING. $185.00 
F.0.8. NEW YORK.) 


The NEW HERMES ing engraver’ 
IS REVOLUTIONARY! 


® So simple — everybody can operate it 


@ Engraves names, initials, dates INSIDE ring 





® Results are identical to hand engraving ra 
SEND FOR DESCRIPTIVE FOLDER MODEL R 
SU. S. & FOREIGN PATS. APPLIED FOR | 








Jewelry Producing Plants in New England 
Feel Business Will Fall Short of '47 Level 


It appears doubtful that last year’s peaks 
for the jewelry producing industry will be 
duplicated this year. 

The quickening demand for jewelry that 
became apparent in October began to peter 
out before the beginning of November, in- 
dicating that the best part of the current 
season is now history. 

This doesn’t mean that the manufac- 
turers are devoid of business. Jewelry firms 
in the Rhode Island and nearby Attleboro, 
Mass., areas are busy. but as one manu- 





facturer put it—“‘it isn’t a pleasant, happy 
sort of busy.” 

What he meant was that the foundation 
on which the current volume is built is 
rather shaky. The only means of strength- 
ening it—a steady flow of good-sized orders 
—appears unattainable, at least for this 
Christmas season. 

Up to this time, business has been pretty 
much on a par with a year ago. Orders 
came in later than was expected with the 
result that October was a good month, em- 











% TECH GRINDING and POLISHING 


ag 
or DUST COLLECTOR 


ND 


Specifically designed to guard against breathing dust, the new TECH 
GRINDING and POLISHING DUST COLLECTORS provide an 
efficient means of actually collecting dust created by grinding, polishing, 
and buffing so that the precious metals may easily be recovered by refine- 
ment. Furthermore, it will eliminate the dust accumulations on furniture, 
fixtures, and merchandise generally caused by ordinary grinding and 
polishing motors. It can be used in any location. 

Sturdily built to last a 
lifetime, these unique 
machines are attractive 
in their natural alumi- 
num pebble finish and 
complimentary to any 
furniture or fixtures. 
















ga a 


Patent 
Pending 





ONLY 


ST 3 Q-95 


F. O. B.-Houston, Texas 
ORDER FROM YOUR DEALER TODAY 


Engineered for efficiency and a symbol of beauty, the TECH GRIND- 
ING and POLISHING DUST COLLECTORS embody the follow- 
ing outstanding and unique features: ... 44 HP Electric Motor, 3450 
RPM, 110 Volt, 60 Cycle, single phase, inclosed ball bearings that do 
not require lubrication . . . Torrington Air Rotor Blower Wheel . . . 
Replaceable fibre giass air filter . . . Healthful lighting provided by a 
six inch fluorescent tube, glass inclosed . . . For use with six inch wheels 
and buffers or smaller . . . Air ducts directly connected from intake to 
exhaust, assuring maximum air stream efficiency . .. All moving parts are 
directly connected to motor . . . Extra length on spindle to stop motor 
with hand .. . Extra attachments for use with grinding stone . . . Stand- 
ard specifications: Length 25 inches, Width 13% inches, Height 12% 
inches. Shipping weight 50 pounds. 


See the TECH BENCH and GRINDING and POLISH- 
ING DUST COLLECTOR on display at your Dealer 


THE DE MARIA COMPANY, Inc. - 711 Main Street, Houston 2, Texas 


... New, Efficient, and Completely Streamlined... 
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ployment in the Rhode Island area alone 
rising about 1000 over September, 

A like advance in October—a period i 
which the last minute rush of orders was 
expected to snow under the industry— 
would have brought total employment for 
Rhode Island alone very close to the all. 
time peak reached last November whey 
19,954 persons were at work. 

But the decline in demand during the 
last 10 days of October is expected to leaye 
November, 1947, as the best month the jp. 
dustry has experienced to date. 


Manufacturers have been busy trying to 
learn the reasons for the decline at a time 
when business was expected to increase. 


They have found that it goes right back 
to the ultimate consumer who has pot 
been buying in his accustomed manner. 
The excise tax is still the biggest single 
factor in the consumer’s stand-offish atti. 
tude. He finds it hard to part with $2 tax 
on an item selling for $10, and harder stil] 
to add $100 to the purchase price of a $500 
diamond ring. 


CAREFREE SPENDING HAS ENDED 


Another reason for the consumer disin- 
terest is the fact that money is not as plen- 
tiful as it has been. It has been costing - 
more to live. Carefree spending of surpluses 
built up during the lush war production 
days has eaten into those surpluses with 
the result that people who just a little 
while ago were buying with abandon are 
now exercising a little caution. 

The retailer doesn’t want to be _ over- 
stocked. He is watching the consumers’ 
habits very carefully and will count it a 
successful season if he can foretell the 
demand accurately and end the Christmas 
shopping season with stocks depleted. 

Manufacturers have learned of retailers 
who have ordered their buyers to procure 
their approval on all requisitions. 

This extremely careful buying practice 
is contagious—soon caught by the whole- 
salers and jobbers. They are buying as 
closely to the belt as the retailers, in fact, 
in many cases they are buying in direct 
proportion to the retailers’ orders. 

One encouraging factor is that the sup- 
ply pipeline will not be clogged as the 
result of this season’s activities. Future 
demand will not be delayed by the neces- 
sity of siphoning off an_ over-stock of 
jewelry at the wholesaler-jobber-retailer 
levels. 

Feeling the lessened demand most keenly 
are the makers of costume jewelry, watch 
bands and accessories. The syndicate store 
suppliers are also under last year’s volume, 
what demand there is being for cheap lines 
that carry an extremely slim margin of 
profit. 

Producers of staple lines are unaffected. 
Particularly is this true of men’s jewelry. 
Demand there is no longer seasonal, but 
carries on throughout the year. Plants in 
this category have been growing rapidly in 
an effort to meet a demand that has been 
building sharply for some time. 

Neither will the full effect of demand 
dips be noticeable in all of the plants 
affected. Some of them have taken on the 

(Please turn to page 261) 


THE JEWELERS’ CIRCULAR-KEYSTONE 














First Class in ‘Complicated Watches’ 
Graduates From Denver Horological School 


In a ceremony attended by dignitaries 
and national association officials, the Ameri- 
can Academy School of Horology in Den- 
ver, Colo. on October 1, awarded diplomas 
to the first class of complicated watch 
course graduates ever to be turned out in 
an American school. The successful candi- 
dates for greater scientific knowledge in the 
watchmaking craft heard themselves lauded 
by an impressive roster of school directors 
and association officers from all parts of 
the country. 

In a principal address to the class, 
Orville R. Hagans, president of the Ameri- 
ean Academy, strongly advised the gradu- 
ates against developing a “rush” habit in 
their future work and thereby losing the 
valued reputation earned by the possession 
of a highly technical skill. “Do better work 
than the other fellow and you will be 
sought out,” he said. 

The following excerpts are from addres- 
ses to the class delivered by leaders in the 
profession who warmly congratulated the 
graduates: 

Fred A. Morey of Cleveland, Ohio, presi- 
dent of the United Horological Association 
of America: “Welcome into an honored 
profession. Bear in mind always that your 
fellow craftsmen will not regard you as 
competitors—but are looking forward to 
your carrying on the finest principles of 
our trade, better trained and_ better 
equipped in accordance with progress of 
time. Be earnest in advancing your pro- 


fession.” 





Fred A. Morey, president of the UHAA, 
presents the first diploma to graduate Peter 
Bodner on the occasion inaugurating the 
first successful completion of the specialized 
course in complicated watches. In the back- 
ground are American Academy's Director 
Tod New and UHAA Certification Board 
Member, Carl Hurst. 


Carl Hurst of Oklahoma City, Oklahoma, 
UHAA executive board member and exec- 
utive secretary of the Oklahoma Board of 
Examiners in Watchmaking: “You are the 
products of one of America’s best horologi- 
cal schools—but technique alone will not 
enable you to reach the highest success in 
your field. Learn the inestimable value of 
team work and group strength—be sin- 
cerely active in association work.” 

Arthur T. Johnson of the Philadelphia 
College of Horology, Philadelphia, Pa., 
treasurer of the National Association of 
Horological Schools: “Your school train- 
ing is the best, and far superior to that re- 
ceived by us in our youth many years ago. 
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However, it would be fatal to relax in 
your training now. In order to survive, 
remember to keep learning for the rest of 
your life.” 

Paul Leeds of Chicago, Ill., NAHS ex- 
ecutive board member and director of the 
Chicago Institute of Watchmaking: “You 
are entering the field at the best possible 
time. With the present gains and your ad- 
vanced knowledge, be assured that your 
professional status is rising in stature equal 
to that of the Swiss.” 














Forrest Osborne of Memphis, Tenn., di- 
rector of the Southern College of Watch- 
making and NAHS executive board mem- 
ber: “You are fortunate to have been able 
to learn the most modern, advanced meth- 
ods available. I predict a success for each 
of you in your chosen field.” 

Archie F. McGhee of Jersey City, N. J., 
director of the New Jersey and Pennsyl- 
vania schools of watchmaking and NAHS 
executive board member: “Be the experts 
that you have been trained for, and you 
need never be doubtful of your future.” 

The American Academy’s complicated 
watch course is an intensive, rigorous 
course in which the basic principles of 
complicated watches are taught. 








AN OPPORTUNITY FOR A WATCH SALESMAN 














territory you cover. 





ARE YOU 
THE MAN? 


We have an opening for a Watch Salesman 
Who Knows Watches... a salesman with an 
established following who appreciates qual- 
ity. Our watches are known from coast to 
coast . .. and recognized as a better time- 
piece in the popular price field. 


The man we want must be a watch sales- 
man with connections amongst Wholesalers, 
Chains and other large users of merchandise. 


If you think you are the salesman for us... 
then communicate at once, advising us which 


YOUR COMMUNICATION WILL BE 
TREATED IN STRICT CONFIDENCE 


ADDRESS: BOX "'D., 1982" 
c/o JEWELERS' CIRCULAR-KEYSTONE 
100 EAST 42nd ST., NEW YORK 17, N. Y. 
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CLUSTER RINGS 
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WEDDING RINGS 
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Manufacturers 
to the Wholesale Trade 


Midwestern Representative 


JL. MILLER 
29 EAST MADISON STREET 
CHICAGO, ILLINOIS 
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NEMJ&SA Draws Up a Five-Point Program 
Beamed at Preparedness For War Production 


As far as the jewelry manufacturing exec- 
utives of the Rhode Island-Massachusetts’ 
area are concerned, industrial mobilization 
for war has emerged from the talking into 
the active stage. 

Directors of the New England Manufac- 
turing Jewelers’ and Silversmiths’ Assn. 
appointed a committee during the summer 
and assigned it the task of obtaining in- 
formation and data whic will facilitate in- 
dustrial mobilization. 

They hope that the mobilization plan that 
will result will never have to be put into 
operation, but at the same time they are 
determined that in the event of another 
national emergency the industry will be 
able to make a smooth, co-ordinated tran- 
sition from peace to war production. 

This committee has been at work. It 


has been in contact with the National Se-— 


curity Resources Board—the national plan- 
ning agency for any possible future war— 
and has found that unless the industry is 
able to fit into the overall mobilization plan 
there is a distinct probability that should 
another war occur the jewelry industry, 
because of its luxury nature, would be 
forced to stop completely the manufacture 
of its normal lines. 

While in Washington the representatives 
of the association also contacted the mili- 
tary procurement planning agency of the 
government, the Munitions Board, and 
learned that it will be three or four years 
before its overall plan extends down to the 
component parts of end items which the 
jewelry industry can make. 

In most cases the jewelry firms were not 
prime contractors during the last war. They 
worked for the most part as sub-contractors, 
making parts for war materiel. 

The mobilization plan in general will 
line up first of all the prime contractors. 
Therefore it would be a long time before 
the sub-contractors would be fitted into the 
program. 


OUTLINE FIVE-POINT PROGRAM 


In view of this fact, the association has 
drawn up a five-point program which is to 
be initiated immediately. It is as follows: 

1—To impress on the members of the 
association the need for action now even 
though they are not interested in current 
procurement. 

2—To acquire information which will en- 
able the association to inform its members 
of procurement procedure used by the vari- 
ous services so that if anyone does desire 
at any time to get a government contract, 
he may know exactly where to go, whom to 
see and how to go about it. 

3—To keep an up-to-date file of bids on 
items which could be made by this industry. 
To inform members of these requirements 
so that they may submit bids. 

4—To inaugurate a selling program for 
the industry directed to prime contractors 
and government agencies. The association 
is now preparing a mailing list and a book- 
let showing both the government agencies 
and the prime contractors the war poten- 
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tialities of the jewelry-producing industry, 

S—To initiate an information program 
which will assist member companies jp 
contacting prime contractors and enable 
them to keep in close contact with these 
prime contractors so that they may be ip. 
cluded, on a sub-contract basis, in the plans 
of these prime contractors. 


FRANKOVICH PRESENTS PROJECT 


In presenting this program at the annual 
meeting of the NEMJSA, Executive Secre. 
tary George Richard Frankovich stated 
that although the project demands much 
work on the part of the association staff, 
it will be carried through to successfyl 
completion in the hope that the delays, 
uncertainties and waste which the country 
knew in the last war can to a great extent 
be avoided in any future emergency. 

While the program is beamed generally 
at preparedness on the industrial level for 
the war production job that would be 


posed by any future war, it also has a 


timely angle. 

The jewelry industry—at least many seg- 
ments of it—are subject to seasonal ups 
and downs in business volume. Companies 
thus affected are, in many cases, looking 
for other products that their equipment 
would permit them to include in their 
production schedules. 

It is their ultimate objective to have some 
companion lines on which they would be 
able to concentrate during the dull seasons 
in jewelry. 

As part of the industrial mobilization 
program there is the possibility of jewelry 
firms procuring war work at the present 
time, in addition to stand-by contracts that 
would automatically be placed in operation 
by means of a telephone call in the event 
of a national emergency. 

The program as undertaken by the Man- 
ufacturing Jewelers’ association thus has 
a two-fold purpose of placing the industry 
in a prepared position for the eventuality 
of another war, and also to provide them 
with government work at the present time 
to augment their production of seasonal 
merchandise. 





Watchmakers Elect Officers 


Members of the Oklahoma Horological 
Association elected new officers on October 
31st, in the Skirvin Tower Hotel, Oklahoma 
City, at their annual fall meeting. 

New officers, both re-elected for a second 
term, are Roe Zumwalt, Oklahoma City, 
president, and I. B. Cohenour, Muskogee, 
vice president. They will take office at the 
annual convention of the association in 
Oklahoma City next April. 

Carl D. Hurst, secretary of the Oklahoma 
watchmakers’ examining board, discussed 
problems of training apprentice watch 
repairmen at the meeting. He said the 
United Horological Association of America 
wants to raise the standards of training 
schools. 
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COMING EVENTS 


January, 1949 


g—Chicago Jewelers Association, 75th 
Annual Banquet, Stevens Hotel, Chicago, 


ee Glass & Pottery Ex- 
hibit, William Penn Hotel, Pittsburgh, Pa. 

10-14—Keystone China & Glass Show, 
Fort Pitt Hotel, Pittsburgh. 

10-14—New York Lamp Show, New 
Yorker Hotel, New York City. 

15—The 24 Karat Club of the City of 
New York, 46th Annual Banquet, Waldorf- 
Astoria Hotel, New York. 

18-21—-Southeastern China, Glass & Gift 
Show, Municipal Auditorium, Atlanta, Ga. 

93-28—California Gift Show, Brack 
Shops, Merchandise Mart, Alexandria Ho- 
tel, Los Angeles, Calif. 

95-28—Mid-South Gift & Jewelry Show 
and Mid-South Variety Fair, Hotel King 
Cotton, Memphis, Tenn. 

31—February 11—Chicago Gift Show, 
Palmer House, Chicago, Ill. 

3]1—February 11—Merchandise Mart 
Gift Show, Merchandise Mart, Chicago, III. 


February 


1-2—Indiana Jewelers Association, Mid- 
Winter Convention, Lincoln Hotel, Indian- 
apolis, Ind. 

6-10—Western Merchandise Exhibitors 
Gift, Toy & Housewares Show, Civic Audi- 
torium and Western Merchandise Mart, 
San Francisco, Calif. 

13-17—Kansas City Gift Show, Municipal 
Auditorium Exhibition Hall, Kansas City, 
Mo. 














Earrings in various patterns in 14 KT 
Green and Red Gold. 
St. Christopher Key—14 Kt in three 


sizes; also Bill Clips, Charms and 

Links to match. 

Love Knot Ring—14 Kt Red and Green 

Gold Combination in four sizes. Ear- 

rings, Cuff Links and Studs to match. 
Our comprehensive line of 
Gold, Platinum and Enam- 
etl Novelties, including 
Vanity, Cigarette and Card 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO., Inc. 


Manufacturers 


64 West 48th Street 
New York 
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19—The Golden Roosters of Chicago, 
Annual Dinner-Dance, Congress Hotel, 
Chicago, Ill. 

20—Illinois Retail Jewelers Association, 
Annual Convention, Springfield, Il. 

21-25—New York Gift Show, New 
Yorker and Pennsylvania Hotels, New York 


City. 
21-25—225 Fifth Avenue Gift Show, New 
York City. 


27—March 2—Denver Gift & Jewelry 
Show, Hotel Albany, Denver, Colo. 


March 


6-11—Allied Gift & Jewelry Show, Hotel 
Adolphus, Dallas, Texas. 

6-11—Dallas Gift Show, Hotel Baker, 
Dallas, Texas. 

7-11—Boston Gift Show, Statler Hotel, 
Boston, Mass. 

7-11—Parker House Gift Show, Parker 
House, Boston, Mass. 

21-25—Philadelphia Gift Show, Benja- 
min Franklin Hotel, Philadelphia, Pa. 


May 

1-2—Maryland-Delaware-District of Co- 
lumbia Jewelers Association, Annual Con- 
vention, Emerson Hotel, Baltimore, Md. 

15-17—New York State Retail Jewelers 
Association, Annual Convention, Statler 
Hotel Buffalo, N. Y. 

15-20—New York Stationery Show, New 
Yorker Hotel, New York City. 

19-22—United Horological Association of 
America, Annual Convention, Sherman Ho- 
tel, Chicago, III. 


Longines-Wititnauer Salesman 
Observes 50th Year With Firm 


Back in the days when a ladies’ chate- 
laine watch provided the highest priced 
trafic in a jewelry store, Fred Wilkinson, 
dean of the sales force of the Longines- 
Wittnauer Watch Co., started to work for 
that firm. That was the era of the en- 
ameled watch—with cases and dials en- 
amelled and encrusted with gold. 

Fifty years as a traveling man led Fred 
Wilkinson into many experiences which 
were culminated when he celebrated his 


FRED WILKINSON 





50th anniversary with the company on 
October Ist. This was the subject of a 
special announcement on the Longines- 
Wittnauer Festival of Song program — 
heard over the CBS network. 

Fred Wilkinson enjoys the friendship of 
jewelers all over the United States, for 
he covered the entire country at one time 
or another. Mr. Wilkinson now covers the 
midtown area of New York for Longines- 
Wittnauer, and it speaks well for the 
stability of the jewelry industry that 
amongst his customers are so many with a 
comparable service record. 
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Pay Tribute to Ullmann at Dinner 





Over one hundred members of the Maiden Lane Historical Society assembled for the organi- 


zation's annual dinner on Thursday, October 28, at the Warwick Hotel, New York. 


As 


usual a reception and cocktails immediately preceded the banquet—an opportunity for 
mingling which everyone seemed to thoroughly enjoy. An entertaining floor show followed the 
dinner. 


A glowing tribute to the late Albert 


Ullmann was made by Maurice Tishman, 
president of the Maiden Lane Historical 
Society, at that organization’s annual din- 
ner held on October 28 at the Hotel War- 
wick, New York. 

Mr. Ullmann, the founder and historian 
of the society, died October 8. The text of 
Mr. Tishman’s address follows: 

“Members and guests of the Maiden 
Lane Historical Society, I take pleasure in 
welcoming you to our annual dinner. It is 
indeed gratifying to see so many jewelers 
and their friends gathered together in the 
spirit of good fellowship; and at this time, 
I wish to thank the dinner committee who 
have contributed so well to the success of 
this gathering. 

“T regret to state that our society has 
suffered a sad loss since our last meeting. 
I ask the members to please rise—in re- 
spect to the memory of Albert Ullmann, 





| 
| 


the founder and historian of this society— 
in whose recent passing we have all lost a 
loyal worker and a kind friend. 

“Mr. Ullmann was a recognized author. 
ity on the history of New York City— 
from the battery to the Bronx. He spent 
most of his life talking and writing about . 
the city in which he was born 87 years ago. 

“Although largely identified with the 
jewelry business and the publishing of 
jewelry trade papers, he found time to 
write several books and many articles on 
the thousands of interesting episodes and 
fascinating stories that are always the life 
part of a great and growing city. 

“His especial love was the section of 
New York which our Society commem- 
orates and which he immortalized in his 
book, ‘Maiden Lane,’ the Story of a Single 
Street. 

“Mr. Ullmann is gone but his spirit will 
live with us.” 





London Letter 


Synchronizing with the recent royal birth 
and the likely demand for nursery silver 
the National Jewelers’ Association in 
Britain sent out broadsheets to the jewelry 
trade stressing the beauty of modern nur- 
sery silver and suggesting attractive suites 
in silver for christening presents. The his- 
tory of nursery silver is traced back to the 
days of the ancient Greeks and Romans. The 
beauty and purity of line of modern nur- 
sery silver such as beakers, with the letters 
of the alphabet engraved in panels; plates 
with deep-set centers and engraved with 
Noah’s Ark animals; wide napkin rings to 
match; fish-and-flower-engraved plates with 
deep centers; cutlery sets engraved with 
Zodiacal signs; porringers shaped like a 
finger bowl with two handles and engraved 
“nusher” and spoon sets, is emphasized. 
Mrs. M. E. Curran, director, says it is 
hoped the sales of modern nursery silver 
will be stimulated by the royal event this 
winter. 

City of Plymouth Jewelers’ Association at 
a recent meeting decided to take to the 
“appropriate quarter’ the matter of co- 
operative society clock sales upon which, it 
was claimed, purchasers receive a shopping 








dividend. The jewelers agreed that the 
cooperative societies could not be prevented 
from selling these fixed-price clocks, but 
contended it was only reasonable that the 
“co-ops” should sell at the same price as 
private jewelers, and not credit customers 
with dividends on them. It was suggested 
that such goods sold by the “co-ops” should 
be marked “non-dividend.” Cooperative 
societies, of course, pay a shopping divi- 
dend every half year of some five per cent 
(in some districts it is 10 per cent) on all 
goods purchased at “co-op” stores. 

The world demand for loose diamonds 
continues. Antwerp is extremely busy and 
a substantial volume of goods is being 
shipped to diamond importers each week— 
especially to Britain and the U.S.A. The 
position of large stones, here and at the 
continental diamond centers, according to 
Backes and Strauss, remains as for weeks 
past—a demand that far exceeds the supply 
for big stones of fine color. The small 
quantities offering are snapped up at good 
prices. The amount of new polished goods 
available here is small and the stones are 
eagerly sought after. Very little change is 
recorded in prices from Amsterdam and 
Antwerp for melees, small brilliants and 
eight-facets. 
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The Henry Schwab Lapidary. Inc., lo- 
cated at 100 West 43rd St... New York, 
have recently enlarged their quarters and 
‘ncreased the floor space by 950 per cent. 
The firm has installed new machinery 
which will enable them to better serve the 
trade in cutting synthetic stones in all 


re?P 


shapes, color and sizes. | | 
4 J. Feinberg, of the firm of A. & J. Fein- 
berg, diamond importers located at 62 West 
47th St., New York, left for Europe on 
Nov. 20 via Pan American for a short buy- 
ing trip. 

q Maison Bermay and Paul Bernstein, 
dealers in cultured pearls and _ precious 
stones, announced the removal of their 
office to suite 1204, 565 Fifth Ave., New 
York. 

4 The first fall meeting of the New York 
Guild of the American Gem Society was 
held Oct. 19 at the new AGS Eastern 
headquarters, 5 East 47th St., New York. 
Jerome B. Wiss, president of the guild, 
led the short business meeting, introducing 
G. R. Crowningshield, the director, and 
Dr. Holmes, instructor. Dr. Holmes gave 
a resume of his recent European trip to 
the Geological conference in England and 
visits to the British Gem Laboratory as 
well as trips to France, Switzerland and 
Germany. He explained and gave tests 
with a hand spectroscope, which is much 
used in England. 

q A special meeting of the Diamond Manu- 
facturers Association of America was held 
on Tuesday, Nov. 23, at the Hotel Roose- 
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velt, New York. Sydney H. Ball, diamond 
consultant for THr JEWELERS’ CIRCULAR- 
KEYSTONE, addressed the gathering. Bruce 
D. Eytinge demonstrated the “Fingerprint 
Camera” at the meeting, a machine de- 
signed to “fingerprint” gem stones. The 
tax committee reported on the excise tax 
and a discussion followed their report. 

q The New York State Retail Jewelers 
Association held a dinner-meeting on Nov. 
10 in the Hotel Woodruff, Watertown, 
N. Y. All the retail jewelers of the city of 
Watertown attended. The guest speakers 
were Charles Coster, Rochester, president 
of the association, and Henry J. Wilson, 
of Syracuse, vice-president. The program 
consisted of a discussion pertaining to the 
betterment of the retail jewelers’ service to 
the public. 

q Kenneth I. Van Cott, jeweler of Bing- 
hamton, N. Y., has suggested to the mayor 
of Binghamton five plans for avoiding a 
city sales tax. Mr. Van Cott is chairman 
of the legislative committee of the Bing- 
hamton Retail Merchants’ Council which 
has been waging a strong fight against the 
proposed tax. 

q Richard A. Port has opened a jewelry 
store at 1910 Main St., Niagara Falls, 
N. Y. 

q Klein’s Credit Jewelers, 259 Bleecker 
St., Utica, N. Y., announced plans to com- 
pletely remodel its store building. 

q Love’s Jewelers have opened a store in 
the new Lyell-Mt. Read shopping center, 


Rochester, N. Y. 





lral Adds Two New Lines 


Ira Levitz, Inec., well-known wholesalers 
located at 33 Court St., Buffalo, N. Y.. 
recently announced their appointment as 
distributors for the complete line of Sun- 
beam appliances. In addition to the 
numerous other brand name lines the firm 
distributes, they have also added the com- 
plete line of Ronson lighters. The com- 
pany, known by the trade name “Iral,” is 
located in modernistic, spacious quarters 
which provide a luxurious setting for the 
stock of a jewelery wholesaler. 


New Jewelry Dealers Exchange 
Holds Formal Opening in N. Y. 


New York City’s largest jewelry and dia- 
mond mart, the new Jewelry Dealers Ex- 
change at 37 West 47th St., New York, was 
officially opened for business on Monday, 
November Ist. 

At a brief dedication ceremony, Lionel 
R. Bauman, head of the group sponsoring 
the Exchange, stressed the growing impor- 
tance of New York City as a world center 
for the industry. 

The Exchange, fully air-conditioned, pro- 
vides selling, display and repair space for 
114 individuals and firms in specially- 
designed, individual quarters, reflecting the 
most modern advances in equipment and 
lighting. 
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The main floor also contains a modern 
cafeteria and a specially constructed vacuum 
vault with 150 safe deposit compartments. 


N. Y. Watchmakers Meeting 
Draws Capacity Attendance 


A capacity crowd attended the November 
meeting of the Horological Society of New 
York with Andrew Park, president of that 
organization, presiding. 

After a report of the various committees 
concerned with program, legislation, and 
nominations of officers, Mr. Park intro- 
duced Tedd Joseph, public relations direc- 
tor for the program of the Watchmakers of 
Switzerland. Mr. Joseph told the audience 
that Paul Tschudin, who was listed as the 
principal speaker and authority, could not 
attend the meeting because of illness: Con- 
sequently, Mr. Joseph pinch-hitted for him 
on the program. 

Mr. Joseph told the group of the purpose 
of the Watchmakers of Switzerland, its in- 
tent and scope of program. He spoke of 
the comprehensive catalogue and dictionary 
of watch repair parts which they have dis- 
tributed. While he claimed he was not a 
technician and could only give general in- 
formation, he was able to supply a clear 
picture of the program of the Swiss watch- 
makers. 

A film, “The Watch Mechanism,” con- 
cluded the meeting. 
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A giant 144 to one scale model of a 
watch lever escapement is being used to 
simplify the study of watchmaking at the 


American School of Watchmaking in Los. 


Angeles. M. O. Nendel says that the 
escapement presents the most formidable 
problem in watch mechanism for students 
to master. The huge model, he reports, has 
been exceedingly helpful and received im- 


MODEL ESCAPEMENT SIMPLIFIES WATCHMAKING COURSE 


My 





mediate enthusiastic welcome from both 
students and instructors when introduced 
recently. This “Paul Bunyan” model of 
watch escapement demonstrates action of 
the escape wheel, pallet stones, fork, bank. 
ing pins, roller table, and guard pin. Made 
with adjustable and movable parts, it 


simplifies instruction of students. 





The West Coast 


q A very chic jewelry store has_ been 
opened at 101 Huntington Drive, Arcadia, 
Calif., under the name of Arcadia Jewelers. 
It is owned by the Decker brothers, Marcus 
and Larry, together with their sister, Ceil 
Decker Simon. The Los Angeles store of 
Decker Jewelers at 124 West Sixth St. will 
operate as heretofore. 

q Lynn (Bud) Willis has bought Lloyd’s 
Jewelry Store at 5527 Hollywood Blvd., 
Los Angeles, Calif. and has changed the 
name to Mac Willis Jewelers. Lynn was 
formerly with the May Company Crenshaw 
store in the jewelry department. His 
father, Mac Willis, has a store at 2558 
Sunset Blvd., Hollywood, Calif. 

q The Wallach Jewelry Manufacturing Co. 
of Los Angeles has appointed Jack L. 
Miller as their Midwest representative for 
their line of rings. Miller will make his 
headquarters at 29 E. Madison St., Chicago. 
qM. D. and J. D. Dooley have opened 
up a second jewelry store in their own 
building in Montebello, Calif. They have 
operated a retail jewelry store and have 
been Santa Fe watch inspectors at 905 E. 
First St., Los Angeles, Calif. for the past 
seven years. 

q The members of the California Whole- 
sale Jewelers Association of Los Angeles 
and San Francisco will be open two Sun- 
days, December 12 and 19 from 9:00 A. M. 
to 1:00 P. M. and will be closed all day 
Saturdays as usual. 

q Roy Keller, owner for the past 11 years 
of Keller’s Jewelry Store on N. Vermont 
Ave., Los Angeles, Calif., has opened up 
another retail store under the same name 
at 2230 Honolulu Ave., Montrose, Calif., 
and has installed Allen Hunt as manager. 
4.0. H. Ashley who operated a jewelry 
store at 520 W. Main St., Alhambra, Calif. 
for the past four years, has bought the old 
established jewelry store at 202 W. Main 





St. in the same city. This new store was 
operated by Mr. Norin who passed away 
suddenly several months ago. 

q Clarence Burner who has operated Bur- 
ners Jewelry Store in Temple City, Calif, 
for the past seven years, has opened up 
a second store at Morro Bay, Calif. under 
the managership of Elmer Small. 

q Gerald Shupe, who has operated a retail 
jewelry store at 169 E. Compton Blvd., 
Compton, Calif., for the past ten years, has 
moved into his new store at 420 E. Compton 
Blvd. in the same city. 

q Norbert A. Barthel, watchmaker for 
several years in Spokane, Wash. and Pasa- 
dena, Calif., has opened his own retail 
jewelry store at 528 S. Lake Ave., Pasa- 
dena, Calif. 

q Morris Wolf, Long Beach jeweler for 
many years, has opened his new store at 
117% E. 7th St., Long Beach, Calif. His 
former address was 122 W..5th St. in the 
same city. 

q Marie Roth, formerly with Bullock’s, is 
the new manager of the silver department 
of Geary’s in Beverly Hills. 

q E. G. Sheen has opened a retail jewelry 
store at 1777 E. Washington St., Pasadena, 
Calif. 
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California 24K Club Members 
Revel at Annual Dinner-Dance 


A capacity crowd was attracted to the 
third annual dinner dance of the 24 Karat 
Club of Southern California. The affair 
was held on November 8th in the Crystal 
Room of the exclusive Beverly Hills Hotel, 
Los Angeles. 

As usual, arrangements for this highly 
successful party was under the direction of 
Herman Siegel who was assisted by James 
A. Apffel, Jules Lindenbaum, Lawrence 
Simmons, Max Strasburg, I. Behrstock and 
Frank Stirling. 

An excellent program of entertainment 
was presented. Through the courtesy of 
Larry Simmons, Western sales manager for 
Elgin-American, Groucho Marx, who stars 
in the John Guedel production, “You Bet 
Your Life,’ was an appreciated added at- 
traction. Towards the conclusion of the 
dinner, the entire culinary staff and the 
waiters paraded in the darkened rooms 
bearing individual birthday cakes, each of 
which had three lighted candles symbolic of 
the third annual dance. 


Large Crowds Turn Out 
For Siegel's Store Opening 


Celebrating the opening of the second 
in a series of three jewelry stores in Los 
Angeles, Herman Siegel greeted many 
visitors and friends in his new Civic Center 
establishment. However, those who knew 
Herman Siegel were not at the opening 
to see the store but to pay tribute to him 
in recognition of the work he has done 
for the jewelry industry as secretary of 
the Jewelers 24 Karat Club of Southern 
California and as director of the California 
Retail Jewelers’ Association. 

In conjunction with the opening of the 
new store and his 36th anniversary in the 
jewelry business, Herman Siegel invited 
his friends to a cocktail party held in the 
private offices of the new store. A wire 
recorder was there so that everyone could 
record his best wishes and congratulatory 
messages for Mr. Siegel. 

Each visitor and prospective customer 
who came into the store received a free 
gift. For the younger visitors, a gaudily 
dressed clown entertained and passed out 
balloons. Hal E. Wisemann, general man- 
ager of the Civic Center store as well as 
the store which opened December Ist at 
145 W. 5th St., Los Angeles, was also on 
hand to greet the crowd. 





Heads Jewelry Division in Drive 


Pierre Claudel, president of Cartier, 
Inc., has accepted the chairmanship of the 
Jewelry Division for the 1948 United 
Hospital Fund Campaign. The fund is 
seeking $2,845,988 to aid 86 voluntary 
hospitals in Greater New York. 
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Elgin Watchmakers College 
Begins Fall Semester 


The Elgin Watchmakers College began 
its fall semester in October with a capacity 
enrollment. 

The vocational school, which was foun- 
ded in 1921 with an enrollment of eight 
students, is entering its 28th year of opera- 
tion. The school is under the direction of 
William H. Samelius, dean of American 
horologists, who has served as director 
since his appointment to that post six 
months after the school was established. 

In this year’s record enrollment the 
majority of students are ex-G. I.’s. As in 
former years, the student body is made 
up of students from all sections of the 
country. 

Samelius reports that the school, during 
the 28 years of its existence, has trained 
more than 4,000 horologists, “many of 
whom now own and operate their own 
stores in every state of the union and in 
many cities of Europe and Asia.” 





William H. Samelius, director of the Elgin | 


Watchmakers College, explains the funda- 

mentals of watchmaking to a group of stu- 

dents at the school. During the 28 years 

of its existence, the school has trained more 
than 4,000 horologists. 


There is a great demand for graduates 
of the Elgin Watchmakers College, and all 
students are placed even before graduation, 
according to Mr. Samelius. There is still 
a waiting list for students who wish to 
enter the school. 

Mr. Samelius said he expected that the 
demand for watchmakers would “far ex- 
ceed the supply” for at least two to five 
years. 

The Elgin course consists of eleven 
months training. Students are first taught 
the fundamentals and the use of tools and 
then are trained in watch assembly. As 
a project, students often construct their 
own time-pieces sometime during the 
course. 

During the war the Elgin school trained 
400 Army ordnancemen in a special course 
on handling timepieces in the field. These 
men were each assigned to a company with 
a complete kit of parts so that Army time- 
pieces could be repaired without loss of 
time. 


Elected to Membership in CIA 


Norman V. Hansplant, comptroller of 
J. E. Caldwell & Co., Philadelphia, Pa., 
has been elected to membership in the 
Controllers Institute of America. 
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DISPLAY ‘SMALLEST WATCH IN THE WORLD' 





i tae 


As tiny as a match head, what is said to-be the smallest watch in existence was shown 
recently at the annual Swiss Watch and Jewelry Exposition in Geneva. The 1!7-jewel move- 
ment is one of the finest examples of traditional Swiss skill. 





American Gem Society Awards 
Registered Jeweler Titles 


During a four-month period ending Oct. 
15, 1948, thirty-three names were added to 
the distinguished roster of Registered 
Jewelers, American Gem Society, according 
to Alfred L. Woodill, Executive Director 


of the American Gem Society (United 
States and Canada). 
A member achieves the Registered 


Jeweler award only after meeting various 
educational requirements and conforming 
to the rigid standards of the Society. 

Titleholders of the Society are required 
to pass yearly re-examinations in order to 
maintain their Society standing. 

Recipients of the award recently were: 
William E. Blanchard, Jr., of the firm of 
W. E. Blanchard, Gloucester, Mass.: 
Thomas F. Kavanagh, Jr., W. C. Cornell 
Co., Newburgh, N. Y.; Clarence B. Lund, 
Lund Jewelers, Boston, Mass.; Thomas 
Douglas Mitchell, Ostrander’s Jewelers, 
Toronto, Ont.: Ellsworth B. Smith, Bar- 
ron’s Jewelry, Hamilton, Mont.; Henry E. 
Kuettner, Kuettner Jewelers, Oshkosh, 
Wis.; Clinton Chace, Boyd’s Jewelry, Fall 
River, Mass.: Margaret A. Byers, Mather 
Bros., New Castle, Pa.; H. N. Cloutier, 
H. N. Cloutier, Jeweler, Waynesboro, Va.; 
Joseph Hunter, S. Kind & Sons, Philadel- 
phia, Pa.; Lester A. Kahn, Michael Kohn, 
Inc., Elizabeth, N. J.; George W. Kelley, 
Kelley Jewelers, Corvallis, Ore.; Dennis 
D. Naughton, Dennis D. Naughton, Jeweler, 
Phoenix, Ariz.; E. N. Nelson, White and 
MacNaught, Inc., Minneapolis, Minn.; Ger- 
hardt Neugebauer, Neugebauer’s Jewelry, 
Sturgis, S. D.; Martin Freeman, Freeman- 
Hascall, Rutland, Vt. 

Also: Rex Hamaker, Skeie’s Jewelry Co., 
Eugene, Ore.; James E. Hart, James E. 
Hart, Jeweler, Waycross, Ga.; Arthur 
Liebermann, Jr., Liebermann’s, Joliet, IIl.; 
Roswell J. Peacock, Wright, Kay & Co., 
Detroit, Mich.; Arthur P. Baker, Henry 
Birks & Sons, Ltd., Windsor, Ont.; Edgar 
B. Elebash, Elebash Jewelers, Florence, 
Ala.; George H. Fitzgerald, Wiss Sons, 


Inc., East Orange, N. J.; Harry A. Leckey, 
Harry A. Leckey, Jeweler, Bakersfield, 
Calif.; William H. Jondrow, W. H. Jon- 
drow, Livingston, Mont.; Ewell B. Setzler. 
Jr., Setzler Jewelers, Roanoke, Va.; Robert 
K. Stanley, Shreve, Crump & Low Co, 
Boston, Mass.; William Todd, Henry Birks 
& Sons, Ltd., Montreal, Quebec, and Har. 
old V. Wiggle, Traub Brothers, Jewelers, 
Detroit, Mich. 
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Massachusetts Jewelry Firm 
Observes 50th Anniversary 


Situated at the same location for half a 
century, True Brothers, Inc., jewelers at 
1390 Main St., Springfield, Mass., cele- 
brated their 50th anniversary on November 
16th. 

The firm was started by Harry and Fred 
True and has survived in the half-century a 
series of wars, depressions and changes in 
jewelry styles. 

It was in 1908 that the brothers opened 
a small store at the present location. Fred 
came to Springfield from Middletown, 
Conn., and Harry, from Saco, Maine. 

The brothers formed a partnership and 
gradually the store grew into one of Spring- 
feld’s leading jewelry stores. When Fred 
died in 1908, Harry continued the business, 
and since 1929 ;* er her husband’s death, 
ownership went Mrs. Harry True, who 


had been actively engaged with the organi- A L E X A hy D E R 5 A U N D E R &, & Cc Oo ery 
zation. : 
a a ar a wen Successor to J. Goebel & Co. Est. 1865 
g ges styles, PRECISION CASTING EQUIPMENT AND SUPPLIES 
noted by Gunnard A. Borg, manager of the : 
store, has been the trend since the begin- 95 Bedford Stree? New York City 14 
ning of World War II to double weddings WA 4-8880 


and the double ring ceremony. 


Newly compounded jewelry cast- 
ing wax that has the answers. Use 
with Baron Injector or Perfection 
Wax Caster. 


PLIABLE—easy to remove from rub- 


ber and metal molds. 


DURABLE —completed patterns retain 
high degree of flexibility. 


BURNS OUT CLEAN —no residue. 
NATURAL Tawny COLOR 


—makes pattern inspection a pleasure. 


ECONOMICAL —compare price 


with waxes now on the market. 


Send for 2 Ib. sample, 
postpaid $2.50. 50 Ibs. or 
more $1.05 Ib. FOB New 
York City. 
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Motor— Especially Designed 


for Jewelers’ Lathes .. . 


@ For lathe power you rely upon, over 
years of steady and trouble-free service, 
install this new RACINE UNIVERSAL Frac- 
tional H.P. Reversible Motor. Develops 
1/12 H.P. Dynamically balanced arma- 
ture. The wide pedestal and the housing 
are finished in durable crackle. Allen 
Brodley Foot Rheostat supplies speeds 
from zero, gradually increasing to maxi- 
mum. Will turn up to 13,000 R.P.M. with- 
out load — 6,000 R.P.M. full load. 


Canadian Representative—Chas. A. Branston, Ltd. 
2508 Yonge Street, Toronto, Ontario, Canada 





RACINE UNIVERSAL MOTOR CO. 


1637 Goold St., Dept. J-12, Racine, Wis. 








JEWEL-RE-CLEAN 


JEWEL-RE-CLEAN is a fast acting 
cleaner that does a thorough job 
with no effort. A small item that 


offers a great profit. Why not 
strengthen your sales force with 
this repeat sales product. Your 


customers will thank you for sug- 

gesting JEWEL-RE-CLEAN .. . they 

will show their appreciation by 
sales in other departments. A 
fool-proof way of keeping your 
customers satisfied and making a 
profit at the same time. Read on 
for special offer. 


AT NO 
EXTRA 
CHARGE 
Counter Display 
with Each Dozen 
Jars AND 500 
Circulars Printed 
with Your Name ; 
with Each Gross. ™ 


No. 18Z503 





..+--$ 3.00 
sinew - ++ - $34.20 


Per Dozen .. 
Per Gross 


CLEANS IN TWO QUICK 
OPERATIONS 
IMMERSE AND WIPE DRY 


That's all there is to it. Dip and dry to a 
beautiful lasting glow. Use brush If espe- 
cially dirty. 


C. & E. MARSHALL CO. 
Box 7737, Chicago 80 





AN Extra SALESMAN 










































Election of officers and directors at the Boston Jewelers Club's annual meeting, Parker House, 

Boston, Nov. 5, resulted as follows: Seated, front row, left to right: Sturgis C. Rice, Pres. 

Treas. Whiting & Davis Co., Plainville, Mass., Vice-President; Allen Davidson, Treasurer of 

Thomas Long Company, Boston, President; and Ellsworth W. Read, of Kettell, Blake & Read, 

Secretary-Treasurer. Directors, standing, left to right: J. Gould Cook; Albert S. Munnis: 

Carl F. Lawton (retiring); Herbert L. ate Roy S. Brooks; John S. Kennard; and John 
Blackinton. 


Allen Davidson, treasurer of the Thomas 
Long Co., was elected president of the 
Boston Jewelers Club at that organiza- 
tion’s annual meeting and “beefsteak 
dinner” at the Parker House, Boston, on 
Nov. 5. He moved up from the vice-presi- 
dency, and succeeds J. Gould Cook of A. 
Stowell & Co., who automatically became 
a member of the board of directors. Sturgis 
C. Rice, president-treasurer of Whiting & 
Davis Co., Plainville, Mass., was elected 
vice-president, and Ellsworth W. Read of 
Kettell, Blake & Read, was_ re-elected 
secretary-treasurer. John Blackinton of R. 
Blackinton Co., North Attleboro, Mass., 
was named to the board of directors to fill 
the vacancy caused by the resignation of 


RETIRING DIRECTOR 





Carl F. Lawton, left, who retired this year 
as a Director of the Boston Jewelers Club 
after 23 years service as officer and direc- 
tor, received a fine watch from his fellow 
club members. He is shown shaking hands 
with the new President of the Club, Allen 
Davidson of Thomas Long & Co. 





Carl F. Lawton of the E. H. Saxton Co. 
The latter had been an officer and director 
of the Club for 23 years, and high tribute 
was paid to his services by the new presi- 
dent. Mr. Lawton was presented with a 
watch by the club members, and received a 
fine ovation. 

Following reading of the minutes of last 
meeting and the treasurer’s report, silent 
tribute was paid to two members who had 
passed on within the year, Albert R. Kerr, 
retired, and John Ramsay of the Ripley- 
Howland Mfg. Co., Boston. Roy S. Brooks 
of Mauran Watch Co., chairman of the 
membership committee, presented the slate 
of officers and directors, and the secretary 
was directed to cast one ballot for each. 

In addition to those named above, the 
other directors of the club elected for an- 
other term are Albert S. Munnis of Worden- 
Munnis Co.; John S. Kennard of Kennard 
& Co.; and Herbert L. Thomae of Charles 
Thomae & Son, Attleboro. Reports showed 
that the membership quota of 150 is filled. 
The Hotel Statler was named for the an- 
nual banquet in February, and the New 
Ocean House, Swampscott, Mass., was se- 
lected for the summer outing. 


Opens New Store in Orlando 


The residents of Orlando, Fla., can justly 
be proud of the new and attractive store 
opened recently by Jere Beery on North 
Orange Ave. Fixtures of the new jewelry 
store were selected with care so that both 
the rare old pieces and the modern can be 
displayed together effectively and still main- 
tain an artistic arrangement. 

The store front consists of two equal-size 
show windows which make the entire store 
interior visible from the street. A mount- 
ing of spot lights (not visible from the 
sidewalk) light up the store sign after dark. 
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Excise Tax Collections Advance Again 


Millions Of Dolicrs 
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AUGUST 
* EXCISE TAX COLLECTIONS 


in Millions Of Dollars 
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For the second consecutive month excise 
tax collections on jewelry sales have shown 
a sharp increase over the corresponding 
period of the year before. According to the 
Bureau of Internal Revenue, collections of 
the 20 per cent retailers’ excise tax on 
jewelry show that August, 1948, jewelry 
sales were much better than those for 
August, 1947. 

Figures from the Bureau of Internal 
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ZIRCON 


Rings for Profit 





ENGAGEMENT RING 


*| carat zircon 
lOkt. gold $3.50 
l4kt. gold $4.25 





center and two 
side zircons 


lOkt. gold $4.75 
l4kt. gold $5.50 


THREE ZIRCON 
WEDDING BAND 
TO MATCH 
lOkt. gold $3.59 


I4kt. gold $3.85 


*Full | carat zircon. 





Copy of fine platinum mountings. 
First quality zircons only. 

Heavy gold, well made, well set. 
Rhodium finish. 

Full money back guarantee. 


Samples sent to rated concerns—others must 
send check with order. 


Specify yellow or white gold. 


Other designs and zircon sizes up to |5 carats. 
Samples and prices on request. 


ZIRCONART JEWELRY, Inc. 


545 FIFTH AVE. NEW YORK 19, N. Y. 
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Revenue indicate that excise collections for 
August, 1948, jewelry sales amounted to 
$14,278.014.41 as compared to $13,781,- 
406.93 collected for August, 1947. 

Reasons for the sudden upsurge in sales 
are not readily apparent but any one of 
several causes might be responsible. Per- 
haps the introduction of new styles in sum- 
mer jewelry fashions and other new jewelry 
lines have met with great public approval 
and were responsible for the rise. Quite 
possibly the large down payment required 
on commodities under Regulation W are 
too high and make the consumer revert to 
a purchase of jewelry. Whatever the reason 
the increase is a welcome one. 





Southern California Guild of 
American Gem Society Meets 


The third anniversary of the Southern 
California Guild of the American Gem So- 
ciety was celebrated at the November 16th 
meeting held at the Los Angeles Athletic 
Club. Over 40 members were present to 


hear Dr. J. Whitcomb Brougher, dis- 
tinguished pastor of the First Baptist 
Church of Glendale. 

James G. Donavan, president of the 


American Gem Society, and Fred Cannon, 
chairman of the board of directors of the 
Society, spoke briefly to members of the 
Guild on Society matters. 

Election of officers was held and resulted 
in the unanimous approval by the Guild 
membership of the nominating committee 
recommendations: Don E. Wight, R. J. of 
Ontario, Calif., president: George Houston. 
vice president: Clarence Van Deusen, treas- 
urer; George R. Finley, assistant treasurer: 
Kay Swindler, public relations and Ysabel 
Apponyi, secretary. 


Gets Ready For Christmas Trade 


R. Earle Lyons, jeweler of Whitman, 
Mass., has made extensive alterations in his 
store, in preparation for the Christmas 
trade. 











Masonic Rings 


with 
Countersunk Emblems 
in Onyx—Ruby and Blue Spinel 


A Memorandum Selection 
of these outstanding 
“GRAN” Emblem Rings 


cheerfully sent on request. 


GIR AW 


AND COMPANY INCORPORATED 


Creators and Manufacturers 
of Fine Jewelry 


546 So. Meridian St. Indianapolis 4, Ind. 














ENGRAVING 


on Precious and Semi-Precious 


STONES 


¢ FINE PORTRAITS - CAMEOS 
¢ INTAGLIOS - SEAL ENGRAVING 
¢ WARRIOR HEADS - REPAIR WORK 


* GROOVING - FITTING - COUNTER- 
SINK 


¢ Original Designs Made to Order 
EWALD LEYENDECKER 


595 Fifth Ave., New York 17, N. Y. 

















PINS $ 


PINS $ PINS $ PINS $ 


Club and Emblem Jewelry 
with that new “Hollywood Look”— for that new 
“profit look.” Your club pin customers today are 


your diamond customers tomorrow! Don’t overlook 
this important market. Send for illustrated folders, 
price lists, discount information, etc. 

Write today to Department J-C 


1031 West 7th Street 
Los Angeles 14, Calif. 


J. A. MEYERS & CO. INC. 
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ADDRESS ANY PART OF 
OUR GUARANTEED LIST FROM 
1,000 to 34,000 FOR AS LOW AS 


9°750 


per thousand 4 


ADDRESSERS CORP. 


1233 SIXTH AVE., New York 19, N.Y. 
CIRCLE 5-5876 


réccurate 3 Guarantee 
DOUBLE YOUR POSTAGE BACK 
ON ALL RETURNED MAIL 











FINE STERLING 
HOLLOWWARE 


and 
AUTHENTIC ANTIQUE 


) \ \ , 
ay ry REPRODUCTIONS 
tl , DIMES Sd hell 


BOSTON, MASS. 














Sold only direct to Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 





NICKEL SILVER 
PHOSPHOR BRONZE 
THE SEYMOUR MFG. CO. 


SFY WMOUR, CONN. 

















q As this editon went to press, members 
of the Diamond Peacock Club were plan- 
ning on their fall meeting for election of 
officers at the Parker House, Nov. 19. The 
meeting was called by John McNamara, of 
E. H. Saxton Co., president of the Club, 
present officers of which include “Bob” 
Brennan of the Speidel Corp., vice-presi- 


dent; “Bill” Selberg of Elgin Watch Co., 
treasurer; and “Dave” Percival of D. C. 


Percival Co., secretary. Dinner and enter- 
tainment were planned. 

q Editon time also caught up with the last 
meeting until January of the New England 
Guild of the American Gem Society, Nov. 
17, at the Boston City Club. Dinner was 
preceded by the regular laboratory period 
with instructions in stones and _ practice 
identification. A sound motion picture, 
entitled “What Makes a Fine Watch Fine” 
was to be shown and illustrated booklets on 
the subject were to be distributed. Dr. 
Cornelius Hurlbut of Harvard University 
was on hand to answer questions and prob- 
lems, and there was to be an educational 
gem quiz. At the previous meeting, Dr. 
Hurlbut presented an_ illustrated lecture 
on “The Practical Use in Gemology of the 
Petrographic Miscroscope.” 

q Hard-rolling members of the 
Jewelers Bowling League were getting in 
their best “spares” and “strikes” prepara- 
tory to the short vacation period which is 
taken during the holiday rush. Early in 


Boston 


ee 


January, they will be off again on the 
second lap of their season. 
q Harold W. Battis of the Washington 


Building, a Past Worthy Patron of Signet 
Chapter, Order of the Eastern Star, located 
in Cambridge, Mass., was elected Associate 
Grand Patron of the Grand Chapter of 
Massachusetts O.E.S., at their 72nd annual 
session recently. This is the highest office 
to which a man can be elected in the 
Eastern Star in the Bay State. 

q Albert Stack and David Bansky, both of 
the shipping department of I. Alberts’ 
Sons, 8th floor of the Jewelers Building, 
were married recently—the former on Oct. 
31, and the latter Nov. 10. Miss Helen 
Young of the office force, meantime became 
engaged. 

q Mrs. Marie V. Foster, for 20 years in 
Room 401 Jewelers Building, and more 
recently successor to Anna L. Callahan, 
retired on Oct. 30. Samuel Leavitt, for 





CORRECTION 


In the New England section of the Sep- 
tember issue, an item concerning the H. S. 
Robbins jewelry store of Natick, Mass., was 
incorrect. The item stated that C. W. Cobb 
of Robinstown, New Brunswick, Canada, 
had purchased the Robbins store and would 
operate it in Natick, Mass. However, a 
letter from Mrs. Robbins reveals this to be 
entirely untrue and incorrect. 


NEW ENGLAND 






































some time connected with Gordon Brothers, 
Province St., will occupy the quarters va- 
cated by Mrs. Foster. 

q “Thank you, Bill,” was the response of 
President Truman as he visited Boston dyr. 
ing his successful campaign tour, and 
shook hands with William J. Murray, Sr, 
of 901 Jewelers Building. “Bill,” an old 
member of the Ward 16 Democratic Club, 
Boston, was on hand to present the Pres}. 
dent, in behalf of the Club members, with 
an engraved tie holder, bearing the initials 
“H.S.T.” in Old English, as only “Bij]” 
can do them. A similar tie holder was pre. 
sented to the Secret Service attache with 
the President. 

q A. Kuhn, S. Rosenfield, and H. E. Walter, 
of Room 708 Jewelers Buildng, had their 
quarters redecorated in time for Christ. 
mas. 

q Laura Lund, formerly with the Mauran 
Watch Co., Jewelers Building, was married 
early in November. 

4 Bonwit Teller’s new Boston store re- 
cently exhibited a $100,000 collection of 
cultured pearls from the Imperial Pearl 
Syndicate, New York City. One of the 
most outstanding pieces shown was the 


famous Queen of the South Seas twin 
strands, each weighing over 1200 grains 


and requiring 12 years to assemble. The 
pearls are perfectly matched and _ gradu- 
ated, and the necklaces are valued at $17,- 
000 each, according to Miss Theresa Jacob- 
son, New York representative, who ex- 
plained the collection to many interested 
Bostonians. 

q Barry & Epstein, Rooms 400-402 Wash- 
ington Building, held a formal opening of 
their enlarged and_ air-conditioned 
salesrooms on Nov. 15. Many beautiful 
floral tributes were received, and the pro- 
prietors and clerks were freely congratu- 
lated on all sides on the beauty and con- 
venience of the new quarters. 

q Back from six months in the “Old Coun- 
try,’ George Salisbury, engraver, is now 
located with the Boston Jewelry Mfg. Co., 
1001 Jewelers Building, and is following 
a practice re-acquired during his sojourn 
old-country habit of “six 


new 


abroad—the 

meals a day.” 
q Halloween candy and cigarettes, in true 
“sive, or take-it” Halloween tradition, were 
placed conveniently for customers at the 
Nathaniel I. Goodman, Inc., salesrooms, 
1006-7 Jewelers Building. Paul Lifset has 
just returned after a prolonged business 


trip “Down East.” 
q Adelbert Cadoret of Cadoret  Bros., 
Woonsocket, R. I., and his three sons, 


Roland, Raymond, and Dr. Conrad, op- 
tician, were all taken into the Woonsocket 
Lodge of Elks recently at the same meet- 
ing. 

q M. S. Page Co., 508 Jewelers Building, 
have taken on a new salesman, Lemon 
Marshall, to cover New York State for 
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UARTERS OF BARRY & EPSTEIN 
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Formally opening their newly enlarged, air-conditioned, and completely new salesrooms at 

400-404 Washington Building, the Barry & Epstein Co. received many congratulations. 

Mirrors and plate glass brighten the appearance of the new store which contains sound-proof 

ceilings and special lighting fixtures. Archie Riskin, the Boston architect who designed the 
new interior, went "all out’ in modernizing this place. 

















them. He is taking over territory formerly 
covered by J. J. Mahoney, who is now op- 
erating nearer Boston. 

q Justin DeVylder of DeVylder & Co., 
Springfield, Mass., is back at his store 
after a prolonged absence due to illness. 
q Raymond Lebel, formerly with William 
Filene’s &-Sons Co., department store, 
handling jewelry, has opened up a store 
of his own at 260 Washington St., Salem, 
Mass. 

q LeMay Brothers, Manchester, N. H., re- 
cently remodeled a section of the base- 
ment of their new store where they have 
opened a china and glassware department. 
q Alf. Lavasseur, Manchester, N. H., 
jeweler, was among many others who went 
deer hunting in Maine during the season. 
q W. Henry Burke has been named to rep- 
resent the Fairfax Distributing Co., of New 
York City, in the six New England States. 
q Paul Melbourne has taken over the 
watch repair department of Scannell’s 
jewelry store in Lawrence, Mass. 

q As of Nov. 1, the name of Harry Heller, 
Inc., was changed to Heller & Sanders, 
Inc., 706 Washington Building. Henry H. 
Sanders, Jr., had been a partner of Harry 
Heller’s for some time. 

q Antonio DiCorrado & Son, formerly lo- 
cated at 402 Hanover St., Boston, have 
opened a new store at 200 Hanover St., a 
better location and nearer the entrance to 
the Sumner Tunnel. 

q Joseph Gann, 404-7 Washington Build- 
ing, who only this year enlarged his quar- 
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ters to four times their original size, has 
found the new place “too small” to handle 
the increased trade, and has been obliged 
to squeeze in several new wall cases. 

q Visitors to the newly enlarged quarters 
of the Henry Kamlot Co., Washington 
Building, have been attracted by the clever 
painting of clerks hunting for watch ma- 
terials—most of which, according to the 
picture, have found their way onto the 
floor. The painting was done by Marilyn 
Stillings. 

q Herbert W. Stranger, Jr., is back in the 
3rd floor, Washington Building, quarters 
of his dad after a Naval Reserve cruise to 
Bermuda which included “50-foot waves 
most of the way.” Before the ship sailed, 
“Herby” was able to call his home several 
times on the ship-to-shore phone. 

q Milligan Jewelry Co., 1353b Beacon St., 
Brookline, has just opened a new store at 
236 Harvard St., corner of Webster, around 
Coolidge Corner from their present loca- 
tion. For the time being, at any rate, the 
company will operate both stores. 

q William E. Fritz, Quincy, Mass., jeweler, 
is back in his store after a recent illness. 
His wife, who also was at the store, is siill 
out convalescing from illness. 

q The Thomas Long Co. Employees As- 
sociates held their annual fall party at the 
Hotel Gardner with about 100 present for 
the dinner and dance. As a feature of the 
entertainment, a barbershop quartet, com- 
plete with bewhiskered barbers, chair, and 
a “victim” comprised of various firm em- 
ployees, entertained those attending. 

q Cameron Burnap, salesman for Norling 
& Bloom Co., Washington Bldg., Boston, 
was traveling in New York State with Mrs. 
Burnap when their car was hit in a head- 
on skidding accident in Owego. “Cam” 
and his wife were both taken to the Ideal 
Hospital, Endicott, N. Y., he with a bad 
chest fracture and she with bruises and an 
injured leg. Mrs. Burnap was expected 
to be able to leave the hospital shortly, but 
“Cam” may be there for several weeks, it 
was stated. 














GENUINE 


CZECHO-SLOVAKIAN 


CRYSTAL [iE 
Graduated 


Necklaces 


Our special price for 
these fine, tin-cut 
Crystal Graduated 


Necklaces is only 


$1300 
PER DOZEN 


Each well- strung, 
with a Sterling Silver 
Clasp . . . Length: 
18 inches. Will ac- 
cept sample order 
for !/, doz. or more. 
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Drop us a card 


ANTIN'S 


Pearl Restringers 


Dept. K 
114 Baronne S?. 


NEW ORLEANS 12, LA. 
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PEARL 


RESTRINGING 
For The Trade 


SO¢ 


PER STRAND 


Plus 15¢ For The In- 
sured Parcel Post 
Package 


EVERY JOB IS CLEANED 


A Fine-Quality Job 
At A Low Cost 


Mail Orders 
Carefully Handled 
WE COMPLETE YOUR WORK 


THE SAME DAY IT IS 
RECEIVED 


ANTIN'S 


Pearl Restringers 
Dept. K 
114 Baronne Street 
NEW ORLEANS 12, LA. 


















BELMAR CREATIONS 
Watches & Jewelry 















914 Walnut Street 
Philadelphia, Pa. 
























WRITE FOR 


Our New 


COMPLETE CATALOG 


Materials, Tools, Watch 
Cases and Dials, Watch 
Attachments, Jewelry 


TILLMORE WATCHES 








CENTRAL WATCH MATERIALS 
& SUPPLY CO., Inc. 


Wholesole Jewelers 


134 So. Sth St. Phila. 7, Pa. 


























Prompt Mail Service 


GOLDBERG & POSSOFF 
124 S. 8th St., Phila. 7, Pa. Dept. K 
DISTRIBUTORS 


Genuine SWISS & AMERICAN 
Watchmaker’s Tools & Materials 
Jeweler’s Findings & Supplies 
Everything to fill the 
Jeweler’s & Watchmaker’s needs. 


Crystal Cutting to fit your Bezel 


Complete Line Dennison Goods 
Boxes & Tags 



























Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


Broad and Somerset Streets 


PHILADELPHIA, PA. 






































BYARD F. BROGAN 


Manufacturer of Distinctive Diamond 
Mountings and Wedding Rings 


805 Sansom Street Philadelphia 














BOWMAN 


+. 
Technical School 
‘‘Help Yourself to a Better 
Future’’ 

Courses for Success for 
Watchmakers 
Engravers Jewelers 
Write fer free booklet, 
JOHN J. BOWMAN, Director 


Bowman Bldg., Lancaster, Pa. 











60 Years’ Service 
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q Over 10,000 people attended the re-open- 
ing celebration at the Robert J. Snyder 
store, 12 E. Main St., Norristown, Pa., on 
Nov. 10, 11 and 12. The first 4200 women 
who attended received baby orchids from 
Hawaii. Two prominent women drew tic- 
kets on Nov. 13 to select the winners of the 
ten door prizes. The names of prize win- 
ners were published in the Times Herald 
on Nov. 15. Recordings of interviews with 
prominent visitors to the store and of the 
drawing were broadcast on Nov. 11 and 
15, respectively. 

q Over 900 members and their guests at- 
tended the ninth annual dinner dance and 
show of the Philadelphia & Eastern Penn- 
sylvania Retail Jewelers Association held 
at the Broadwood Hotel on 
gala show was presented through the ef- 
forts of Allan Gurwood, of Gurwood’s 
Jewelers, who headed the entertainment 
committee. Over 400 prizes were obtained 
by George Lyons, of S. J. Lyons & Co., and 
his committee, and distributed to as many 
lucky people. The impressive program 
booklet was made possible through the ef- 
forts of Herman C. Sonnheim and _ his 
publicity committee. Their work was co- 
ordinated by Philip Kind, of S. Kind & 
Sons, general chairman of the dinner dance 
and publication committee. General com- 
mittee members whose efforts contributed 
substantially toward making the affair a 
success included: Myer B. Barr, George 
Bovard, Edward A. Farnan, Charles H. 
Heine, Ellis Kurtz, Stanley M. Lefkoe, A. 
Lester Sauter, Joseph Simon, Robert 
Snyder, Jack Tucker, S. Sydney Weissman, 


Edwin K. Welch, Albert Zell. 


| @The Community Chest of Philadelphia 
_ and vicinity has announced that the follow- 
_ ing men comprise a committee to solicit 
| contributions 
| from wholesalers and manufacturers in the 
_ jewelry field: Edward Sickles, of M. Sickles 
| & Sons, Inc., chairman of the committee; 


| Norman S. Rothschild, Jr.. of M. Sickles & 


for the 1948-49 campaign 


Sons, Inc.; Max Feinberg, Merrill Harris, 
of Iskin Mfg. Co.; Al Hoffman, of Hoff- 


man & Co.; Byron Kaysen, of Morris Kay- 


_ sen & Son; William Kellmer, of Jack Kell- 


' mer Co.; Burt Liebowitz, of Aisenstein & 


Gordon; Jack McWilliams, of H. O. Hurl- 
burt & Sons; Stanley Milner, of the House 
of Milner; Louis Neff; Mickey Orloff; 
Harry Paul: Arthur Schiffrin, of I. Schif- 
frin & Co.; Dave Sickles, of Louis Sickles, 
and Paul M. Stern, of Louis Stern & Co. 
George Roudenbush of the Community 
Chest said that “if returns produced so far 
show the same increases as they have been 
showing there is no doubt that the gifts 
will exceed expectations.” This year’s 
quota for this group has been set at $9,455. 
q The House of Milner, at 728 Sansom St., 
was the scene of gaiety and the termination 
of international mystery all in one month. 
The gaiety resulted from observance of 
the company’s 23rd anniversary, on Oct. 
20. A new note was introduced when 
Josef J. Milner, in addition to supplying 
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the usual refreshments, presented every- 
one who visited his store with a flower 
from one of the many bouquets sent to ex. 
press congratulations. Mr. Milner enter. 
tained his employees at dinner and a show 
at the close of the gala day. The last re. 
maining bouquet was still fresh when boxes 
of pearls, garnets, topaz pieces, ecclesias. 
tical pieces, and sacks of coral arrived from 
the International Refugees Organization. 
These pieces were confiscated from the 
people of many countries by the Nazis, Al. 
though they were carefully labelled so that 
the few survivors received their rightful 
property from the refugees organization, 
most of the pieces belonged to the known 
dead. The money received from the sale 
of these gems will be used by the IRO to 
rehabilitate and assist refugees of the last 
World War. 

q Morris Orloff, brother of Mickey Orloff, 
of 706 Sansom St., is now traveling through- 
out the East Coast district to show retail 
jewelers the new Orloff line of gold and 
gold filled bracelets and watches. 

q A new “Check List for the Busy Bride” 
booklet is being distributed by M. Sickles 
& Sons. Retail jewelers will find cus- 
tomers appreciate it for its usefulness and 
enjoy the little known facts presented 
under the heading. “Cherished Famous 
and Unusual Wedding Traditions.” The 
booklet is available, gratis, for the asking. 
q Boris Tinkleman, of 1810 S. 7th St, 
died of a heart attack Oct. 26, while attend- 
ing services in the synagogue of Heisiner 
Congregation in this city. Mr. Tinkleman 
came to Philadelphia from Russia 26 years 
ago and established his jewelry business at 
the 7th street address shortly afterwards. 
q The “eatin’ and meetin’” of the Sansom 
Street Business Men’s Association took 
place at the Edison Grille, Oct. 21. Speaker 
Dick Wyckoff, from the Junior Chamber 
of Commerce, addressed the group on the 
subject, “The United Nations,” for the 
United Nations Council. The popular 
magician, Satan, entertained the group and 
a social evening followed. Appointment of 
the following new committee chairmen was 
announced by President Mickey Orloff: 
Marcus Rossnov, program chairman; Harry 
Paul, entertainment chairman; Murray 
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Spiegelman, publicity chairman; Hyman 
Caplan, civic chairman; Sidney Lopatin, 
legislative chairman, Edward Tinkleman, 
welfare chairman; and John Porter, mem- 
bership chairman. A “most unusual 
Thanksgiving meeting took place Nov. 23. 
Six live turkeys were awarded guests as 
door prizes and the inevitable escape sup- 
plied additional entertainment. 

4 Moses L. Sickles, of Louis Sickles, 914 
Walnut St., announces that this company 
is now distributing a new clock catalogue 
brochure available to retailers who request 


4 Iskin Manufacturing Co. will be ready 
to present a new line of ladies’ jewelry by 
the time this reaches you. Further details 
will be available later. 

4 William J. Glatz, of 6435 Rising Sun 
Ave., has been experimenting with a weekly 
spot announcement on a local radio station 
each Tuesday somewhere between eight 
and nine P.M. for the past four weeks. At 
this writing he is not certain whether he 
will continue the 100 word announcements 
which make good use of material supplied 
by distributors of trade named merchan- 
dise. 

4 “Those Tricky Sweep Second Hands” 
was the subject of a lecture given by 
Edward Miller, of C. R. Smith & Son, Inc., 
to members and guests of the Horological 
Guild of Philadelphia at the regular meet- 
ing Tuesday, Nov. 9, at the Franklin In- 
stitute. 

4 The Carl A. Doubet store in the heart 
of Chester, Pa., added a new china de- 
partment the first of November, which en- 
ables the displaying of silver and china 
together in an attractive table setting in 
the center of the floor. It’s too early to 
be sure yet, but the Doubets predict that 
each will help sell the other. 

q‘We’re going to start pushing retail 
jewelry for the first time,” says a spokes- 
man for Ross and Franchine, of 1203 
Snyder Ave. This shop, and the other two 
previously owned by this company, have 
been promoting watches and repairs ex- 
clusively until now. 

q A contest between outside salesmen is 
proving stimulating to business for the 
Charles H. Edenborn Co. of 305 N. 13th 
St. Each month those salesmen who make 
their quota in any of the three fields: col- 
lections, credit sales, and cash sales re- 
ceive a five dollar bonus for each of the 
quotas reached. 

q.K. Babaian of 212 S. 52nd St. is com- 
pensating for his limited window display 
facilities by extensive and painstaking use 
of counter displays. Fast turnover items 
from each of the store’s departments appear 
on the counter in displays arranged to 
show as much as possible without a clut- 
tered effect. 

q “We are preparing to install a full line 
of Television,” announces Jack Tucker of 
Tuckers’, Darby, Pa. 

q A spokesman for the Sansom Street Busi- 
ness Men’s Association announced recently 
that this organization had secured loading 
and unloading privileges permitting cus- 
tomers to stop for 15 or 20 minutes on the 
North side of Sansom St. between 7th and 
8th Sts. while making a purchase or pick- 
ing up packages. 
4 Weiman’s store at 3236 Kensington Ave. 
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was the scene of a “Package Party” Thurs- 
day, November 4th, to celebrate the 15th 
anniversary of this business. The party 
was announced on the radio program 
“Gems of Melody” sponsored by this com- 
pany on the previous day and predicted in 
newspaper advertising the day before that. 
“Surprise Packages,” which a spokesman 
for Weiman’s tells us held merchandise 
valued at $5 to $49.50, were made avail- 
able for $1 “while they lasted” the morn- 
ing of the party. The celebration was so 
successful that it will be repeated in the 
other two Weiman stores in the near fu- 
ture. 

q “Now is the time a jeweler can profit 
greatly by watching the technique used on 
him in selling him wherever he goes.” Em- 
phasis on salesmanship and on merchan- 
dising and sales techniques is universal at 
the present time; and a close watch on 
other fields, supposedly unrelated, will 
divulge many little “tricks of the trade” 
which can be adapted profitably to the 
jewelry business. So claims Charles Die- 
singer of 1420 Walnut St. who is making 
it a point to get out more and more at the 
present time to make use of his own ad- 
vice. 

q A new photography department will be 
installed in the William J. Glatz store at 
6435 Rising Sun Ave. right after Christmas. 
q Paul Stern of Louis Stern Co., has left 
for a trip through the Middle West where 
he will call on the wholesale trade. 

q After January lst Harburgers of 1014 
Chestnut St., Phila., will promote the new 
appliance department through a telephone 
solicitation campaign. 

q Poole Silver Co. of Taunton, Mass., will 
introduce a new pattern of silver hollow- 
ware in a wheat design sometime in De- 
cember for 1949 selling. 

q Forum Jewelers and a group of neigh- 
borhood merchants are alternating adver- 
tising on the score sheet of a local bowling 
alley. Each merchant is allotted the space 
for a period of one week. The Forum store 
is located at 1612 Bridge St. 

q Edwin A. Hoover of 103 S. 16th St. is 
now using two “aids to help the customer 
visualize his watch remodelled.” He has a 
number of “before and after” pictures on 
file showing how he has modernized 
watches of various makes and _ periods. 
When discussing the possibilities in the 
customer’s timepiece he invariably finds 
pictures of a similar one. To make it even 
more realistic, he has taken two modern 
watch cases and chased them, adding two 
diamonds to each. When a woman with 
an antiquated diamond studded watch 
looks over this model, he asks her to 
visualize her own diamonds in the desig- 
nated places. To the many prospective 
customers who have always wanted a 
platinum and diamond watch, he often 
suggests placing the time unit in a similar 
platinum case and starting off with the 
two diamonds shown on the model, then 
letting her family know that she wants 
additional diamonds placed in her watch 
for anniversary, birthday and Christmas 
gifts. This idea increases store traffic, 
makes sales where no obvious prospects 
existed, and increases the value of sales 
to the great majority of budget-minded 
middle class people. 














MID-SOUTH 
EXHIBITORS 


present 


MID-SOUTH GIFT 
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and 


MID-SOUTH 
VARIETY FAIR 


JAN. 25 to JAN. 28 
1949 


A Few Choice Booths Left 


A. J. CORY, Managing Director 


KING COTTON HOTEL 


(Memphis, Tenn.) 
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Skill 


1S STILL 
A SCARCE 
COMMODITY! 


In the business of watchmaking, 
there is no substitute for — skill. 
Alarmists who claim a scarcity of 
jobs for watch makers point to men 
who can’t find a job. Those men 
probably couldn’t get a job in any 
industry because there is plenty of 
room in watchmaking for a man who 
is skilled at his trade. 

So, when your young. friends ask 
your advice about entering this fas- 
cinating, pleasant field, spur them 
on if you think they have a sincere 
desire to become a better-than-aver- 
age workman. Discourage them if 
you feel they are just “shopping 
around.” 

We'd like to receive applications 
from the former type of man or 
from tradesmen who feel they would 
like intensive specialized training in 
any particular phase of watchmak- 
ing. We will appreciate and try to 
deserve your recommendation. 


Cttb ff ogene> 
AMERICAN 
ACADEMY, INC. 


1549 Lawrence St. 
Dept. JK-| ~ 
DENVER, COLO. 
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q Ernest Pickeran, formerly of Columbus, 
Ga., will operate a watch repair shop at 
Morgan Jewelry Store, Richland, Ga. 

q Central Jewelry Co., Montgomery, Ala., 
has occupied new and larger quarters at 
Seven North Court St. 

q B. I. Friedman, prominent jeweler of 
Savannah, Ga., former alderman of the 
city and leading civic worker, has been 
named chairman of the important business 
division in the approaching Community 
Chest campaign. 

q Cyril A. Marx, former manager of a 
jewelry store at Lakeland, Fla., has be- 
come associated with the Charles L. Wells 
jewelry store at Jacksonville, Fla. He has 
been in the jewelry business for 23 years. 
q Everts Jewelers at Dallas, Tex., honored 
eight employees whose service totalled five 
years or more on Oct. 20, with a morning 
breakfast at the Baker Hotel in that city. 
Arthur A. Everts presented awards to Roy 
Price, Mrs. May Weaver and John Willis 
for 25 years’ service; Alvin Mauldin, Jack 
Miller and J. W. Robinson for ten years, 
and Nadine Heiden and Mrs. Helen Pope 
for five years. Everts’ employees receive a 
pin after five years’ service with a jewel 
added for each five years’ service added 
thereafter. 

q Kent’s, the newest jewelry store in 
Houston, Tex., was opened on Oct. 21 with 
special ceremonies. The store’s modern in- 
terior has been remodeled and decorated 
at a cost of over $200,000. The Mayor of 
Houston cut a ribbon across the front en- 
trance to formally open the new store. 
Visitors were made eligible for door prizes 
totaling $2,000. 

q An enlarged china and gift department 
at Jacobs Jewelers in Jacksonville, Fla., 
was formally opened on Oct. 11, marking 
the completion of an extensive expansion 
program by the firm. The department now 
is located on the second floor of the build- 
ing with a floor area approximately three 
times the space it formerly occupied. New 
display arrangements for the enlarged 
stocks of English and American china, 
crystal and antiques have been installed. 

q Records in the office of the Secretary of 
State in Austin, Tex., show the recent in- 
corporation in Fort Worth of Fred Leo 
Jewelers. The firm was chartered by Fred 
Leo, Frank B. Cozzens, and Charles H. 
Kahn with $15,000 capital stock. 

q John R. Joseph Co., Inc., manufacturers’ 
representatives and wholesalers formerly 
located at 118 Broadway, San Antonio, 
Tex., are now located in new and larger 
quarters at 615 N. St. Marys, that city. 


Texas Watchmakers Elect 


Lucian Thomas, co-owner of Thomas 
Jewelers of Lubbock, Texas, has _ been 
elected president of the West Texas Watch- 
masters’ guild to succeed Larry Kennedy, 
also of Lubbock. Other new officers of the 
guild are Lester Harrison, vice president; 
Burl Pigg, secretary, and Woody Carlton, 
treasurer. All reside in Lubbock. The 
meeting was held in Lubbock with 22 mem- 
bers present from Lubbock, Plainview, 
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Levelland, and Muleshoe, Texas, and fea- 
tured the showing of two. films on watch. 
making. 
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Two generations of the Al Dealey family of 
Dallas have received welcome letters and 
gold rings from Arthur A. Everts, president 
of Everts Jewelers, Dallas, Texas. Mr. Everts 
is shown with Al Dealey and his six-month 
old son, both of whom can produce iden- 
tical letters from Mr. Everts. For many 
years the pioneer jeweler has sent letters 
and gold rings to all babies born in the city. 





Officers of Tri-State Ass'n. 
Announce "49 Convention Date 


Plans for the annual convention of the 
Maryland-Delaware-District of Columbia 
Jewelers Association were revealed at a 
recent meeting of that organization. The 
convention will be held at the Emerson 
Hotel in Baltimore, Md., on May 1 and 2, 
1949, 

Association officials stated that it would 
be to the advantage of the people who 
want to attend the affair, to make reserva- 
tions directly with the Emerson Hotel, 
stating in their letters that the reserva- 
tions are for the jewelers convention. 

The following committee chairmen were 
appointed at the meeting: Jay Engel, J. 








EXPERT REPLATING 
AND REPAIRING 


By Sterling Silversmiths Since 1885 


QUICK SERVICE FAIR RATES 
SPLENDID WORKMANSHIP 


Estimates Gladly Given 


THE A. G. SCHULTZ CO. 
423 E. Lombard St., Baltimore 2, Md. 
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Chicago Jewelry Makers Graduate 





Members of the second graduating class 
in jewelry making of the Jewelry Training 
Service, Chicago, Ill., who are pictured 
above, have completed their course and 
have been placed in various jewelry manu- 
facturing shops in Chicago where precious 
jewelry is made. They will continue to re- 
ceive further training on-the-job. With ad- 
ditional experience many of these gradu- 
ates expect to be model makers or special 
order jewelers as this course is a first step 
in that direction. 

Jewelry Training Service is a non-profit 
school sponsored by the jewelers and the 
jewelry trade associations of Chicago. The 
oficers include: Mead Montgomery, M. A. 
Mead Co., president: Frank Milhening, J. 





Milhening, Inc., vice-president: Milton Axel- 
rad, Pakula & Co., treasurer, and Benjamin 
Sacks, executive secretary of the Jewelers 
Association of Greater Chicago, secretary. 
Hyman Wein, Clinton Watch Co., is chair- 
man of the board of directors. The school 
is one of the few schools in the country 
where training in the working of precious 
metals can be obtained. Students learn to 
make the finest types of diamond set jewelry 
which includes brooches, pins, pendants 
and rings of various types. 

Besides the course in jewelry making, 
the school offers a day course in watch- 
making and evening courses in stone-set- 
ting and engraving. 





Engel & Co., program chairman; Harry E. 
Baumohl, U. S. Jewelry Co., publicity 
chairman; Millard S. Braun, J. Braun & 
Son, reception chairman; David R. Lakein, 
Lakein Jewelry Co., registration chairman; 
Mrs. Elizabeth F. Justice, ladies entertain- 
ment chairman; Harry Greenebaum, M. 
Greenebaum & Sons, banquet chairman; 
M. Lawrence Millspaugh, Samuel Kirk & 
Son, finance chairman, and James H. Levi, 
Leon Levi, Inc., was appointed entertain- 
ment chairman and will be assisted by S. 
Judson Mealy, who was made co-chairman. 








DONT FRET 


DONT SWEAT! 


HERE'S SURE-FIRE PROMOTION MATERIAL 
..«.. NATURAL BORN ACCOUNT OPENERS! 


KODAK CAMERAS 


LIST 
Tourist W/ Kodet Lens .......... $28.86 
Tourist W/ F8.8 Lens ........... 42.14 
Tourist W/ F6.3 Lens ........... 53.68 
Vigilant Junior 620 .............. 20.20 


* BOX CAMERAS « FLASHBULBS + B & W & 
COLOR ROLL & MOVIE FILM 
DEALER'S DISCOUNTS APPLY 

Write for our complete catalog 


GAMERMAN'S 


Wholesale Dept. B-312 
3808 Eastern Ave. 


——————— 


Baltimore 24, Md. 
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Sydney J. Ross, Kay Jewelry Co., was 
named general chairman, and Walter N. 
Greenebaum, S. & N. Katz, Inc., was 
named general co-chairman. 


EYE-CATCHING WINDOW 


SS yr ees He ro : 


THE! JERNATIONAL (NK 





Attracting city-wide notice is a window 
display in the Denver National Bank on 
Denver’s busy 17th Street. Devoted to the 
American Acadamy of Horology, it features 
student’s work and two moving models: one, 
a marine chronometer escapement under 
glass, and, two, a plastic escapement model. 

Samples of student workmanship and 
photographs of the school make up the 
balance of the display. Thousands of peo- 
ple have been stopped by the exhibition, 
and a number of inquiries regarding en- 
rollment have resulted. 
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ANTIQUE and MODERN 


¢ REPAIRING ¢ REFINISHING 
¢ REPLATING * LACQUERING 
¢ SPECIAL ORDER 


Write for Price List 






Serving the Trade since 1892 
The House of Mastercraftsmen 


LOUIS J. MEYER, Inc. 


SILVERSMITHS & PLATERS 
JEWELRY REPAIRING & ENGRAVING 


205 S. 9th St. Philadelphia 7, Pa. 
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f JEWELRY REPAIR 
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|G. 1. APPROVED 


* = Prepare NOW! Our Master 
Bae urse covers everything 
“= needed for high-salaried 
— positions in Jewelry Field. 
=< Latest equipment makes 
* learning a pleasure. High 
percentage of graduates 
successfully placed. Hous- 
— available. (Schools in 
Warren, O. and P’gh, Pa.). 
Catalog FREE. 
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A.W. THACKER ACADEMY FOR JEWELERS 


Dept. C + 423 Federol St. + Pittsburgh 12, Penna. 











For rapid turnover—Wee Cherub Didy Pins have 
irresistible sales appeal. These beautiful creations 
make a lovely gift for the new baby. Unique, 
practical, and a treasured keepsake. Wee Cherub 
Didy Pins are available in Sterling Silver, Gold 
Plated, and solid 10K Gold. Packaged in attrac- 
tive gift box. Available for immediate delivery. 
Memorandum selection on request. 

WEE CHERUB MANUFACTURING COMPANY 

2016 Travis Street Houston, Texas 

















WATCH DISTRIBUTORS 


We sell SWISS WATCHES & MOVE- 
MENTS of popular makes & sizes at 
very reasonable prices. 


HONIG WATCH CO. 


323 W. 5th St., Los Angeles 13, Cal. 
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PLATING 


| “ASK ABOUT” 
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TRACE MARK REG. VU. 6 PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 
20 S. Wabash Ave., Chicago 3 CENtral 6089 
































LOST 


“Valuable time, detail- 
ed accuracy, and indi- 
vidualized identity be- 
cause I failed to use 
the NEWALL-IZED 
‘Finger-Print’ System in 
selecting Swiss Watch 
Material.” 

Don’t let this happen to you! Ask 
your jobber today about the many 
benefits from the NEWALL-IZED 
“Finger-Print” System. 


THE NEWALL MFG. CO. 


Chicago 2 Ilinois 














/ WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 
Complete Line Watch Cases and Dials 
MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 














CENTRAL WATCH CO. 
WATCH REPAIRING 


to the trade 


EXPERT WORKMANSHIP 

AT REASONABLE PRICES 
ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 











MAYNARD LEVY 


Leading Jewelery Auctineer for le- 
gitimate jewelers. Write for date and 
information. 

PHONE BUTTERFIELD 1100 
§200 BLACKSTONE - CHICAGO 15 














MASTER Whtchmahing 


“Famed the World Over 
as the School of Quality’’ 


CHICAGO SCHOOL OF WATCHMAKING 


Founded in 1906 by Thomas B. Sweazey 
1608 N. Milwaukee Ave., Dept. 228 
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q The mid-winter convention of the Indiana 
Jewelers Association will be held at the 
Lincoln Hotel in Indianapolis on Tuesday 
and Wednesday, February Ist and 2nd, and 
the officers promise a most interesting 
and profitable meeting. Members are urged 


to leave these dates open “when planning 


expeditions to market, to Florida, or a visit 
to Aunt Emma”—a wedding or funeral will 


be an acceptable excuse for not attending. 


q Charles H. Barker, executive secretary of 
the Illinois Retail Jewelers Association, 


announced ina recent bulletin that the 1949 
annual convention will be held at Spring- 
field on Sunday, February 20th and invites 
members to suggest subjects they would 
like to hear discussed at the meeting. 

q At the October luncheon meeting of the 
Chicago Jewelers Association held in the 
Roosevelt Room of the Morrison Hotel, the 
Social Relations Committee reported that 
the plans for the 75th annual banquet to be 
held on January 8th are well advanced and 
that the occasion would adequately cele- 
brate the anniversary which has _ been 
reached by few business associations in the 
country. Dr. Wm. Shanahan, assistant 
professor of psychology at the University of 
Chicago, discussed the causes, nature and 
extent of psychiatric illnesses and the cura- 
tive measures recommended and applied in 
such cases. 

q The new Schaefer's jewelry store at Vir- 
den, Ill., owned and operated by Paul E. 
Schaefer, opened for business on October 
23rd. Mr. Shaefer converted his new loca- 
tion into an attractive, ultra-modern store. 
The fixtures are of blonde wood with built- 
in fluorescent lighting. 





Jewelry Officials Address 
Meeting of Chicago Jewelers 


More than 100 members of the Jewelers 
Association of Greater Chicago greeted 
H. A. Goldberg of Portsmouth, Va., presi- 
dent of the National Association of Credit 
Jewelers, and Bill Wagner, executive secre- 
tary of that organization, at a special dinner 
meeting in the Crystal Room of the Palmer 
House on the evening of November 10th. 

After President Joseph Hirtenstein intro- 
duced these and other prominent members 
of the trade, Mr. Goldberg discussed prob- 
lems facing the industry, principally the 
excise tax. Since it is practically certain a 
repeal of the tax is not at all likely, three 
possibilities are to be considered: a reduc- 
tion in the tax, 10 per cent on sales of $25 
or less with 20 per cent on sales over that 
amount, or the exemption of sales up to 
and including $25. Mr. Goldberg favored 
the latter because he said surveys indicated 
this would afford greater relief to both the 
public and jewelers than any other except 
outright repeal. 

Secretary Wagner gave one of his usual 
informative talks with advice as to pro- 
cedure. He reported the results of a sort 
of perpetual survey on sales of jewelry 
stores made during the year. The survey 
indicated that sales were off approximately 
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10 per cent as compared with last year. 
Mr. Wagner stated that one-third or more 
of the sales are of allied lines, other than 
jewelry, with watches and diamonds ag. 
counting for 38 per cent on the average, 
After predicting a big holiday business, Mr 
Wagner urged members to cooperate with 
the officers of their association and stated 
that the solution of 90 per cent of the 
jewelers problems can be solved at the loca] 
association level. 

George Gayou, manager ef the Nationa] 
Jewelry Fair held annually in connection 
with the annual NACJ convention in Chi. 
cago, was also a featured speaker on the 
program. He stated that present indica. 
tions disclose that the show which will be 
held at the Stevens Hotel starting July 25th, 
will far surpass all those previously held, 

The next meeting of the association wil] 
be held on January 5th at the Standard 
Club. 


Watch and Clock Collectors 
Install Officers at Meeting 


An interesting meeting of the Mid-West 
chapter of the National Association of 
Watch and Clock Collectors was held in the 
conference room of the Pittsfield Building 
in Chicago on October 22nd. Members were 
present from Chicago, Chicago Heights, 
Elgin, Evanston, Plainfield and Oak Park, 
Ill. 

After the installation of officers by 
Richard H. Cole of Evanston, president 
elect Frank D. Urie, superintendent of 
instruction of the Elgin National Watch 
Co., made a brief talk and outlined the pro- 
gram he would follow. He called for in- 
creased membership and the institution of 
a system whereby each member present at 
a meeting would deliver a short talk about 
his collection. 

An outstanding feature of the evening's 
program was the presentation of a sound 
color film titled, “Telling Time Through 
the Ages.” The picture, which explained 
the history of 100 interesting antique 
watches, was secured from the United 
States Time Corporation by program chair- 
man, Francis R. Bentley, editor of National 
Jeweler. 

Other officers installed were: Harry Ya- 
seen, retiring president, was made honorary 
president; Leopold Metzenberg, Ist vice 
president; Francis R. Clamitz, 2nd vice 
president; Gerald C. Kimes, 3rd vice presi- 
dent; W. F. Barnard, treasurer, and R. H. 
Zeke, secretary. 

The next meeting is scheduled for the 
evening of December 10th and will be held 
at the same place. 








Golden Roosters Stag Party 
Draws Nation-Wide Attendance 


The Golden Roosters of Chicago, fine 
feathers of the jewelry trade, held their 
annual fall stag party in the new Chicago 
Room of the LaSalle Hotel on the evening 
of November 11th, with an unusually large 





THE JEWELERS’ CIRCULAR-KEYSTONE 











LECTURES ON GEMS AT CHICAGO SCHOOL 


Chicago Institute 
of Watchmaking 


| is pleased to announce a six months’ course 
_in Jewelry and Advanced Watch Repair 
| 4 

| A few benches are available in our 
regular one year course in watch repair 





4 
_ Chicago Institute of Watchmaking 


Approved for Veterans. 
Accredited by U.H.A.A. and Certified by H.I.A. 


| Dept. JC-12, 7 S. Pulaski Rd., Chicago 24, Ill. 








Ward H. Cook of Los Angeles, member of the Gemological Institute of America, recently 
ave a three-day series of lectures on gems and stones settings at the Chicago Institute of 
Watchmaking, 7 S. Pulaski Rd., Chicago. Shown in the picture with Mr. Cook, who is exhibit- 
ing some of the slides and stones used in his lectures, are, left to right: Harold Herron, 
assistant director of the Chicago Institute of Watchmaking; Mrs. Frederick Toenniges, St. 
Charles, Ill.; Peter Burgio of Oakleaves Jewelers, Oak Park, Ill.; Mrs. Martha O'Brien of 
Town Jewelers, Chicago; Guy DeFalco of DeFalco Jewelers, Chicago; Mr. Cook, and W. C. 


Johnson of Chicago. 











number of both resident and non-resident 
members attending. Non-resident members 
were represented from cities across the 
country from New England to the Pacific 
Coast. 

The cocktail room was open at 5:30 P. M. 
and from that time until past midnight the 
fun was on. The entertainment started 
with singing by boys representing the Divi- 
sion Street Y.M.C.A., under the sponsorship 
of Dick Maske, who has supervised the 
athletic events at Rooster summer parties 
for nearly 25 years. Before the party ended, 
the usual large sum was pledged to give 
nearly 300 of these boys a two weeks outing 
at Camp Channing next summer. 

Chanticleer Fred M. Gottlieb presided at 
a brief business session during which 
officers were elected and “Bill” McGreevy 
and his associates of the Wrecking Crew 
were given a vote of appreciation for the 
excellent entertainment furnished on this 
occasion. The following officers were 
elected: Chanticleer, Walter (Bull) Con- 
nor: Scratcher, Irving G. Jensen: Keeper of 
Nestegg, Vincent Newman. 

The new officers will be duly installed at 
the annual dinner dance to be held in the 
Gold Room of the Congress Hotel on the 
night of February 19th. 








ANTHONY J. GREGORY 
AUCTIONEER 


Serving legitimate jewelers for 


20 years 
6956 North Ashland Ave., Chicago 26 
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ur work costs no more 
...2 ordinary work 
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Jewelry Producing Plants | 
Seek Bigger Tin Allocations 


Jewelry manufacturers are hopeful of 
getting a little more tin and thereby in- 
creasing the quality of their product. 

The industry has been very hard up for 
tin since the war. The tin content in solder 
is now 40 per cent to 60 per cent lead. 
More tin would enhance the quality. 

While the industry has been very de- 
sirous of increasing the quality in order to 
meet keener competition, it has not been 
able to do anything about it. It has had to 
carry on with the 40 per cent tin content 
and as a result has had to meet production 
problems stemming from the lesser quality 
alloy. 

All of industry is now on a tin alloca- 
tion. Tin for jewelry has virtually been 
eliminated except for solder purposes. All 
tin is now held on R.F.C. stockpile which 
has been increasing materially since the 
war. Production of Malayan and East India 
mines has been increased several hundred 
per cent since removed from Jar«nese oc- 
cupation. While it has not grown to prewar 
standards it is enough to send the stock- 
pile uv considerably. 

There has been no upping of tin alloca- 
tion as a result of the increased production, 
however. The stockpiling has been growing, 
but the services have not taken out what 
they want for strategic purposes. It is 
thought that they may not require all now 
in the R.F.C. stockpile and in that way 
leave some for civilian use. 

Industry is hopeful of getting the tin 
content increased. A very little tin would 
permit the upping of the tin content to 60 
per cent. It points out that the loss in tin 
to the stockpile would be far outweighed 
by the benefits that would be experienced 
by the industry and the superior product 


Telephone Sacramento 2-6680 














24 Hour Service 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 


Finest Watch Crystal Fitting 
Jewelry Repairing and Ring Sizing 
ALL WORK GUARANTEED 
Send for Our Price List 


M. MARTIN & CO. 


Rm. 418 5 S. Wabash Ave. 
CHICAGO 3, ILL. 

















FREDERICK J. ESSIG & COMPANY 


Importers & Cutters 
Precious & Semi-Precious Stones 
— Established 1869 — 


7 W. Madison St., Chicago 2, Ill. 
LAPIDARY WORK 


Drilling — Cutting — Encrusting 
Specializing in Zircons, 
Opals and Star Sapphires 




















“THE PATHWAY TO SUCCESS” 
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WATCHWORK—STONE ScTTING 
JEWELRY—ENGRAVING 


BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 

















STOP SILVER TARNISH 


One simple application of Pro-Tex- 
Sil will protect beautiful silver from 
tarnish for many weeks. 


FREE TEST SAMPLE 


WELMAID MANUFACTURING CORP. 
1737 N. Campbell, Dept. 30,Chicago 47 





that would be made available to the jewelry 
consuming public. 





BECKER-HiECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 
NEW ORLEANS 

















We SPECIALIZE... 


in special order a § Lam us your 


specifications. W. if scbenil a design 
without obligation. 





SCHUMER BROTHERS CO. 
Manufacturing Hewelers 


5 EAST THIRD STREET - CINCINNATI, OHIO 


DIAMOND-CUTTING 


EXPERT WORK 
FAST SERVICE 


SONS 
Cincinnals 


LITWIN & 


114 West 6th Street Ohio 














DISTINCTIVE 
JEWELRY 
WATCHES 


DIAMONDS 
THE D. JACOBS SONS CO. 


Wholesale Jewelers 


811-13 RACE STREET 
CINCINNATI 2, OHIO 

















Harry Greenwold Co. 


The House of Quality and Service 
18 WEST 7th STREET, CINCINNATI, © 


VIRGIN Diamonds 
CELLINICRAFT Jewelry 


(Zones 7 end 8) 


HAMILTON WATCHES 


Lines of quality and style that give you. pro-. 


tected profit. You can recommend these lines 
to your customers with confidence. 


4 Elmer E. 





q All factors in the jewelry trade in this 
city report increased business for tne cur- 
rent holiday season. Practically all of the 
manufacturers and wholesalers have been 
busier than during the last several seasons, 
while retailers state that early holiday buy- 
ing has been well ahead of that recorded 
for the same period last year, with pros- 
pects good that the last-minute rush will 
send the annual volume for the year well 
ahead of recent years. 

q Because of a rush of orders for both 
jewelry and leather goods, which has re- 
sulted in a three-month lag in shipments, 
the manufacturing plant of A. Sauer and 
Co. at 329 East Eighth St. is now operat- 
ing on two shifts, which will be continued 
until at least next March in an effort to 
catch up with orders, according to Albert 
Sauer, company president. The added busi- 
ness has necessitated a considerable in- 
erease in the number of employees, Mr. 
Sauer said. and will make this the best 
year in the history of the company. 

q The Northern Ohio Guild of the Amer- 
ican Gem _ Society held their regular 
monthly meeting on November 9th at the 
Hatch Building, Western Reserve Uni- 
versity. Dr. Henry F. Donner, professor of 
Geology at Western Reserve University, 
delivered an interesting lecture on his re- 
cent journey through Africa. Showing 
slides and motion pictures taken en route, 
Dr. Donner described the beautiful park- 
like countryside: the volcanoes; the dif- 
ficulties that he 
special interest to 
mond mines. 

q Members of the Cincinnati 
Wholesalers and Manufacturers 
tion will hold their annual dinner and 
business meeting on January 18 at 6:30 
yp. m. in Hotel Alms, with President Al- 
bert Sauer presiding. The meeting will be 
featured by the election of 1] 
who, in turn, will name the 
officers for the coming year. 
q The Frank Herschede Co., retailer of 8 
West Fourth St., is experimenting with the 
newest form of advertising. It is the FM 
radio broadcasting recently in- 
stalled in 400 buses in Greater Cincinnati, 


encountered: and, of 
cemologists—the dia- 


Jewelry 
Associa- 


directors 
Association 


service 


over which the store has contracted for 
four 50-second announcements daily. The 
announcements feature sterling and plated 
silverware, and are keyed with the offer of 
a pair of sterling silver candlesticks at a 
cpecial price, including tax. 

Oberrecht, retailer of 7370 
Reading Road, has been elected vice presi- 
dent of the newly-organized Roselawn Mer- 
chants and Professional Men’s Association, 
composed of business and professional men 
located in the new million dollar Roselawn 
Center in the northern section of the city. 
AA number of salesmen who returned 
from business trips during November re- 
ported very good business. These included 
Jack Gerwe, Jack Schmidt and Emmett 
Fitzpatrick of the Gerwe-Brown Co.; Al 








se CINCINNATY 


Wehry, Klein Brothers Co.: Ralph Pay. 
terson, the Harry Greenwold Co., and R 
Koehne, the Albert and Seifert Co. 

q Carroll C. Seghers, proprietor of Car. 
roll’s Jewelers at Fifth and Main Sts., is 
recovering at his home from an Operation 
for a ruptured appendix, which was per- 
formed on October 28 at Good Samaritan 
Hospital. 

q George Brown of the Gerwe-Brown Co., 
wholesalers in the Temple Bar Building, 
spent the latter part of November on a 
business trip to Texas. He was joined jp 
Houston by Julius Cortois, a company sales. 
man in the Texas territory, and the two 
called on a number of retailers in that 
state. 

@ During the recent national Employ the 
Physically Handicapped Week, A. Sauer 
and Co., manufacturing jewelers of 399 
East Eighth St., was selected as the out- 
standing local concern in the employment 
of physically handicapped persons, and Al.- 
bert Sauer, president of the firm, was asked 


Oy 


to describe his operations in a radio broad- 
cast over Station WCKY. Approximately 
10 per cent of the employees in the Sauer 
plant are physically handicapped, and Mr. 
Sauer has gained wide recognition for this 
humanitarian service over a period of many 
years. 

4 F. F. Kirkendall of the G. W. Seifried 
Co., gold refiners at 5 East Third St., who 
has been ill since June, is now recovering 
at his home, and is expected to return to 
his desk in the near future. 

4 Mayo Loeb of the Loeb Distributing Co., 
528 Walnut St., who was injured in an 
automobile accident in Georgia last Sep- 
tember, returned to the ‘road in the middle 
of November, when he made a brief busi- 
ness trip through Ohio. 

q The annual Thanksgiving party of the 
Town Criers, this city’s organization of 
wholesale jewelry salesmen, was held No- 
vember 26, following luncheon in the Cin- 
cinnati Club. Arrangements for the party 
were made by Morry Solomon of D. Jacobs 
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| Co and President Clarence Loeb ot 
ant . | —_— 

Litwin and Sons, Inc., presided. 

4 Although his car was badly damaged 
school bus in War- 


j rf >mpty 
hen hit by an ¢ \ 
: Ky.. Jack Zerhusen, salesman for 
saw, zy °F 


Sons. Inc., escaped injury. He 


itwin and i 
' io from a business trip through 
' ) 


was returnil 


jana. 
nw J. Mecklenborg of Mecklenborg 


and Gerhardt, manufacturers of B11 Race 
St.. and Mrs. Mecklenborg celebratea oats 
twenty-first wedding anniversary with a 
dinner on November 9 at the Beverly Hills 
try Club. 
4 The Cincinnati Guild of the Ohio Watch- 
makers Association showed the first in a 
series of motion pictures on watchmaking 
at a meeting on November 4. The film 
was shown in connection with a Guild edu- 
cational program planned for this season. 
4 The Loring Andrews Co., retailer of 117 
Fast Fourth St., recently displayed a col- 
lection of birthstones, prepared by the 
American Gem Society, and store officials 
report the display was well attended and 
aroused considerable interest. 
¢ A man and woman, posing as customers. 
stole a $1,000 diamond platinum ring on 
October 19 from the retail jewelry store 
of Elmer A. Oberrecht at 7370 Reading 
Road. Mr. Oberrecht said the couple ex- 
amined various items of merchandise, made 
a $5 deposit on a ring, and then left, with 
the theft being immediately 
after iheir departure. 
4 Four employees of the Gerwe-Brown Co. 
recently enjoyed a weekend trip to Chi- 
cago by air. They were Martha Dann- 
hauer, Ann Erpenbeck, Ruth Feldhues 
and Margaret Tighe. 
4 Max Litwin of Litwin and Sons, Inc., left 
with his family on November 7 to join his 
parents, Mr. and Mrs. Akin Litwin, at their 
winter home in Miami Beach, Fla. Max 
and his family will remain in Florida until 
early in January. 
q Harvey Faller, retailer in the Enquirer 
Building, has completed the redecoration 
of his store. The new color scheme is in 
aqua, and new showcases and counters are 
in light-colored wood. 
q Harry Waxman of Waxman, Inc., manu- 
facturer of 561 Reading Road, was in New 
York City on a business trip the middle 
of November. 


d iscovered 


q The Gerwe-Brown Co. has prepared a 
very comprehensive catalogue of the 
jewelry merchandise handled by the firm, 
and distribution of the catalogue was made 
to retailers during November. 

q Clarence Loeb, salesman with Litwin 
and Sons, Inc., left December 10 for Holly- 
wood, Fla., where he has leased an apart- 
ment for a six weeks’ vacation. Mr. Loeb 
was accompanied by his wife. 

4 Jerome Bihl of Bihl Brothers, retailers 
at 123 East Eighth St., Newport, Ky., and 
his family have returned from a vacation 
spent in Florida. 

4 Irving Wiesen of Wiesen-Hart, 2211 May 
St., has returned from a one-week buying 
trip to New York City. 


4 John Schira, Jr., of Schira Brothers, 
manufacturers of 530 Walnut St., has re- 
turned from a southern business trip. 
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A GIFT FOR SANTA 





Wally Miller, 


NMiiller 


president of 
Brothers Watch Strap Mfg. Co., 817 Main 
St., Cincinnati, Ohio, is shown presenting 
Santa Claus with his new belt. 

The belt was designed by Alvin Miller, 


production manager for the firm. It is 
made exactly like a watch strap and 
measures 4’ inches wide by 68 inches 
long. The buckle was hand made of wood 
and painted in gold. 

Santa, wearing his new belt, led the 
giant balloon parade, which is an annual 
Cincinnati event ushering in the Christmas 
season, and witnessed this year by more 
than 100,000 persons. 











€ Joan Richardson, niece and_ secretary 
of John Schira, manufacturer of 530 Wal- 
nut St., has announced her engagement to 
Robert Bloom. The wedding will be next 
May. 

q The retail store of Hanley Brothers, 216 
Dunn St., Lockland, was literally bulging 
with customers on October 14, when a 
“dollar promotion” was staged. 

q Al John Kovae of the Flanagan Kovac 
Co., wholesaler in the Enquirer Building 
made a business trip to Providence, R. I.. 
the first week in December. - 

q The annual Watchmakers Ball will be 
held on the roof garden of Hotel Gibson 
on January 22. 

q Evans Jewelers is the name of a new re- 
tail store in Noblesville, Ind. 

@ Recent Cincinnati business visitors in- 
cluded Sam Newman and son, diamond 
dealers of New York: Daniel Adams and 
Paul Seibel of the Hamilton Watch Co.: 
Lawrence Murray, Seth Thomas Clock Co.: 
James Lester, International Silver Co.: 
Harold Stanton and Harold Blackburn, 
Warren Telechron Co.; J. M. Sheppard. 
Western Clock Co.; T. R. Rathbone and 
Fred Lounsbury, Community Silver Co.: 
Sam Papania, retailer of Hazard, Ky.; Will 
Kendricks, retailer of Louisville, Ky., and 
Lou Hetzner, retailer of Peru, Ind. This 
was the first time in 25 years that Mr. 
Hetzner had visited Cincinnati, and he 
was warmly greeted by his friends among 
the wholesale jewelry salesmen. 





Edward Lyday, Jr., of West Frankfort, 
Ill., has purchased the Crouse Jewelry store 
at Carterville, Il. Mr. Lyday took his train- 
ing in the Kansas City School of Watch- 
making and has been associated with the 
Davidson Jewelry store of West Frankfort. 
Mr. Crouse, who disposed of his business, 
will be associated with a Carbondale 
jeweler in the future. 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 








818 LIBERTY AVE., PITTSBURGH 
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SCRAP GOLD 


We are buyers and refiners of Gold, Silver and 
Platinum offering the following prices for your 
scrap gold and gold-filled : 

22K $1.48 per dwt. or $29.60 per oz. 

18K 1.21 per dwt. or 24.20 per oz. 

14K .94 per dwt. or 18.80 per oz. 
10K -67 per dwt. or 13.40 per ox. 

Goid-filled optical 1.00 per oz. 

20 yr. G.F. watch cases 1.25 per oz. 

25 yr. G.F. watch cases 2.00 per oz. 
Silver and Platinum at current prices. Small 
lots. Prompt and reliable’ service. 
All shipments held subject to your approval. 
Ship your next lot of scrap to us. 


A & A GOLD REFINERS 


Scrap — Filings — Sweeps 


323 West Sth St. Los Angeles, Calif. 

















PLASTIC BEADS .. . for Every Purpose! 


TELL Plastic Beads are made in a 
variety of spheres, shapes, colors and 
finishes. Write for samples and prices. 
TELL MANUFACTURING CO., INC. 
202 So. Jefferson St., Orange, N. J. 











USE DIRECT MAIL 








@ Contact Mr. Grant of 
AGCURATE ADDRESSERS CORP. 
1233 - 6th AVE., N.Y. 19 
CIRCLE 55-5876 
Your direct mail addressed as low 
as $7.50 per 1000 to the largest, 
most accurate list of retail jewelers. 





TAKE TOPFLIGHT 





More and more new uses and users every day 
make self-adhesive cellophane advertising strips 
by Topflight, tops in this field. Easy to apply. 
Costs less per day. 


TOPFLIGHT TAPE CO. YORK, PA. 
259 




















PAUL A. STRAUB & CO., Ine. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Merrey Hill 383-5460 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St.. New York, N. Y. 
Tel. Gramercy 5-1605 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















MADDOCK & MILLER, INC 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S ironstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 
WELLINGTON Bone China Teaware 


129 Fifth Avenue, New York 3, N. Y. 














JUSTIN THARAUD & SON 


INC. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT'S 
Englisk Staffordshire Ware 








TEDMAN IMPORTING CO. 
225 Fifth Ave., Room 829 #Tele.: CA 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Teas and A.D.'s, Breakfast and Tea Sets 
Smoking Articles, Toby Jugs and Lustreware 




















: importers of 
7 ENGLISH CHINA 
and 





N EARTHENWARE 
Stoek and Import 


+ + 1 tea & CO., INC. 
9 


149 Fifth Ave. New York 10, N. Y. 
AL. 4-0104 














ROYAL DOULTON 


Engtiakh Bone China amd Earthenware 


DOULTON and CO., Ine. 


Successors To 
wm. 8. PITCAIRN CORPORATION 
212 Fifth Ave. 


di 


New Yerk, N. Y 
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Tuomas P. BELL, 61, president of the 
George Beli Jewelry Co., New York, died 
Oct. 20. In 1927 he joined his father, 
George Bell, as treasurer of the jewelry 
firm. He became its president in 1944. He 
is survived by his widow and a daughter. 

Wituram FE. Buss, 75, who before his 
retirement was president of E. A. Bliss 
Co., Meriden, Conn., died Nov. 2. Sur- 
viving are his widow, a son and a daughter. 

Epwin H. Boumer, 71, founder and 
president of E. H. Bohmer and Sons, re- 
tail jewelers and watchmakers of Cincin- 
nati, Ohio, died Oct. 20. A lifelong native 
of Cincinnati, Mr. Bohmer was one of the 
oldest master craftsman watchmakers in 
the city, having started as a boy of 15 with 
the former Ben Greenwald Watch Co. For 
23 years, he was employed by the former 
wholesalers, the Lindenberg and Fox Co., 
and he started his own business in 1928. 
Survivors include his widow, a son, Roland 
R. Bohmer, who was in partnership with 
his father and who is continuing the busi- 
ness, another son and a daughter. 

Joun Drake, 67, retired jewelry manu- 
facturer and a leader in civic affairs in 
West Orange, N. J., died Nov. 1.) Mr. 
Drake, an authority on the mounting of 
cameos, formerly conducted his own manu- 
facturing concern in Newark, N. J. He 
was a former secretary of the National 
Jewelry Publicity Association. He is sur- 
vived by his widow, a son and a daughter. 

CHARLES M. FULLER, 85, associated with 
his son in the jewelry firm of Milton A. 
Fuller, Inc., Palm Beach, Fla., died October 
Ist in Orlando. Late in 1877 Mr. Fuller 
joined the organization founded by Damon 
Greenleaf and Joseph H. Crosby in Jack- 
sonville. Later he acquired the interest of 
the original owners and, as president of the 
(Greenleaf & Crosby Co. as it existed prior 
to 1929, saw his firm gain widespread im- 
portance as jewelers and silversmiths. In 
1929 he disvosed of his interests, but -later 
he again became active in business with his 
son as an officer in Milton A. Fuller, Inc., 
jewelers, now operating in Palm Beach. 
The deceased is survived by his widow, two 
daughters and a son. 

Water C. Garpiner, 64, a wholesale 
jewelry salesman for the Albert Walker 
Co. of Providence, R. [., died Oct. 26. He 
is survived by his widow, a two 
brothers and three sisters. 

\Viax Gertsacov, 77, who for many years 


son, 


was prominent in the jewelry manufac- 
turing business in Providence, R. I., died 


on Nov. 2. Mr. Gertsacov had been retired 
for the past two years. He went to Provi- 
dence 55 years ago and resided in that city 
ever since. He leaves his widow, two 
daughters and two sons, Irving Gertsacov, 
president and treasurer of Lawrence Mfg., 
Inc., Providence, and Edward Gertsacov of 
Harrisburg, Pa. 

Jacques Le Roy, 76, who was widely 
known in horological circles throughout 
the country but particularly in New York, 
died Nov. 15. He had founded a retail 
jewelry store at 1056 Third Ave., New 
York, and was still actively engaged in 
conducting the business at the time of his 
death. Mr. Le Roy was born in Budapest, 
Hungary, and was an expert horologist 
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learning the business under his father ; 
Europe. He worked for many years 
both Paris, France, and Switzerland al 
came to the United States when * 
about 25 years old. Mr. Le Roy was 
active in the Horological 
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was long 
Institute of 
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America and served for many years on the 
Board of Examiners. When he died he 
was an honorary member of the HIA and 
also an honorary member of the New York 
Horological Society. Surviving are his 
widow and two daughters. 

Emit A. MOLKENTINE, 67, well-known 
jeweler of Miami, Fla., died September 
26th at his home in that city. The deceased, 
a native of Ann Arbor, Mich., had been g 
resident of Miami for the past 41 years, 
Surviving are his widow, a son and a 
daughter. 

JoHn RAMSAY, vice-president and a di- 
rector of the Ripley-Howland Mfg. Co., 
Boston, and a member of the Boston Jewel- 
ers Club, died on October 20. For many 
years, Mr. Ramsay rolled on teams of the 
Boston Jewelers Bowling League. 

Gustave A. SCHNEIDER, 73, who had op- 
erated a jewelry store at Kingston, N. Y., 
for 20 years, died Oct. 13. He was a native 
of Wittenberg, Germany, where he learned 
the watchmaking trade. After coming to 
this country in his youth, he was employed 
for several years by the Howard Watch Co. 
in New York. In 1912 he moved to Kings- 
ion as a jeweler and later opened his own 
store. 

Hersert K. Smitu, 77, founder and co- 
owner of the Herbert K. Smith Co., Ingle- 
wood, Calif., died Oct. 17. He was an ac- 
tive member of the state and_ national 
jewelers’ associations and was a_ former 
president of the Louisiana Retail Jewelers 
Association. Mr. Smith also was an in- 
ventor and manufacturer of jewelry. He 
is said to have invented the first coin count- 
ing machine. Besides items of jewelry he 
invented the Merle wrist watch band. He 
is survived by his widow, Mrs. Merle P. 
Smith, who will continue the business, a 
son and a brother. 

E. DEANE Stowe of Short Hills, N. J., 
died Nov. 10 after a short illness. He was 
born in Norwich, Conn., and received his 
early training in the New England Watch 
Factory, Waterbury, Conn. He later be- 














SWEDISH CRYSTAL 


Kosta Alsterfors 
DANISH CERAMICS (Bing and Grondahl) 


D. Stanley Corcoran. Inc. 


7 West 30th Street New York 1, N.Y. 
LOngacre 4-7851 
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anager of the watch and clock de- 
partment in the retail jewelry establish- 
ment of the Tilden-Thurber Corp., Provi- 
dence, R. L., and in 1922 was appointed 
manager of the New York office of the 
Hadley Co. In recent years he conducted 
his own business in Rahway, N. J., as a 
manufacturer of rubber cement and rubber 
merchandise. Mr. Stowe was a member 
of The Jewelers’ 24 Karat Club of the 
City of New York. He is survived by his 
widow, a brother, Charles S. Stowe of 
Hartford, Conn., and a sister, Mrs. Florence 
M. Bradley, of Worcester, Mass. 
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Trade Gives Full Support 
To Federation Fund Drive 


The current drive for funds for the Fed- 
eration of Jewish Philanthropies of New 
York finds the jewelry industry well or- 
sanized and represented. During the month 
of October the various sub-divisions of the 
Jewelry Division met at meetings and 
luncheons and made plans to raise funds 
for the Federation’s $16,500,000 campaign 
in behalf of 116 local hospitals and medi- 
cal social service agencies. 

Paced by a very well attended meeting 
of key leaders in the home of Benjamin 
Lazrus of the Benrus Watch Co., who is 
1948 campaign chairman of the Federation 
of Jewish Philanthropies of New York, the 
drive in the Jewelry Division got into full 
swing during October. 

Taking inspiration from the pace-setters’ 
meeting, the Manufacturers’ Division of the 
Jewelry Industry gathered in the Hudson 
Room in the Woodstock Hotel for luncheon, 
Wednesday, Oct. 20. Colonel Harry D. 
Henschel, general chairman of the Jewelry 
Industry for the Federation, was principal 
speaker. Sidney Fiddleman of J. Fiddle- 
man and Sons accepted the chairmanship 
of the Manufacturers’ Division, and Henry 
Peterson of the Feature Ring Co., accepted 
the co-chairmanship. 


Under the chairmanship of Simon 
Gershey of the Gruen Watch Co., the 
Watch Manufacturers’ Division of the 


Jewelry Industry met in the lounge of the 
Hotel Bristol, Wednesday, Oct. 27. The 
chairman expressed satisfaction at how well 
his group was following the fast pace set 
by the Lazrus home dinner of the week 
before. 

A luncheon at the Diamond Center, 15 
West 47th St., at which Milton Weill was 


guest speaker, brought the message of the 
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campaign to that section of the industry. 
Milton Weill spoke informally to a key 
group of Diamond Center and Diamond 
Club leaders, and plans were drawn up for 
intensive solicitation of members of both 
groups. The Diamond and Precious Stones 
Division is under the co-chairmanship of 
Stephen W. Hoffman, Diamond Distrib- 
utors Sales Ins., and Charles Wolf, Charles 
Wolf and Son, who co-chaired the meeting. 
The Retail Jewelers’ Division of the Fed- 
eration heard guest speaker Judge J. Gold- 
stein call the cards at a citywide meeting 
and cocktail party at the Hotel Commo- 
dore, Sunday, Oct. 31. The meeting was 
featured by the appearance of Congress- 
men Donald L. O’Toole of Brooklyn, and 
Walter A. Lynch of the Bronx, who spoke 
on the excise tax. The Retailers’ Division 
of the jewelry industry is under the chair- 
manship of Henry L. Lambert, of Lambert 
Brothers, and the co-chairmanship of 
Phineas Peters, M. G. Peters & Bro. 





Report on Current Business 
(From page 238) 


production of non-jewelry items that can 
be produced on their machinery. Such con- 
tracts were sought for the express purpose 
of tiding the firms over periods when 
jewelry demand falls off. 

Continuing with high volume are the 
firms in the chain-making field. This is one 
segment of the jewelry industry that is help- 
ing to keep total employment, payrolls and 
man-hours at levels far above those of the 
pre-war era. 

Indicated by a survey of the Rhode 
Island-Attleboro area is that when this 
season has ended the jewelry-producing 
business as a whole will be approximately 
as large as last year, but the employment 
records set in last November will be un- 
broken. 





80 YEARS YOUNG 








William M. Birks, chairman of the board 
of Henry Birks & Sons, Montreal, Canada, 
together with his wife, was recently pre- 
sented with gifts of electric blankets and 
three sterling silver water jugs by em- 
ployees of the firm on the occasion of their 
80th birthday. Mr. and Mrs. Birks. who 
were both born on October 25th recently 
celebrated their 58th wedding anniversary. 
On October 20th Mr. Birks made his 119th 
Atlantic crossing, but it was the first time 
he traveled by air. 
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Vibrating a Hairspring 








Eighth in a series of articles explaining, in detail, 


the operation in which a hairspring is fitted to a balance so 


that it oseillates a required number of times an hour. 


by HENRY B. FRIED 


Executive Secretary 
The Horological Society of N. Y. 


(Drawings by the author) 


NOTHER method of bringing the spring’s length 
A to size and time is to count the number of vibra- 
tions of the balance in a given time, usually for a minute. 
This method is not as accurate as matching the vibra- 
tions of the balance with another, but many watchmakers 
are able to master this system with remarkable results. A 
watch with a large seconds hand or one with a sweep 
seconds hand is used as the timepiece with which the 
counted vibrations are directly checked. In fact the count- 
ing is done directly upon the crystal over the watch dial 
lo facilitate the observation and counting. 









Fig. 45. A watch with a sweep second 
hand can be used to count vibrations 
of trial balance as alternate method. 





The balance with its new spring is grasped with the 
bench tweezers and suspended over the center of the 
watch crystal by bracing the fingers of the hand holding 
the tweezer in such a manner that its lower pivot barely 
touches the crystal as shown in Figure 45, With the other 
hand the balance is twisted around so that when it is 
released it will have an active motion. When the balance 
is released and it starts its swings it will be drawn up 
off the crystal and then down again with an audible tap 
by the descending lower pivot. These taps are then 
counted beginning when the second hand on the watch 
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under the crystal passes (not reaches) an easily remem- 
bered part of the dial, such as the 60-second mark or 
any of the quarter marks. 

Since these taps represent only alternate beats, they are 
infrequent enough to be counted. The total number of 
taps in one minute is then multiplied by two. In most 
watches, there are 300 vibrations a minute. If the spring 
is of perfect length then there should be 150 taps per 






































Fig. 46. Another method is to suspend the balance 
and to observe the vibrations, timing them by 
the sound of a going watch held against the ear. 
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minute. If the total number of taps on the crystal by 
the lower pivot in one minute is more than 150, it is an 
indication that the spring is grasped at a point too far 
from its outer terminal. If there are less than 150 in a 
minute, then the tweezer must grasp the spring at a point 
farther from the outer end of the hairspring. 

Sometimes the motion of the balance falls off to such 
an extent before the minute is up that the taps upon the 
crystal become too weak to be heard. In that case the 
balance also has a very short arc and it then becomes 
possible to pick up the count of the alternate vibrations 
by visual observation. That is, the arcs are short, slower 
and easier for the eye to follow and thus pick up a count. 
Or the taps heard may be timed for a half minute period. 
As with the acquisition of many other watchmaking skills, 
practice is essential. 

Another method is the system in which the balance is 
suspended and the vibrations observed as explained 
above. However, instead of the pivot resting upon the 
watch, the going timepiece is held against the ear. This 
is shown in Figure 46. If the suspended balance oscillates 
in harmony with the watch held against the ear, the ticks 
will seem to come from the suspended oscillating balance. 
This, of course, is an indication that the spring’s length 
is correctly adjusted. 

If the spring on the suspended balance is longer or 
shorter than it should be, the speed of this balance will. 
of course, be out of harmony with the watch against the 
ear. This will manifest itself in the fact that the ear and 
eye will fail to associate the sounds of the ticking balance 
with that of the out-of-time oscillations of the suspended 
balance. As soon as they re-enter a phase of unison, the 
association of sight and sound will again take place. The 
longer the tested balance and the audible watch remain 
in unison, the more accurate is the vibration of the tested 





Fig. 47. Device for testing balance as described in 

a Swiss journal, employs specially-made device pic- 

tured here and used on precision-timed watch which 
is adapted for its use. 


balance spring. A few trials with an assortment of bal- 
ances will reward the operator with the desired efficiency. 


HARMONIC MOTION 


In the July-August, 1947, issue of the Journal Suisse 
d’Horologerie et de Bijouterie is described an interesting 
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and simple device to vibrate hairsprings for use by the 
watchmaker at the bench. 

It is known that if a pendulum was to stand close to g 
going clock whose pendulum’s length approximated jts 
clock-less neighbor, the idle pendulum would soon be 
set into motion. If the clock-less pendulum is shorter o, 
longer than the clock pendulum it will stop a short time 
after it has started and then start all over again, stopping 
soon after that. These cycles will recur with some degree 
of regularity. However, if the pendulums are almost 
exactly alike in length, the free pendulum will remain jy 
motion a longer period of time. The closer the pendulums 
match each other in length, the longer the free pendulum 
will oscillate. Breguet made such a clock utilizing this 
principle. 


Fig. 48. Using the device, trial 
balance and spring is suspended 
over a going balance so that its 
lower pivot rests in conical cup. 
The slight circular friction of the 
going balance will cause the 
trial balance to begin vibrating. 
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Utilizing the same principle, it is reasonable to expect 
that two balances. brought close enough to one another 
would react in the same way. By the manner in which the 
escapement-less balance reacts, its timekeeping values 
may be judged accordingly. To utilize this idea, the Swiss 
journal describes a method in which it is possible to 
bring the balance with the newly fitted spring directly 
over the balance of a going precision-timed watch. The 
lower pivot of the balance under test is rested in a coun- 
tersink above the elongated upper pivot of the heavy 
balance of the going watch below. 

To produce such a device, a good grade large-sized 
watch with a heavy balance is obtained. It should be in 
going condition. Then the balance staff is re-pivoted or a 
new staff is made so that its upper pivot is about as long 
and almost as thick as the fourth wheel pivot. The cap 


jewel is removed from its setting and another hole jewel 
(Please turn to page 268) 
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Modern Mechanized Methods 


of cash-control and 


Take, for example, these clear, unalterable, printed figures, added with record-keeping 

mechanical, absolute accuracy. What a perfect foundation for the better 
* 

business systems demanded by business today! begin 


Yes, today’s modern mechanized methods of cash-control and record-keeping * h L i 
right here: 


are built directly about the cash register. Just consider what information and 





vrotection the National Cash Register provides. An automatic, detailed 
record of every transaction. The certainty and assurance of a clear, 
unalterable, printed receipt. The absolute accuracy of its mechanical 
figure-work. Its effortless automatic analysis of sales by classifications — 
and by salespeople. Its mechanical transaction-counters, and the 


sure protection of its individual automatic cash-drawers. 





Here you find the basis for a standard of speed, ease, and com- 
pleteness of managerial control — and a degree of protection for all 
concerned — utterly beyond the scope of any hand-operated system. 
There’s a new National Cash Register which has been designed 


expressly to meet the specific needs of your business. Ask your local 





National representative to show you what it can do for you. 





THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO CASH REGISTERS © ADDING MACHINES 


Sales and Service Offices in over 400 cities ACCOUNTING MACHINES 
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AGNETIZATION—Here is a problem I ran into 

and it is still unsolved. I have a Swiss man’s wrist 
watch, sweep second. I repaired it and discovered it 
was strongly magnetized. I have a demagnetizer but I 
could not demagnetize it. I consulted two other watch- 
makers and they tried it on their own demagnetizers, but 
no result. Can you please advise me what to do? (Ques- 


tion No. 6091) W. M. A. 


Answer—A case of stubborn magnetization of a 
watch, such as you describe, may be cared for by taking 
the watch apart, then wiring all of the steel parts to a 
piece of cardboard or thin wood, and passing this 
through the demagnetizer in the usual way. If magnetism 
persists, probably in the mainspring and/or hairspring. 
bind these between pieces of blotting paper. This soft 
material, so applied that the coils of spring are gripped 
above and below to hold them immovable, is then fas- 
tened to a thin board or thick cardboard and then passed 
through the demagnetizer. 

In stubborn cases, sometimes it is necessary to experi- 
ment in the matter of varying speeds at which the work 
is moved through the demagnetizer coil, distances at 
which the work is away from the coil when current is 
cut off, etc., to find the exact combination that may do 
the trick. 





OLDERING CHARMS—Would appreciate it very 

much if you could advise me regarding the soldering 
of charms on charm bracelets. Most of these charms 
have the sterling silver jump rings and we have been 
trying to use soft solder on these jobs. We use regular 
soft solder fluid but the solder does not seem to flow 
evenly and in many cases does not even stick to the rings. 
Would appreciate it very much if you could advise a 
better method to use for this. (Question No. 6092) 
D. A. E. 


A nswer—About the trouble you are having in solder- 
P o 
ing silver jump rings on bracelet charms, we will say that 





266 








1-7? 
fe ey 


gest 

WORKSHOP 
QUESTIONS 
AND 


ey 


ANSWERS 


instead of using soft solder this work should be done with 
silver solder. This is classified as among the hard solders, 
whose superior strength or holding-power is necessary 
in work where the metal surfaces to be joined are of such 
small area as they are in this case. 

From any jewelers’ supply house you can buy silver 
solder and appropriate flux for it. The silver of the rings 
where solder is to be applied, must be clean and free 
from any greasy matter. Cut small bits of silver solder 
from the sheet in which it is furnished and apply flux 
to fill the space where solder is to flow. Then apply one 
or more bits of solder to be held over the space by the 
flux. Heat until the solder melts, when it will flow wher- 
ever you had applied flux and make a strong joint. If 
you use gas and blow-pipe for heating, direct a fine 
point of flame first of all to the ring and charm, but not 
against the solder. After these are hot, then direct flame 
on the solder. If you use an electric soldering machine, 
use it as for any other work. 


LD CLOCK BOOKS—Will you please give us a 
list of books that would inform us about old Ameri- 
can clocks, their makers, age, ete.—and that would indi- 
cate where material could be obtained for repairing these 


clocks? (Question No. 6093) O. M. D. 


A nswer—Books on the subject of former clockmakers 
in America that are at present on the market for sale, 
are as follows: “American Clocks and Clock Makers” 
by Carl W. Drepperd; “The Clock Book,” by Wallace 
Nutting, published by Old America Co., Framingham, 
Mass.; “The Old Clock Book,” by N. Hudson Moore, 
published by Frederick A. Stokes Co., New York; “Con- 
necticut Clockmakers of the Eighteenth Century,” by 
Penrose R. Hoopes, published by Dodd Mead & Co., New 
York; and “Time and Timekeepers,” by Willis I. Mil- 
ham, published by The Macmillan Co.. New Y ork. 

Repair parts for clocks the makers of which have long 
been out of business, are not kept in stock by material 
dealers, except such items as ordinary pendulum rods, 





THE JEWELERS’ CIRCULAR-KEYSTONE 















Pe ee 





ie 5 Aa 


Pe en 











with the most attractive and 
inviting appearance—inside and out 
—the store that presents the most 
appealing “face” to the public, is the 
store that gets and holds the most 
customers, that wins the biggest 
volume, the quickest turnover, the 
largest profits. 

It’s true: “Your ‘face’ can be your 
fortune,” when applied to your jew- 
elry store. Jewelers, from one end of 
the country to the other, have 
proved it to their profit. And they’ve 
proved, too, that Pittsburgh Prod- 
ucts are the most dependable among 
materials for store modernization. 
More than any others, Pittsburgh 
Glass and Pittco Store Front Metal 
have been successful in giving all 
kinds of businesses the magic of 
“eye-appeal.” 

Why not plan to remodel your 
jewelry store for a more successful 
business? Consult an architect, first. 
You will thus be sure of a well- 
planned, economical design. Then, if 
you wish, you can arrange for con- 
venient terms through the Pitts- 
burgh Time Payment Plan. But 
right now, fill in and return the cou- 


N' times out of ten, the store 


"PITTSBURGH | 





Your “face” can be your fortune 

































THIS JEWELRY STORE in Louisville, Kentucky, with its open-vision front offering a clear 
view into the interior, is a striking example of how “Pittsburgh” modernization can be 
employed to give your business more attraction-power. Remodeling like this pays big 
dividends in increased sales and profits. Give your business the advantage of this proven 





“shot-in-the-arm.” Architects: Joseph and Joseph, Louisville, Kentucky. 











pon below for your free copy of our 
valuable new book on store mod- 
ernization, “Modern Ways for Mod- 
ern Days.” It contains scores of 


“Pittsburgh” modernization jobs; 
shows how Pittsburgh Products cre- 
ate sales-winning store fronts and 
interiors. 


Pittsburgh Plate Glass Compary 

2400-8 Grant Building, Pittsburzh 1%, Pa. 

I’m interested in your new book on store modernization, ‘““Modern 
Ways for Modern Days.” Please send me a FREE Copy. 
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standard patterns of hands, etc. Parts not in this cate- 
gory must be made to order when needed. This work 
is done by some of the trade-shops whose addresses may 
be found in the advertising columns of THE JEWELERS’ 
CIRCULAR-KEYSTONE. 


ERCURY STAIN—I have an old French clock with 
mercury pendulum. Could you please tell me where 

I can get mercury, as one of the glass bobs is broken? 
Also, the mercury has gotten all over the brass case 
of the clock and when the customer tried to wipe it off. 
it formed some sort of a plate over the brass. Could 
you please inform me how to remove that coating in or- 
der to get down to the original brass finish? (Question 


No. 6094) M. L. B. 


Answer—Liquid mercury is sold by dealers in drugs 
and chemicals. Hf your local drug store does not have 
this metal in stock, they could no doubt obtain it for you 
from a wholesale chemical dealer. 

The impregnated white coating on the case of the 
clock can be removed by heating the parts over any 
smokeless flame like that of an alcohol lamp or bunsen 
gas burner, or by placing the parts on an electric hot- 
plate. After the original color of the metal is restored. 
let the work stand and cool for eight or ten hours. If 
any of the whiteness reappears from below the surface. 
heat the piece again, repeating this until the yellow color 
of the parts remains so. 


LD WATCH—I have an American made Elgin pocket 
watch, 18 size, key wind, serial No. 1237, which is 
still in perfect running condition. How old is it? Ques- 


tion No. 6095) N. F. 


A nswer—A list of serial numbers with the dates of 
manufacture of watches, furnished by the Elgin Watch 
Company, states that watches of numbers between 101 
and 100,000 were made between 1867 and 1870. The 
Company’s statement is that the above is as close as thev 
can come to listing ages of movements against serial 
numbers because, “A watch of lower number may be 
made later than one of a higher number, depending 
upon the size, style and demand for same.” Perhaps 
the very low number of your watch, No. 1237, would 
place its origin as early as 1868, or even late in 1867. 


LEANING SILVER—Can you tell us if we are doing 

any harm to our plated ware and sterling? We mean 
those pieces on display in our cases which tarnish very 
quickly and require a lot of time to clean with polish. 
As a time-saver, we are using a five-gallon crock of 
cyanide solution and after immersing an article in it. 
we immediately put it into a pail of water and then dry 
it. This process seems to flash up our merchandise very 
well and very quickly, but we would like to know if it 
is doing any harm to the plating. (Question No. 6096) 


R. H. G. 


Answer—The method described is the least harmful 
one that you could use because it causes removal of sil- 
ver in less amount than any polishing method by use of 
abrasives. The important thing is to remove the wares 
from the colution immediately when you see that the tar- 
nish has disappeared. Some jewelers follow the cyanide 
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immersion with washing with soap and water, before the 
final rinsing in water. It is questionable whether this 
additional work is justifiable, judged by the experience 
of many who do not do it. A way to decide about this 
would be to add the soap treatment, then see whether the 
silver remains untarnished any longer than without the 
extra washing. Local conditions may have something to 


do with this. 


OLISHING BRASS—Kindly advise as to the proper 
procedure of polishing brass. (Question No. 6097} 


G. RI. 


Answer—You ask a question that is not definitely 
enough stated to be answered in a helpful or practical 
way. What we would say about “proper procedure for 
polishing brass” would depend upon what kind of arti- 
cles there are, made of brass; whether it is one or a few 
pieces, or a large quantity that are to be polished; 
whether you have any sort of polishing equipment, or 
whether you would have to install this; unless the work 
is such as could be done without machinery, etc. Please 
write us again more fully about your problem, and we 
will be.as specific as we can in answering the question. 





Vibrating a Hairspring 
(From page 264) 


is substituted for one to fit the new pivot. A brass socket. 
similar to that on a seconds hand is made to fit over this 
protruding pivot. However, the top of this socket is cut 
so that it has a conical countersink, similar to the balance 
staff nut on a cheap alarm clock. This unit is shown in 
Figure 47. After it is fitted and the watch is put in good 
running condition, it is re-timed and regulated to com- 
pensate for the additional weight upon the balance. 


To use this device, the balance and spring under trial 
is suspended over the going balance so that its lower 
pivot rests in the conical groove in the socket atop the 
going balance. This is shown in Figure 48. The sus- 
pended balance will soon start to vibrate, impelled by the 
slight circular friction caused by contact of the socket 
with the lower pivot. If the suspended balance has an 
erratic or irregular motion, it is an indication that the 
hairspring is either too long or too short. The tweezer 
may then grasp the spring nearer or further from its outer 
end. As in the case of the pendulums, if the balance starts 
off and soon stops, it is an indication that the timing of 
these balances is poor. If the suspended balance picks 
up motion and remains that way for a long period ot 
time, it is obvious that the length of the hairspring 1s 
fairly correct. If the hairspring is of correct length, the 
motion of the balance picks up considerably and both 
balances will oscillate in harmonious motion almost in- 


definitely. 


When using this method the balance may be suspended 
so that the pivot always remains in contact with the socket 
and the spring may be supported by the tweezers held 
in the hand. Of course, it would be better if the spring 
were held in the small mechanical tweezers set into a 
scaffold such as shown in Figure 43. 

(To be continued) 
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Prepare for a highly respected profitable profession; 
individual instruction; enroll any time. Six modern 
: buildings and the most competent instructors. Free 
: placement service assists you to locate in city of 
your choice. 
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JEWELERS: Let us prove to you that our 
graduates are competent. If one of them who 
is placed with you on our recommendation 
: does not meet your requirements in the first 
i two weeks, we will protect your loss up to 
$100 with our Cash Bond. Write us for full 
i details. 
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| | HOROLOGICAL INSTITUTE, INC. 
Dept. 18 808 RIDGE AVENUE PITTSBURGH, PA. 
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Meat 


ie For Sawing - Slotting - Milling 
. butting Up Stock - Winding - Ete. 





BED: Hand Scraped, ‘’V’’ Ways For Alignment of 
Rest Made of Cast Iron — Very Rigid. 

REST: Has Hand Knob for Quick Adjustment and 
Locking to Bed. Has Hand Screws for Fine Hori- 
zontal and Vertical Adjustments. Top of Slide To 
Flat for Attaching Fixtures. 

SPINDLE: Operates In Sealed Ball Bearings. 
LATHE SPEEDS APPROX.: 900 — 1400 — 2200 — 
3400 RPM using 1800 RPM Motor. 
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REYNOLDS HAS PRESSES! 
Tele) + SCREW “TI (> POWER 





! REYNOLDS }) REYNOLDS 
FOR POWER 


PRESSES 


REYNOLDS 
70): 2010) | 
PRESSES 


REYNO LDS MACHINERY CO. 


303 EDDY STREET— PROVIDENCE 3, RHODE ISLAND 
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TO GIFT BUYERS a Revere Clock is 
a perfect choice because it is: 


IMPRESSIVE, unusual, aristocratic 
BEAUTIFUL, with Westminster Chimes 
APPROPRIATE, charming in the home 
LASTING, ever cherished 

USEFUL, an exact timekeeper 


TO DEALERS a Revere Clock is highly 
profitable to feature because: 


IT MEANS AN IMPORTANT SALE 
IT BRINGS LASTING CUSTOMER SATISFACTION 
IT ATTRACTS THE BEST TYPE OF PATRON 


IT WIDENS THE RANGE OF A 
STORE'S APPEAL 








WRITE FOR 
CATALOG © 


Above is The MILLICENT 
—a superb presentation 
of the highly popular 
grandmother’ style 
floor clock. Only 70 
high, fits any room. 
Westminster Chimes. 
Retails for $195 plus tax. 


MANTEL CLOCK is the R-913. Beauti- 
fully styled, modestly priced. West- 
minster Chimes. Retails for $42 plus tax. 


Available through Revere Authorized Distributors 







Prices on West Coast slightly higher 


THE REVERE CLOCK CO., CINCINNATI 6, OHIO 


New York Office and Showroom: 37 West 47th Street 
Chicago Showroom: 1422 Merchandise Mart 
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New Waterman Writing 
Set For Delivery 


Boasting many innovations in styling and 
design, including an eye-appealing new two- 
tone cap, Waterman “Crusader” is avail- 
able in combination with a pencil and new 
ball pen; a three-piece “Trioset” to retail 
at $10, according to Charles S. Kernaghan, 
sales manager of the L. E. Waterman Co., 


New York, N. Y. 


Newly designed from top to bottom, all 
three pieces in the “Trioset”’ are packaged 


in a handsome gift box available to fill 
Christmas holiday orders. “‘Trioset’ is a 
real luxury item not subject to the excise 
tax,” Mr. Kernaghan said. 





The newly-designed caps on the “Cru- 
sader” three-piece set have an attractive 
two-tone effect achieved through a special 
anodizing process that gives a rich bur- 
nished gold appearance to the Lumalloy 
base and offers stunning contrast to the 
natural aluminum bands running through 
it. 
The new “Finger Touch Clip” makes it 
possible to distinguish the pen from the 
pencil while both are unseen inside the 
pocket. 

The new “Trioset” is also offered with 
the 516 pen for those who prefer the stand- 
ard-size nib instead of the Taperite model. 


Flex-Let Plans 
Production Increase 


A leading industrial engineer has been 
called into consultation by Jack R. Storti, 
Flex-Let vice-president, to help in assur- 
ing a 25 per cent increase on Flex-Let Ex- 
pansion Bands for 1949. Studies are now in 
progress to develop methods for the most 
efficient employment of Flex-Let’s plant, 
machinery and labor facilities. 





Handy & Harman Offer 
Brazing Bulletin 


A four-page, profusely illustrated bulletin 
printed in two colors, giving instructions for 
brazing fittings to pipe and tubing with 
Easy-Flo and Sil-Fos is available from 
Handy & Harman, 82 Fulton St., New York 
7, N. Y. 

The bulletin covers cutting and fitting, 
cleaning, fluxing, support for the assembly, 
general heating instructions, flowing the 
alloy, cleaning after brazing and the taking 
of the joint apart if necessary. In writing 
ask for Bulletin 17. 
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Crelley Telechron 
Marketing Manager 





Appointment of W. D. Crelley as market- 
ing manager of Telechron, Inc., has been 
announced by A. F. Fisher, executive vice 
president, who explained this appointment 
as part of a sales department reorganiza- 
tion, it having grown about three times as 
large as before the war. David Blair, Jr., 
now becomes Eastern sales manager. H. E. 
Blackburn is appointed Western sales man- 
ager. Mr. Crelley, in his new post, will be 
in over-all charge of the entire selling, mer- 
chandising, and advertising activities. 


Elgin's Christmas 
Show Planned 


Plans for Elgin’s seventh “Two Hours of 
Stars” Christmas Day show features a cast 
unequalled in the program series. It’s a 
“Who’s who” of radio, stage and screen in- 
cluding Don Ameche, Bob Hope, Edgar 
Bergen and Charlie McCarthy, Cass Daley, 
Ozzie and Harriet Nelson, Lauritz Melchior, 
Jo Stafford, Danny Thomas, Al Jolson and 
the Red Ingles group. 





The show will be aired over the full fa- 
cilities of the National Broadcasting Co. 
from 4:00 to 6:00 p. m., EST, on Dec. 25. 

Gordon Howard, advertising manager of 
the watch company, revealed that support- 
ing advertising for the show would follow 
the successful pattern set down for the 
Thanksgiving presentation. On the day pre- 
ceding the Christmas broadcast, 100-line 
advertisements will be inserted in 186 news- 
papers in 169 cities throughout the country. 

For dealers, Elgin has prepared a kit of 
mats. Direct mail material also will be used 
in supplying Elgin dealers with program 
information. 





Community Advertising 
Campaign Stepped Up 


To assist their dealers jin Capitalizines 
upon the Community Plate advertising cur. 
rently appearing in national Magazines 
Oneida Ltd. recently sent, in calendar form. 
a schedule of the publication dates of the 
magazines containing full-pages on their 
products. During one month alone this list 
included: Life, Look, American, Cosmopoli. 
tan, Woman's Home Companion, Journal 
Redbook, Good Housekeeping, Charm. 
Mademoiselle, Glamour, McCall's and 
Household. This advertising pace will he 
maintained right up to Christmas. | 


— $$ ___.. 


Sarkin Opens 


New Quarters 


The new larger quarters into which David 
Sarkin, Inc., recently moved is the latest 
of a series of such expansions covering the 
last five years which brought the firm from 
moderate quarters in 93 Nassau St. to ultra- 
modern, spacious accommodations at 37 W. 
47th St., New York. The opening was 
marked by a party on Oct. 29. 





Above, Sarkin receives congratulations of 
the Executive Board of the Associated 
Jewelers. 

“The new quarters,” stated Mr. Sarkin, 
“will enable us to give our customers the 
country-over even better and faster service 
than heretofore. It will also enable us to 
expand our already wide line of diamond 
rings, wedding rings, men’s and _|adie:’ 
mountings and stone rings.” 


——_—__— --— 


Swifty Cookers 
Expand Markets 


John Bodenmuller, Sales Manager of 
Eastern Metal Products Co., speaking at the 
Empire State Bldg. offices, claims that sales 
of Swifty pressure cookers fair-traded at 
$7.95 by the 12 Busch-Kredit stores of New 
York City, exceeded all expectations. A 
full-page ad in the New York Sunday News, 
October 17, initiated a promotion that 
created a sell-out at Busch’s by Monday 
afternoon. By Wednesday, the 20th, sales 
reached into the thousands. 

Because of this success additional ads 
are being run in the New York Mirror and 
other newspapers. Also, 20 stores including 
the Busch chain in Birmingham, Ala., and 
Kappel’s in Chicago and Pittsburgh, have 
been added to the list of Swifty outlets. 
The Swifty iron, also $7.95, will be added 
to the line. 





THE JEWELERS’ CIRCULAR-KEYSTONE 











KINGSLEY 


WORLD'S FINEST MONOGRAMMING MACHINE 





STAMPS EVERYTHING 
Including 


Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 

Xmas Cards 
Gift Items 
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Right in your 
own store 


Pepin 
Ny 








WHEN YOU BUY A KINGSLEY, 
you get a time tested, trouble-free machine 
and a reliable source of type, foil and service. 
More than 12,000 Kingsleys now in use. ain 
Write for Catalog and Ideas Bs 

on Monogrammed Promotions Bag NS 


7 ¥) Me deme) 119-04: 


Kings leg, <imrns mscan: ©. 














KNOW YOUR VIBRATOR ° MAIL DIRECT 
SAME DAY SERVICE 


Flat $1.75 Swiss & 
Breguet $2.50 American 








Send 
balance bridge. 
balance, stud 
and collet. 


Fitted to 
bridge, no lev- 
eling necessary. 








Heavy mailing 
envelopes and 
containers sent 


Contract _ esti- 
mates given to 





upon request. Watch and 
Jobbers in- Clock manu- 
quirles invited. facturers. 


These and many other letters from customers prove our service. 


Just a few lines to let you know that | appreciated your quick service 
and expert workmanship of vibrating my hairspring. It was ''ON 
THE NOSE" as they call it, didn't have to touch it at all. | am 
sure my future work will be handled by you only.—L. Genjian, 1444 
Bellaire, Denver, Colo. 


lf we weren't already ''sold'' on your work we sure would be for 
the way you handled our last job. One of the boys ruined a collet by 
trying to open it and we sent the spring on to you in hopes you 
could put in a new collet and when it came back marked ‘'no 
charge’, that did it. We sure do appreciate your kindness and 
whatever we get in will be yours. Fox's Timing Service, 104 E. 
Congress Lane, Savannah, Ga. 


|! appreciated the very quick service and the quality of your repairs. 
The machine says It's perfect—and in beat! I'll send all repairs, 
hereafter, to you. J. P. Cavanagh, 74 Fairbanks St., Brighton 35, Mass. 


Recently | have been sending you all of my vibrating jobs which 
are not too many. However, | would like to say that your work is 
super. | have a Watchmaster and the timing is always very close. 
I'll look forward to your fine service in the future. R. Paterson, 122 
Main St., Danielson, Conn. 


HAIRSPRING VIBRATING CO. 


CHARLES THOMAS 


i =P. O. Box 330 406 32nd St. Union City, N. J. 
Formerly in charge of Hairspring Dept. for Bulova Watch Co. 
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GUARANTEE 


Gilbert alarm clocks are guaranteed against de- 
fects in material and/or workmanship for a 
period of 90 days from date of sale to the user 
provided that clock has not been wet, tampered 
with, taken apart, improperly oiled or other- 
wise mistreated. Manufacturer’s Guarantee and 
Instruction slip is packed with each clock. 





Distributed 
thru the wholesaler 





WINSTED, CONN. 
Laconia, N. H. 


551 FIFTH AVE. 141 W. JACKSON BLVD. 
NEW YORK 17, NY. CHICAGO 4, ILL. 





Clock makers to the nation 
Since 1807 











Clary Wins Honors 


The new Clary cash register was recently 
awarded top honors in the tenth annual 
product design contest sponsored by Elec- 
trical Manufacturing magazine. 





Manufactured by the Clary Multiplier 
Corp. of Los Angeles, the cash register was 
adjudged one of the five best designed and 
best engineered electrically-operated prod- 
ucts developed within the last two years. 

A jury of nationally prominent engineers 
selected the five winners and gave them all 
identical awards of $500 each. 

The cash register was the only office ma- 
chine to win an award. According to its 
manufacturer, it contains 263 basically new 
features and technical improvements not 
found in pre-war cash registers. Complete 
information from Clary Multiplier Corp., 
Los Angeles 12, Cal. 


ee — — - — -- 


Wallace Says It With Silver 
When Leon A. MacKown (right), direc- 


tor of advertising, of Wallace Silversmiths, 
Wallingford, Conn., wanted to thank the 
New York, New Haven and Hartford Rail- 
road’s S. A. Boyer, assistant vice president, 
in charge of the railroad’s “Main Street— 
Southern New England” Exhibition at 
Grand Central Palace, New York, he wrote 
the latter a letter but didn’t mail it. 





He had the letter engraved, letterhead, 
signature and all, on a Wallace sterling 
silver tray and presented it to Mr. Boyer 
himself. 


Citation For Marvella 


Marvella pearls has been awarded a cita- 
tion “in recognition of outstanding work 
done by the firm in providing employment 
to the physically-handicapped during the 
past year.” 

This award was made in connection with 
an exhibit and demonstration arranged by 
The Rehabilitation, Employment and Voca- 
tional Guidance Conference of the Welfare 
Council of New York City, Oct. 3-9. 
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Hamilton Repeats Ads 
"To Jim" and "To Peggy" 


Following a year of consistent advertis- 
ing, the Hamilton Watch Co. close the year 
by meeting public demand for “To Jim” 
and “To Peggy” Christmas ads similar to 
those that won the National Advertising 
Award in 1940. A top-flight artist recap- 
tures the warmth and feeling of the orig- 
inal text in these bright, new ads with 
appealing artwork. 

Every month through 1948, potential 
Hamilton customers have been reached 
through 14 selected national magazines with 
52 separate insertions, reaching a total of 
over 520,000,000 readers. “To Jim” and “To 
Peggy” ads are scheduled for 16 full-color 
appearances and six black and white; 210.- 
000,000 more reader impressions during No- 
vember and December. 





New Interiors For 
Present Parker Cases 


An extensive face-lifting in the way of 
new “picture frame” case interiors for 
Parker pen showcases now in use has been 
announced by James N. Black, vice-presi- 
dent and sales manager. 

Created by David Chapman, Chicago, one 
of the nation’s foremost industrial design- 
ers, the entire interior display, formerly 
utilizing plastics, has been redesigned with 
rich, distinctive velvet-covered metal plat- 
forms, trimmed in satin-finished brass, gold 
plated. 

Desert rose velvet is set off by the satin 
finished brass blending with the bleached 
American walnut cases. 

The case interiors constructed to fit all 
present Parker showcases are completely 
flexible. 


o-—— ———_—_— @ 


Noyes Speaks on New Look 
In Advertising 


Harley H. Noyes, vice-president and di- 
rector of Advertising, Oneida Ltd., spoke 
on “The New Look in Advertising,’ at the 
Association of National Advertisers’ con- 
vention on Monday, Oct. 25, at the Waldorf- 
Astoria Hotel, New York City, and again 
at the Association of Canadian Advertisers 
at the Roval York Hotel, Toronto, Canada, 
on Thursday, Oct. 28. 

Other of Noyes’ associates attending the 
meeting in New York were R. A. Bloom, 
director of Sales Oneida-Rogers and Heir- 
loom Sterling Divisions of Oneida Ltd.: 
D. E. Sanderson, Director of Sales Com- 
munity Division of Oneida Ltd., and E. B. 


Bedford, Publicity Manager of Oneida Ltd. 





Air Express Helps 
Christmas Sales 


A Christmas selling suggestion for jewel- 
ers which may cinch sales when harassed 
last-minute holiday shoppers ask: “How 
will I ever get it there by Christmas?”—is 
passed along by the Air Express Division of 
Railway Express Agency. 

“We'll send it off for you by air express, 
Madam,” the sales person offers. For in- 
stance, a five-pound package will go from 
New York to Atlanta (in about five hours) 
for $1.75; from New York to Chicago for 
$1.63. And that includes special pickup 
and door-delivery at destination—also valu- 
ation coverage up to $50 without extra 
charge on 100 pounds or less. Air express 
also offers the speediest possible delivery of 
rush orders from manufacturers. 





New Camfield Displays 


Camfield Mfg. Co., Grand Haven, Mich 
recently sent four-color displays of Cass, 
held Automatic Toasters and Servino Sets 
to dealers. ” 





It is die-cut to fit the Camfield Toaster 
and the figure is cut-out, mounted in relief. 
Displays for the Toastette and Toastess 
Serving Sets are designed to fit into the 
bread slot of the toaster. 

Other promotional materials currently 
available to Camfield dealers include 24 
sheet outdoor advertising posters, a wide 
variety of cuts and mats, imprinted envelope 
inserts and radio spot announcements, 


—_——___ _—. 


Belmar Ad Campaign 


Featuring the slogans, “Belmar Watches 
—Standard of the Stars” and “Belmar— 
The Best Time You'll Ever Have,” the pre- 
holiday campaign of the Belmar Watch Co. 
of Philadelphia, featured one-minute spot 
television commercials preceding all World 
Series telecasts over WCAU-TU and with 
sizeable ads in the Today Magazine Section 
of the Sunday Inquirer. 

Highlighting the Belmar watch campaign 
are Hollywood star tie-ins with Wanda 
Hendrix, Bonita Granville and Red Came- 


- ron. 


A.S.R. Display Material 
Available 


Retailers can make good use of dealer 
material offered by A.S.R. as demonstrated 
by the window shown below. 








A.S.R. lighter window display at O. C. 
Tanner Co., at Salt Lake City, Utah, fea- 
turing both Life advertisements and pho- 
tographs of R.K.O. movie stars, Ann Sheri- 
dan, Ann Jeffries and Jane Greer. The cen- 
terpiece shows the new A.S.R. fully auto- 
matic table model, “The Classic,” which is 
the newest addition to the A.S.R. lighter 
line; it stays lit without maintaining finger 
pressure. 
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FULTON 


FIT-TITE 
MOULDED GLASS 


PRECISION * QUALITY °¢ F 


AVAILABLE THROUGH RECOGNIZED MATERIAL SUPPLIERS 
VY“ from Coast to Coast * A NATIONWIDE SERVICE 
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3 DRAWER CABINET ASSORTMENT 


Handsome, all-metal cabinets . . . compact in size, 
yet containing the crystals needed for prompt and 
efficient moulded glass watch crystal service. In- 
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CYLINDRICALS 
GABLE TOPS YE 
ROUND BALiS “ee 
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FANCY FLAT 10PS 
De Lune Elite 


195 moulded glass crystals 
to fit all popular makes 
of men’s and ladies’ wa?ches 
originally fitted with 
moulded glass crystals. 


432 removable compart- 


96 moulded glass crystals 

to fit the most popular 
makes of men’s and ladies’ 
watches originally fitted 
with moulded glass crystals. 


432 removable compart- 
ments . . . labeled to hold 





. . ments . . . those containing 195 crystals for ready identi- 
valuable to every profit-wise the 195 crystals labeled for fication and expanded re- 
ready identification .. the quirements in current num- 


bers ... the balance re- 


balance reserved 
for new numbers. $11700 eit Aig ~— $5760 


CABINET FREE 
ESTABLIS HE D 


jeweler and watchmaker. 
WRITE TODAY FOR NAME OF 
FULTON JOBBER NEAREST YOU 
121 FULTON ST., NEW YORK 7, N. Y. 


FULTON 


WATCH CRYSTAL CORP. 








1931 
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Speed up your FACETTING production on rings and 
bracelet parts with our new LAPPING MACHINE. 

e Using emery paper disk, in 
the center for fast cutting. 












¢ One rod only to guide 
your QUADRANT very easy 
to adjust. 


e Gives your rings or brace- 
let parts a_==omirror finish, 
which is unequalled, by us- 
ing our lapping alloy, which 
is fused on the outside rim 
' of the large wheel. 


SILVER POLISH 


for restoring Brilliance 
to SILVERWARE —=@: 


y . % 

Kantor’s is made of soft, smooth sub- KANTOR' i 

stances and requires a minimum of SUNSHI ‘= 

rubbing for lustrous, like-new finish. STi NE = 

Packaged in 4, 8, 16 & 32 oz. bottles. “PO . i<f. j 

Gross—$37.50 14 Gross—$19.00 . 
Dozen $3.25 


Order through your favorite whole- 
saler or direct. 





Specialists for the jewelry in- 
dustry. Call Flushing 3-6125 





ON TOOLS & EXP. WORK 


COLLEGE POINT, L. I., N. Y. 











ALKA PRECISI 


22-44 122 STREET 

















MOST WIDELY USED 
WATCH AND CLOCK OILS 


for more than a 


Manufactured by 


. KANTORS inc. 4 


a 
¢ 


MONTGOMERY, ALA. 
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Swiss Watch Repair Parts 
Information Office Opens 


Inaugurating the new headquarters of 
the Swiss Watch Repair Parts Information 
Bureau at 730 Fifth Ave., New York 19, 
Paul A. Tschudin, director, announced to 
those attending the opening that the new 
program for repair of Swiss watches was 
now being used by thousands of stores. 

“With the distribution of the Official 
Catalogue of Swiss Watch Repair Parts 
(Part I), the program sponsored by The 
Watchmakers of Switzerland for the $100.- 
000,000 watch repair trade is now in opera- 
tion throughout the nation. Thirty thousand 
copies will be distributed by December,” 
Mr. Tschudin said. 

In addition, the Official Dictionary of 
Watch Parts is ready for release and The 
Watchmakers of Switzerland have opened 
an information bureau in New York City. 

The Swiss Watch Repair Parts Informa- 
tion Bureau, its primary purpose being 
education, was created to answer all ques- 
tions raised by American watchmakers, 
and to disseminate information. 





Picture above shows two prominent trade 
association officials, M. Wilson, president, 
Westchester Retail Jewelers Association 
(left), and Sam M. Jacobson, an executive 
of the Retail Jewelers Association of 
Greater New York (right), at the ceremony 
opening the new headquarters of the Swiss 
Watch Repair Parts Information Bureau, 
Inc., at 730 Fifth Ave., New York 19, N. Y. 
With them is Paul A. Tschudin, bureau 
director. 


Mad Money Case 


A trafic builder selling for $1 is the 
Mad Money case designed to hold indi- 
vidual divisions of coins in 50¢, 25¢, 10¢ 
and pennies with a capacity of $3.24. Choice 
of colors, solid or transparent plastic. Sun- 
set Sales Co., 1001 N. Vermont St., Los 
Angeles 27, Cal. 


John Henry Wins 
First Place 


The John Henry Co., 104 Depot St., Lan- 
sing, Mich., printed specialty distributors, 
has been awarded first place in a nation- 


wide advertising contest held in conjunction: 


with the 2lst annual conference of the Di- 
rect Mail Advertising Association. 

John Henry Dudley, who is the Lansing 
companys namesake, and Thomas P. 
O’Brien, sales promotion manager, were on 
hand for the award ceremonies. 

The John Henry Company's prize-winning 
campaign was based on the announcement 
of a new line of gift enclosure cards. 
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New Kassoy Diamond Loupe 


Years in developing, I. Kassoy’s 10X 
loupe is the ultimate in diamond loupe de- 
sign, says the manufacturer, mathematically 
and optically. 





It is 18 mm in diameter and has a 1% 
inch field of vision (about 3mm greater in 
diameter than the average diamond loupe in 
use and almost one-quarter inch greater 
field of vision than in the finest loupes avail- 
able). One inch depth of focus. It has a 
cleaner and clearer field of vision than all 
other loupes with “maximum achromatic” 
(color) correction. Available on five days’ 
memo. I. Kassoy, Inc., 7 W. 45th St., New 
York 19, N. Y. 


——_—__—__— 


Schick Shaver Sales 
Continue Record Pace 


For the third successive month sales and 
production records at Schick Inc., Stamford, 
Conn., manufacturer of the Schick electric 
shaver, Shaverest, and travel kit, have 
topped all preceding marks, according to an 
announcement by Kenneth C. Gifford, presi- 
dent of the company. 

October marked the introduction of the 
new genuine leather Schick “Travel Kit.” 
The demand for it was immediate and 
orders for delivery this year have exceeded 
the company’s production facilities. Orders, 
however, are now being taken for delivery 
after the turn of the year. 


Stonewall Bracelets 


The Stonewall line of watch bracelets, 
nationally distributed through wholesale 
outlets, have become a popular item among 
Broadway celebrities and show folk, accord- 
ing to Stonewall Products Co., 79 Seventh 
Ave., New York City. 





Among users are Dorothy Sarnoff and 


John Raitt, dramatic singing stars of the 


current musical hit, “Magdalena.” They 
are shown here backstage admiring Stone- 
wall’s gold-filled bangle bracelet, retailing 
at $6 for the ladies’ and $7.50 for the men’s 
models, plus tax. 








Gorham Silverplate 
Now Open Stock 


Gorham silverplate may now be ordered 
on open stock basis for immediate delivery 
in various flatware items in the three rr 
patterns, “Lady Caroline,” “Cavalier” a 
“Invitation,” according to an announcement 
by Gorham. In addition to standard place. 
setting pieces, dinner forks and knives iced 
beverage spoons, oyster forks, tablespoons 
butter knives, and sugar spoons are sia 
open stock. 

Orders are also being accepted for open 
stock purchases of dessert or oval bow] 
soup spoons and coffee spoons in Gorham 
silverplate patterns. 

Available for each of the three patterns 
is a handsome all wood chest, mahogany 
finished and lined with red duvetyn ‘on 
white panne satin, blocked to hold 139 
pieces including 12 knives in cover, and 
suitable as well for 50 piece service fo; 
eight. 


SO 


Juvenia Watch 
To Helen Jepson 


“Say It With Music,” says Erich W. 
Mehler, president of the Juvenia Watch 
Agency, Inc., to lovely Helen Jepson, so- 
prano of the Metropolitan Opera when 
Miss Jepson decided to add this delightful 
Juvenia lapel watch to her jewelry col- 
lection. 





On hearing that the distinguished singer 
had ordered a “Say It With Music” watch 
from Georg Jensen, Inc., Fifth Avenue re- 
tailer of the Juvenia line, Mr. Mehler per- 
sonally delivered the watch to Miss Jepson. 

The watch has musical symbols instead 
of numerals on the dial face. A connecting 
link between watch and pin is shaped like 
a note of music. The pin is a delicately 
engraved open sheet of music. Montague 
March is national sales manager. Juvenia 
Watch Agency headquarters is at 604 Fifth 
Ave., New York City. Prices are $71.50 in 
rolled gold plate, and $63.00 in chrome with 
steel back. 


Connoisseurs Jewelry 
Cleaner Offered 


Bernard Wolff of Connoisseurs Products 
Corp., 12 South Market St., Boston 9, claims 
a scientific achievement in their new jewelry 
cleaner. Mr. Wolff reveals that it requires 
no mixing or boiling, contains no cyanide, 
muriatic or other poison, is non-inflam- 
mable, polishes as it cleans, leaves no film 
and does not deteriorate with time. 

It is said to provide an absolutely safe 
method of cleaning pearls, imitation, cul- 
tured or oriental. Mr. Wolff reports that 
many of the better jewelers are so enthusi- 
astic that they never deliver jewelry to 4 
customer until it has been bathed in Con- 
noisseurs Jewelry Cleaner. 
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Jobber of 
WATCH MATERIALS & JEWELERS’ SUPPLIES 
5 South Wabash Avenue, Chicago 3, Illinois 
(Established since 1922) | 


4 CRYSTAL FITTINGS — SAME DAY SERVICE! ! 











{<i 
HAIRSPRING DIAL 
VIBRATING—48 HOUR SERVICE!! REFINISHING—4 DAY SERVICE!! 
Genuine BENRUS Materials LEVIN'S Precision Tools 
G.S. Crystals G. & F. Tools 
L. & R. Products FULTON Crystals 
STONEWALL Bands L. I. C. Products 
LASKO "'Neet"’ Straps NEWALL Systems 


SANDSTEEL Mainsprings 


~ "IT PAYS TO DO BUSINESS WITH PAUL LINN 
WHERE THE CUSTOMER IS ALWAYS RIGHT!!") <— 
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Sizes from 1-64 
always in stock. In 
half sizes from 1-10. 
None genuine unless 
stamped JE VIN on 
face. Stocked by lead- 
ing material dealers. 


kath 





on auction. 


PAUL LINN | MR. JEWELER . 





RICHARD EVANS 


bills and still have a comfortable balance in the bank. 
An auction sale will do it all. 


Yours for success. 


RICHARD EVANS 


America's leading jewelry auctioneer 
622 Franklin Bilvd., Absecon, N. J. 


Write or wire. Write for a book Sales conducted In any part of 


United States or Canada. 


It is time for 
the Jewelers to 
begin to realize 
that the auction 
is a big live 1s- 
sue in the jew- 
elry trade. That 
is when there 
are men of abil- 
ity behind the 
hammer. It is 
time to realize 
that the Evans 
management can 
bring to you 
what it has 
brought to 
others in the 
last three dec- 
ades. Here is 
your golden op- 
portunity to 
raise cash so you 
can pay your 
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REAL SNAKE CHAIN || 4s 


In Brass and Gold-Filled Qualities 


SUPPLIED TO MANUFACTURING JEWELERS 


Prompt Delivery 


INTERNATIONAL MANUFACTURING CO. 
P. O. Box 559, Providence 1, R. I. 

















ENLARGES Stone- | 
set and Diamond-set 
Rings 
e 


Only Precision Ring 
Sizer with Controlled 
Pressure for easy, ac 
curate performance. 


2 
WAIT 
for your 


KAGAN 


MASTER PRECISION 
RING SIZER 
representative! 


LL KAGAN & CO. 


220 W. 5th: St. 
Los Angeles 13 














ST. ANDREW'S HOUSE 


ALL QUALITIES AND SIZES POLISHED AND ROUGH ae 
FROM: The Jewelers’ Circular — Keystone 











LONDON, ANTWERP ann AMSTERDAM 100 East 42nd Street 


pany all orders. 


DIAMONDS ror EXPORT (pe of Modern Engraving 
BARBER wo SLUIS. WILLIAM. KASSEL 


An instructional book for the student and expert writ- 
ten by a well known authority. Contains 78 pages of 


32/34 HOLBORN VIADUCT text and interesting illustrations. 
RO) | DLO) \ pe -aonn Price $1.00 a Copy 


Postpaid 


CABLES: SLUBAR - LONDON Check or money order must accom- 


Do not send cash. 


New York 17, N. Y. 








FOR DECEMBER, 1948 
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New Tory 
Showrooms 


Tory Mfg. Co., Inc., manufacturer of 
jewel boxes, recently moved into a new 
showroom and sales office at 389 Fifth Ave. 


(36th Street) in New York City. 





The new showroom displays the extensive 
Tory line of 10 models in a variety of 
genuine and simulated leathers, in wooden 
or aluminum frame construction, and in 
sizes and colors to meet almost every con- 
sumer need. 

The new quarters provide a striking con- 
trast to the size of the first establishment 
opened by William Tory where he had but 
a few styles. Today, as a result of creating 
new designs and being able to manufacture 
jewel boxes in greater volume than has ever 
before been attained in the industry, Tory 
has earned a reputation for value as well 
as for a wide range of choice. 


Leveridge Gauge Estimator 


Mrs. T. Leveridge left on American Over- 
seas Airlines plane for Switzerland on 
October 26, to check personally to make 
sure that Leveridge gauge estimators come 
through promptly. 

The Leveridge gauge estimator was pro- 
duced for a short time after the war, in this 
country, but maintenance costs have made 
it necessary to renew production in Switzer- 
land. While production is not now under 
the auspices of the Gemological Institute of 
America, the institute remains agent for the 
U. S. and Canada, and Mrs. Leveridge acts 
as sub-agent for the New York district. 


Vulcain Watch Starts 
House Organ 


Watchword, house organ of the Vulcain 
Watch Co., appeared with the October issue 
which was sent to 5000 jewelers. Its pur- 
pose, says the company, is to promote the 
exchange of ideas, information and helpful 
aids in the jewelry field generally, and in 
watches specifically. 

Four pages in two colors, it features on 
its cover photographs of well-known per- 
sonalities who figure in the publicity of 
the “Cricket.” 

According to the Vulcain Watch Co. and 
Ben Sackheim, Inc., their agency, Watch- 
word will be published regularly. It will 
present a broad picture of the national pro- 
motion of Vulcain’ss new product—the 
“Cricket” alarm wrist watch—by co-ordinat- 
ing the advertising and publicity this prod- 
uct receives each month. 
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Semca Plans for ‘49 


Style and price will be the “pay off” fac- 
tors of the coming year in the watch busi- 
ness, according to S. Kaufman, President of 
Semca Watch Co., New York, who con- 
tinues, “The watch industry in this country 
has reached a point where styling and pric- 
ing must take a major place in the plans of 
top management of any company which 
hopes to enjoy an expanding market for its 
products. The accuracy of most lines of 
jeweled watches has been perfected to a 
point where it is more or less taken for 
granted by the American public. Price, 
then, becomes in ever-increasing measure 
one of the key factors in leading the con- 
sumer to choose one watch rather than 
another. The other determining factor is 
usually style.” 


New International 
Sterling Service 


A complete sterling silverware service for 
four priced at less than $100, including tax, 


“and with a chest large enough for 132 


pieces, has been introduced by the Inter- 
national Silver Co. 





Its introduction is timed for the Christ- 
mas season. The 26 pieces are eight tea- 
spoons, four luncheon forks, four luncheon 
knives, four salad forks, four butter spread- 
ers, one tablespoon and one sugar shell. 

International is supporting the new ser- 
vice-for-four with a number of dealer pro- 
motional aids. Among these is the display 
shown above. 


Parker Releases Poll Results 


A second annual consumer survey on 
fountain pens was recently conducted 
through the pages of The Saturday Evening 
Post. The results were released by J. Walter 
Thompson Co., advertising agents for The 
Parker Pen Co. 

The Recording and Statistical Corpora- 
tion of Chicago asked readers of the Post, 
in an advertisement, a series of questions 
which the company tabulated from the 
65,322 replies as follows: 35.3 per cent of 
those replaying have Parkers; the next 
brand showed a percentage of 24.9. 

Customer satisfaction with the product, 
says the company, was gaged by noting 
how many persons owning a_ particular 
make would buy the same again. Here the 
figures give: Parker, 32.2 per cent, while 
the next highest had 24.4 per cent. 

Figures on what makes of fountain pens 
would be purchased next by all those an- 
swering the poll, regardless of the make 
now in use, gave Parker 45.7 per cent, 
while the second highest percentage was 
25.2 per cent. Parker led in this poll in 
46 states and second in two. 





L & R Machine Improved 
The L & R Mfg. Co. of Arlington, N. J. 


recently announced refinements jn th, 
L & R Master watch cleaning machine. . 
permanent mold cast aluminum base sae 
a streamlined design featuring a new Con- 
trol panel. The streamlined paneled Master 
may be seen by watchmakers at materials 
distributors and information may be had 
from the L & R Mfg. Co., 577 Elm § 
Arlington, N. J., or at their branch office: 
located in Chicago, and Los Angeles, __ 





Speidel “Fashion Change" 
Promotion 


Speidel’s Fashion Change Ends op 
Fiesta’ and “Golden Chord,” make it pos- 
sible for a woman to change her watchband 
as easily as she changes her jewelry. Just 
as she has sets of costume jewelry for day- 
time wear and others for more formal occa- 
sions, now she will want daytime and evep. 
ing watchbands, according to the Speidel 
Corp., creators of this idea of a style of 
bracelet for daytime wear and another for 
evening. 

The Speidel Corp. is finding the adver. 
tising combination of top-ranking radio 
show (“Stop the Music”) and large-pull- 
ing national magazine (Life) plus their 
usual thorough trade coverage, highly effec- 
tive in promoting Fashion Change Ends, 


Dealers Enthusiastic About 
Jacques Kreisler's Summer 
Advertising Campaign 


The Jacques Kreisler Mfg. Corp., North 
Bergen, N. J., this past summer conducted 
a campaign tied in with the theme, “Dig 
Diamonds In Your Own Back Yard,” the 
watch repair department. 

In answer to a question on a recent ques- 
tionnaire, “What results has this campaign 
produced for You?” 61 per cent of those 
who answered said “excellent.” 

“There is a tremendous selling job to be 
done at the watch repair counter and we at 
Kreisler shall do everything possible to 
help the jeweler stimulate this volume,” 
stated J. F. Bermond, Vice President in 
Charge of Sales and Advertising. 





A new line of self-adhesive labels are be- 
ing marketed under the trade name of 
Archer Contact Labels by the Archer Label 
Co., 4528 Cutter St., Los Angeles 26, Calif. 
Archer Contact Labels stick instantly with- 
out being moistened, filling the specific 
needs of jewelry stores. They come in a 
wide variety of sizes. 

The adhesive is non-drying so the labels 
will remain fresh. 





Store fies, or other copy can be printed 
to order. In addition, special sizes and 


shapes are available. Aside from the regu- 
lar label paper, silver or gold paper, oF 
metallic papers can be had on order. 
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Karat Gold Garters 


A newly patented monogram garter avail- 
able in karat cold, 14K eold-filled or ster- 
ling silver hes a specially woven one inch 
de elastic ber et it off. An outstand- 
vide elastic bend to set it off. An out: 





ing gift item. The gold-filled and sterling 
sets retail at $15.00 without monograms; 
karat gold at $60.00. G-G Corp., 2900 N. 
Fernando Road, Burbank, Calif. 


Sammy Kaye Awards Ronsons 


For the second successive year, Sammy 
Kaye awarded finalists engraved Ronson 
lighters in his “So You Want to Lead a 
Band” national radio contest. Each Ronson 
Whirlwind is inscribed with the sectional 
winner's name, date and place of the com- 
petition. 


—— 


Results of Survey 
Released by Elgin 


The results of a nation-wide poll con- 
ducted by an independent research com- 
pany through a blind advertisement in The 
Saturday Evening Post asking readers to 
answer five questions on watch preference, 
were recently released by the Elgin National 
Watch Co. The conclusions are based upon 
replies from more than 65,000 persons. 

Elgin reports that in a similar poll made 
last year, Elgin led in watch ownership 
with a score of 20.8 per cent of consumers, 
the second leading brand followed with 16.9 
per cent. This year Elgin advanced 21.6 per 
cent while the second leading brand held 
its position at 16.6 per cent. 

Asked, “If you were buying a new watch, 
what make or brand would you choose?” 
27.6 per cent of the people said they would 
buy Elgin. The next brand received 18.4 
per cent. In 1947, Elgin scored 24.8 per 
cent, while the next brand had a percent- 
age of 20.9. 

More people credited Elgin with a recent 
watch improvement than all other makes 
combined. 

The familiarity shown with Elgin’s Dura- 
Power Mainspring was considered “remark- 
able,” according to Elgin vice-president, 
Howard D. Schaeffer. “The new alloy has 
heen publicized for only a year, yet 16.4 
per cent of all watch owners had some 
knowledge of it.” 

In answering the question why Elgin was 
preferred by more people, the reasons given 
included good service, dependability, recom- 
mendation of other owners, accuracy, ap- 
pearance, economy and American made, 
Schaeffer said. 
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Platinum Metals Displayed 


Among the exhibits at the National Metal 
Exposition, held in Philadelphia’s conven- 
tion hall, October 25-29, was one by the 
International Nitkel Co., Inc., showing a 
wide variety of the uses of the rare platinum 
group metals—in industry and the arts. 

There are six “platinum group” metals: 
platinum, palladium, rhodium, ruthenium, 
iridium and osmium—each possessing dis- 
linctive properties. 

Platinum metals are used by leading fab- 
ricators, like Baker & Co., Inc., and Ameri- 
can Platinum Works, of Newark, N. J., who 
produce the required alloys and shapes for 
industrial or jewelry applications. 

Among the many manufacturers cooper- 
ating in the exhibit were Byard Brogan, 
Louis Neff and Joseph Shalholtz 


Golden Wheel Expands 


Reibling-Lewis, Inc., successors to Henry 
Lederer & Bros., Inc., 150 Chestnut St., 
Providence, R. 1., manufacturers of the na- 
tionally-known Golden Wheel line, have 
taken over the factory area formerly occu- 
pied by Kestenman Brothers Mfg. Co. 

August O. Reibling, President of Reib- 
line-Lewis, Inc., stated that the additional 
floor space has been converted to set up 
separate departments for the enlarged baby 
line, the Golden Wheel line of dresserware, 
and the line of identification bracelets. 
They also expanded the chain manufactur- 
ing department. 


Cory Holds Prices 


J. W. Alsdorf, President of Cory Corpo- 
ration, of Chicago, announced there would 
be no increase in price on Cory products 
during the present Christmas season and 
balance of 1948. He said that it was im- 
possible to forecast what action might be 
necessary by the Corporation after January 
1 in view of the still increasing cost of labor 
and materials but guaranteed a policy of 
holding the line against increased retail 
prices to January 1. 


PERSONNEL: 


Milton L. Altheimer, president of AI- 
theimer & Baer, Inc., Chicago, announces 
the appointment of William Darling as 
Western sales manager. 

Mr. Darling is a native Californian. He 
has been active in the sale of promotional 
merchandise for credit retailers on the West 
Coast for over 20 years. 

While his headquarters will be in Los 
Angeles, Mr. Darling will cover the entire 
area from Colorado to the Coast. 

Bruce Philip Fogwell has been appointed 
sales representative for The Gorham Co. 
to serve dealers in parts of Arkansas, Ken- 
tucky, Mississippi, Louisiana, Tennessee, 
and Oklahoma. Mr. Fogwell is a graduate 
of Rhode Island State College. Prior to 
joining Gorham, Mr. Fogwell worked with 
a national advertising agency as salesman, 
lease man and space buyer. 

Appointment of D. E. Perry to the field 
sales organization of Telechron, Inc., has 
been announced by Harold E. Blackburn, 
field sales manager. He will be on the staff 
of J. J. Burns, manager of Telechron’s San 
Francisco office, but will make his head- 
quarters in Los Angeles and cover Southern 
California. Mr. Perry is a graduate of the 
United States Naval Academy and served 
as sales engineer at the Telechron home 
office. 





“Magic Circle” Diamond Ring 
Added to Whiz Quiz 


A famous $1,000 “Magic Circle” diamond 
ring from the Rudolph Deutsch Co. of 
Cleveland, Ohio, was added to an already 
fabulous jewelry jackpot when the Whiz 
Quiz show originated from radio station 
WJW, October 16. Included in the jack- 
pot are a matching diamond wedding band, 
a diamond and ruby wrist watch, costume 
jewelry for the entire family, and a host of 
other gifts. 





Above, Samuel Deutsch (right) president of 

the Rudolph Deutsch Co., shows Johnny 

Olsen, Whiz Quiz emcee, the $1,000 dia- 

mond ring added to the show's jewelry 
jackpot. 


Hermes Representative 
Flies For Orders 


Ivan E. Landstrom of Rapid City, South 
Dakota, Mid-Western and Rocky Mountain 
representative for the New Hermes engrav- 
ing machines, believes in getting home for 
dinner as often as possible even though he 
covers six states, North Dakota, South 
Dakota, Montana, Wyoming, Minnesota and 
lowa. 





For, “going-on-the-road” to Landstrom is 
really going-in-the-sky. Merely a sample 
case and toothbrush and he’s off in his 
Stinson Flying Station Wagon to call on 
his roster of Hermes clients in distant cities. 


State Department and Hallmark 
Show American Way 


People of all nations are going to see 
Christmas from an American viewpoint this 
year through the typically American 
medium of Christmas cards. 

A selection of 1948 Christmas cards sup- 
plied by Joyce C. Hall, Kansas City pub- 
lisher, is pictured in an “information memo- 
randum on the American Christmas” which 
the State Department is sending to U. S. 
embassies and consulates throughout the 
world, it was announced here today. 

U. S. State Department attaches will pre- 
sent pictures of the Hallmark greeting 
cards to newspapers and magazines in 
every country of the world. 
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Special Notices 


“Situation Wanted”—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word. 


“Help Wanted’’—*‘‘Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 


Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 


Not subject to agency commission. 
Ail answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of recommendati 9 





Jewelers’ Circular-Keystone 
100 E., 42nd St., New York 17 








Situations Wanted 








OUTSTANDING salesman, window trim- 
mer, advertising man; reference. <Ad- 
dress “D., 1792,” care J C-K. 





CALIFORNIA connection wanted by 
store manager of top administrative 
ability. Address “C., 1833,” 





SALESMAN, experienced in watch busi- 
ness; seeks permanent position in 
metropolitan store; young man; excel- 
lent references. Address “E., 1929,” 
care J C-K. 





SALESMAN, jewelry, young, experienced 
in selling diamonds, watches, fine cos- 
tume jewelry, wants inside sales posi- 
tion. Address “A., 1926,” care J C-K. 





JEWELER and engraver, with trade shop 
and store experience, desires position. 
Dewey E. Propst, 800 N. Pine St., Char- 
lotte, N. C. 





ENGRAVER, experienced, high class work 
of all types, desires permanent position 
with reliable jewelry concern. Address 
““A., 1976,” care J C-K. 


EXPERIENCED order and repair clerk, 
female; thorough knowledge with all de- 
tails in wholesale ring and diamond firm. 
Address “‘N., 1993,’ care J C-K. 


WATCHMAKER;; 30 years experience, all 
makes watches, close timing; good ref- 
erences; capable of managing repair 
department; available now or January. 
Address “Y., 1974,’ care J C-K. 


YOUNG man, experienced selling finer 
jewelry, wants inside sales. position, 
New York City, with chance to learn 
diamonds and precious jewelry busi- 
ness. Address “C., 1927,” care J C-K. 

















WATCHES; experienced, young man in 
production and repair department seeks 
permanent office position with watch 
firm ; excellent references. Address “D., 
1928,” care J C-K. 





THIRTY-FIVE years’ experience in all 
makes of watches, clocks; timing ma- 
chine and good tools: highest ref- 


erences; sober family man: west coast 
only. Address ““W., 2018,’ care J C-K. 





JEWELER; age 29; 14 years experience 
in fine platinum work. gold and jewelry 
repair; capable taking full charge: Los 
Angeles preferred. but not necessary. 
Address “F., 1883,” care J C-K. 





WATCHMAKER, veteran, five years’ ex- 
perience with lever and pin lever move- 
ments, desires position with reliable 
firm: have cwn tools; references. Ad- 
dress “N., 2032,” care J C-K. 


care J C-K. 
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MANAGER, assistant to owner, diamond 
salesman, merchandise counsellor, styl- 
ist; Fifth Ave. background; permanent ; 
available this Fall or next Spring. Ad- 
dress “D., 1857,” care J C-K. 





WATCHMAKER;; fine workmanship; age 
44; 33 years’ experience; sober, indus- 
trious, conscientious, seeking position ; 
salary $100 week. Address “H., 1625,” 
care J C-K. 





BOOKKEEPER-Secretary, knowledge mer- 
chandising, examining; long diversified 
office experience; capable taking charge 
small office; initiative; personable. Miss 
Dorothy Cohen, 690 Hendrix St., Brook- 
lyn 7, # 





SALESMAN, manager, 25 years experi- 


A 
Ja 





ence, top-notch executive, thorough 
knowledge diamonds, watches, jewelry, 
Silverware, etc., seeks connection with 
mrst class store under congenial sur- 
roundings. Address “F., 1958,’ care 
J C-K. 

WATCHMAKER with experience, wants 


position ; watches repaired with or with- 
out Watchmaster ; recommendation 
from previous employer ; thoroughly re- 
liable. Contact, M. A. Eannarino, 379 
44th St., Pittsburgh 1, Pa. 





MANAGER; available credit jewelry sales 
producer ; experienced background ; 
credit collections, advertising promo- 
tions; dependable; married man _ in 
forties; now central New Jersey. Ad- 
dress “‘N., 2011,” care J C-K. 





PAWNBROKER’S counterman-salesman, 
age 41, married, expert appraiser; have 
full knowledge of business, desires re- 
sponsible position; capable of manag- 


ing store. Address ‘“T., 2016,” care 
J C-K. 





WATCHMAKER, with Watchmaster, 
seeks large volume repair job or buy- 
ing into business; age 38; sober; ef- 
ficient ; large family, has to work; cen- 
tral or west Texas. L. L. Colvin, Box 
340, Phone 51-J, Iraan, Texas. 





YOUNG man, married, 29, college gradu- 
ate, experienced handling loose dia- 
monds and diamond jewelry, wishes to 
connect with reputable concern; New 
York preferred; finest references. Ad- 
dress “C., 1911,” care J C-K. 





GENERAL manager, buyer and mer- 
chandise man; excellent knowledge 
of advertising, sales promotion, 
credits and collections; at present 
employed by 12 store chain. Ad- 
dress “C., 1696,” care J C-K. 


OPPORTUNITY for reputable chain or 
individual to acquire immediate ser- 
vices top flight, enviably experienced 
store manager: results absolutely 
guaranteed: finest references. Address 
“B., 919,” care J C-K. 








FORCEFUL, executive type salesman, ac- 
customed better class installment opera- 
tion, seeks position in modern well 
stocked jewelrv store; peak prceduction 
assured on diamonds and watches; 
married man of 42; A-1 reference. Ad- 
dress “D., 1834,” care J C-K. 


AVAILABLE January 1; excellent ex- 
ecutive and sales background in 
jewelry, seeks change; now cover- 
ing metropolitan New York for 
prominent watch house. Address 


“N.. 1944.” care J C-K. 


DIAMOND salesman: student of Gemo- 
logical Institute of America, associate 
member, American Gem Society, desires 
permanent position in first class store; 
five vears experience; able to assist 











manager. Address “T., 1951,” care 
J C.K. 
EXPERT diamond man, with extensive 


knowledge of colored stones, now em- 
ployed, wishes to become associated with 
reputable import cr retail house; age 
297: married. with famiy: college educa- 
tion: excellent references. Address “H.., 
2050," care J C-K 





ASSISTANT manager-salesman, to 
diamond and watch sales, 


th PD notch 
oro 

qualified in window trimming, merchae! 
dising, advertising and credit procedure - 


veteran; college; G.I.A. training: per 
sonable; impeccable appearance.’ ‘Ad- 
dress “R., 1998,” care J C-K. ; 





cr rani 

SALESMAN, married, responsible 37 
University graduate, 10 years’ jewelry 
experience, five with jewelry manufac 
turing company, five with retail Store: 
member of A.G.S.; eligible for certified 
gemologist. Address “S., 901,” care 
J C-K. 





BOOKKEEPER, full charge: 15 years 
diversified experience in large organiza. 
tions; all ledgers, payroll, taxes, cor- 
respondence, typist; accustomed to re- 
sponsibility and detail; personable, edy 
cated; excellent references, Address 
“B., 1999,” care J C-K. rs 





EEE Lr. 

YOUNG man, married, veteran, desires op- 
portunity to learn diamond Setting; has 
experience in diamond sorting and some 
knowledge of setting: willing to go any- 
where for right opp>rtunity; finest ref- 
erences. Address, Herman Carr, 340 § 
Ash Ave., Inglewood, Calif. 








A responsible jewelry store manager, 
now employed in a large volume 
operation, is desirous of making a 
change; capable, aggressive; well 
versed in every phase of installment 
jewelry, appliance and radio field; 


Address “J., 2026,” care J C-K. 





SALESMAN, experienced and capable in 
retail selling, desires position in good 
store where ability and conscientious 
application are appreciated; thoroughly 
familiar with all departments of retail 
store: no preference on location; will 
go to any city. Address “Circular 123,” 
Room 1415, Heyworth Bldg., Chicago 2. 








WELL known as producer and experi- 
enced in diamonds mounted, also 
watches; Virginia, North and South 
Carolina, Georgia, Florida, Alabama, 
Tennessee; only top line considered 
for better retail stores; references 
furnished. Address ‘“N., 1728,” 
eare J C-K. 





CAPABLE, efficient young lady, very ex- 
perienced all phases handling mount- 
ings; has been in charge of complete 
ring department many years; experi- 
ence includes buying, styling, examina- 
tion, merchandising, and all tynes of 
records kept; available immediately, 
New York: excellent references. Ad- 
dress “H., 1932,” care J C-K. 








DIAMOND assorter, buyer, with 20 years’ 
experience, loose diamonds and pr¢cious 
stones; also capable taking charge 
iewelry denartment and mountings; de- 
sires position reputable concern, whole- 
sale or retail, anywhere: 43: single: 
finest references. Address ‘“‘E., 1922,” 
eare J C-K. 








WATCHMAKER, jewelry, H.I.A. certified 
Master watchmaker certificate: good 
producer at bench; experienced in man- 
agement and salesmanship of watches 
and repair service: responsibility for 
rrofitable results taken; operation of 
department on concession basis, oF 
salary. consid*red. Eastman, P. O. Box 
N&, Loneaster, Pa. 








IITA certified master watchmaker, ave 36, 


15 years’ experience on all grades 
watches: jewelry repairins, plain en- 
graving:; presently employed, but de- 


sires change: family man; presentable, 
sober, industrious: fast, accurate work- 
man: complete charge repair depart- 
ment: top salary required: best of ref- 
erences. Address “G., 1985,” care J C-K. 








RETAILERS: vou will agree that I offer 
a most complete jewelry background of 
retail buying, selling, promotional 
managerial experience; every phase In 
high class and department store opera- 
tion: available; $125 week plus per- 
centage: go anywhere; prefer South- 
west: evcellent credentials. Address 
“T 1842." care J C-K. 
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SITUATIONS WANTED—Continued 


— 


MANUFACTURING jeweler wishing to 

" jiquidate own business, desires position 
with large wholesale, or retail chain 
organization; thorough knowledge of 
manufacturing, buying and diamond 
mounting ; 25 years in jewelry business ; 
age 41; married; will consider posi- 
tion offering a minimum starting salary 
of $10,000 per annum. Address “D., 
1791,” care J C-K. 














POSITION wanted; young man, New 
Englander, certified gemologist, 
American Gem _ Society; master 
craftsman of fine platinum and gold 
jewelry, with sales and teaching ex- 
perience in this field, desires man- 
agerial or sales position with fine 
reliable jewelry firm; starting sal- 
ary $7,500. Address “R., 1967,” 
care J C-K. 








GEMOLOGIST, graduate of G.I.A., plus 
four years retail jewelry experience, 
thorough Knowledge of diamonds and 
colored stones, equivalent to 25 years 
of experience; young, 33, mature, com- 
petent, responsible, seeking permanent 
connection with a reputable firm which 
is looking for an above average sales- 
man, with above average jewelry knowl- 
edze and therefore, with an unlimited 
sales potential. Address “P., 2033,” 
care J C-K. 








GENERAL manager of million dollar re- 
tail jewelry store, now available; I 
guarantee you more sales and more 
net profit by modern aggressive mer- 
chandising and sales promotion; col- 
lege graduate; registered jeweler 
American Gem Society, Certified Gem- 
ologist, Gemologist Institute of Amer- 
ica; 25 years’ successful executive ex- 
perience ; prefer fine type conservative 
store. Address “B., 1724,” care J C-K. 








JEWELRY merchandise man, not just a 
buyer, but one thoroughly versed in 
chain jewelry store buying and mer- 
chandising for the greatest amount of 
turnover and _ profit possible, proven 
ability to sense buying and merchandis- 
ing trends and ability to create jewelry 
and watch promotions for increased 
stcre traffic: my capability and back- 
ground, in this field, is proven by more 
than 12 years experience with one of 
the larger chain of credit jewelry stores: 
available after January 1; desire a con- 
nection with a progressive firm, where 
a future will be assured; commensurate 
with my ability to produce; references : 
will go anvwhere. Address “B., 1920,” 
care J C-K. 








Lines Wanted 











AVAILABLE January 1, experienced ring 
Salesman, diamond, stone set and 
mountings: now covering three states. 
Address “V., 1914,” care J C-K. 





SALESMAN ; experienced, with following, 
desires reputable manufacturer’s line for 
better stores: metropolitan New York 
area. Address “D., 2019,” care J C-K. 








DIAMOND salesman, with following 
among the better jewelers, south and 
southwest, open for line January 1; 
excellent references. Address we as 
1959,” care J C-K. 


es 





MANUFACTURER'S representative, with 
showroom on Fifth Ave. and good fol- 
lowing among leading jobbers, open for 
an additional good line. Address ‘M., 
1892,” care J C-K. 





SALESMAN, experienced : open for manu- 
facturer’s line: wide acquaintance 
amone watch importers, jewelry and 
material iobbers: New York and the 

east. Address “S., 2015,” care J C-K. 





ONE of the industries leading salesmen, 
calling on wholesale jewelers and large 
chains throughout eastern territory, in- 
terested in a volume producing line. Ad- 
dress “C., 1978,” care J C-K. 





PACIFIC Coast salesman, desires stone 
ring line of the better grade; com- 
mission basis; 20 years following; best 
a Address “G., 666,” care 





SALESMAN, with Los Angeles office and 
excellent following among West Coast 
jobbers and other large outlets, wants 
strong manufacturer’s line. Address 
“T., 2030,” care J C-K. 





PACIFIC Coast representative open for 
nationally advertised line for 1949; ex- 
cellent following retail jewelers; manu- 


facturer only. Address “J., 1739,’ care 
J C-K. 





SALESMAN ; top-notch, experienced, now 


selling watch cases to New York watch 
importers, wants additional line; can do 
big job with quality merchandise. Ad- 
dress “T., 1969,” care J C-K. 





PACIFIC Coast representative, calling on 
better grade stores over 20 years; have 
line, desire another; diamonds, plat- 
inum or 14K goods; best of references. 
Address “J., 665,” care J C-K. 





SALESMAN; following retail jewelers, 
metropolitan New York, presently em- 
ployed, desires reputable manufacturer’s 
line, to sell exclusively, or as side line. 
Address “V., 2017,” care J C-K. 





TOP notch salesman; excellent following ; 
over 20 years cealling on _  %jobbers 
throughout Middle West and Pacific 
Coast, interested in a strong line, or 
specialties; volume producer. Address 
“D., 1979,” care J C-K. 





REPRESENTATIVE; following jobbers, 
Chicago, Middle West, desires strong 
line gold filled rhinestone jewelry or 
other volume line. Address “Circular 
120,” Room 1415, Heyworth Bldg., Chi- 
cago 2. 





WATCH attachment line wanted by ex- 
perienced salesman, calling on jewelry 
wholesalers, jobbers, watch importers; 
Boston, Baltimore, all Pennsylvania, 
New York City and State. Address “V., 
1970,” care J C-K. 





MANUFACTURERSD’ representative, with 
large following, calling on Chicago and 
Midwest area jobbers, wants line of 
gold or gold filled jewelry or other vol- 
ume line. Address “Circular 124,” Room 
1415, Heyworth Bldg., Chicago 2. 





MANUFACTURER'S representative, with 
Philadelphia office and showroom, has 
excellent following among better re- 
tailers; available January 1 fer addi- 
tional strong. well advertised lines. Ad- 
dress “A., 1907,” care J C-K. 





SALESMAN, experienced, owns own 
car, to represent manufacturers sell- 
ing direct to retail jewelers, depart- 
ment stores, ete.; has established 
following southeastern states. Ad- 


dress “*E., 1877.” care J C-K. 





SILVER representative, covering t°p 
stores with high quality sterling hollow- 
ware, metropolitan New York, Long 
Island, Westchester, New Jersey, Phila- 
delphia, open for top quality silver 
plated line; start January 1. Address 
“A., 2048,” care J C-K. 





CALIFORNIA Bound! February 1; 
experienced watch salesman desires 
to represent nationally advertised 
lines to wholesalers on West coast, 
or go into partnership there; what 
can I do for you, Sir. Address “A., 


1955.” eare J C-K. 


SALESMAN, with excellent contacts, call- 


ing on jobbers and wholesalers Massa- 
chusetts, New York, upstate and city, 
Pennsylvania, Maryland, Connecticut, 
with gold filled costume jewelry, seeks 
additional non-conflicting quality line; 
commission only. Address “W., 1971,” 
care J C-K, 





DIAMOND and watch line, commission 


basis; must be quality line for better 
retail stores; reference anyone; 
thoroughly experienced in_ both 
lines and well known in territory 
East of Mississippi. Address “M., 
1727,” care J C-K. 





PACIFIC Coast manufacturers’ agents to 


the jobbers, and jewelers’ supply com- 
panies, established accounts of long 
standing, wants factory lines of cos- 
tume jewelry, watch cases, novelty sil- 
ver items, watch attachments of dll 
kinds, rings, 10K and gold filled, mount- 
ings. Address “E., 1957,” care J C-K. 





REPRESENTATIVE available; desiring 


outstanding lines in sterling and plated 
gift items; clocks and novelty watches ; 
finest references offered by aggressive 
and productive salesman with super a- 
tive connection. A. Myers, 9925 Rovp- 
bins Drive, Beverly Hills, Calif. 





PACIFIC Coast representative; energetic, 


aggressive, educated salesman, fine con- 
nection throughout West Coast, wants 
outstanding line of platinum and dia- 
mond mountings and attachments and 
allied line: first class references fur- 
nished. A. Myers, 9925 Robbins Drive, 
Beverly Hills, Calif. 





PACIFIC Coast; manufacturers’ represen- 


tative with Los Angeles showroom and 
offices in trade building, desires strong 
manufacturer’s line, selling direct to re- 
tailers; excellent following; five sal¢s- 
men covering west coast and border 
states by car. Address “L., 2009,” care 
J C-K. 





SALESMAN; available January 1, 1949 


for top line only, calling on retail 
jewelers, installment trade and large 
users; volume business assured; 
New York City and vicinity, Long 
Island, metropolitan New Jersey; 
own car; highest references; bond- 
able. Address “M., 2031,” care 
J C-K. 





WANTED; lines of sterling and plated 


hollowware and flatware, by sales or- 
ganization, covering East, Middle West 
and South: only good quality lines from 
reliable manufacturers will be consider- 
ed; this organization has old established 
trade and can guarantee excellent cov- 
erage, providing it is granted exclusive 
distribution; only line for direct fac- 
tory representation will be considered. 
Address ““M., 1984,” care J C-K. 





FORMER New York loose diamond 


salesman, at present located in Los 
Angeles, but with 25 years follow- 
ing Coast to Coast, selling whole- 
salers, manufacturers and _ large 
users, desires connection; will make 
headquarters in New York or on a 
territory; highest references. Ad- 


dress “B., 1975.” care J C-K. 





JOBBING items wanted: well known sta- 


tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout the 
United States, and two permanent show- 
rooms, is seeking additional items, on 
jobbing basis, to add to their line; in- 
terested in numbers that are primarily 
suitable for gift, stationery and leather 
goods stores. Address “H., 2006,” care 
J q 








(Continued on rage 280) 
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LINES WANTED—Continued 











(Continued from page 279) 





DENVER West representation to retail 
trade for 1949; have an organization 
of five, giving complete coverage includ- 
ing all towns 3000 and up; line must 
have merit and good volume possibili- 
ties and one preferably backed by some 
national advertising; prefer fine cos- 
tume jewelry line, mountings and wed- 
ding rings or good line of gold jewelry 
or watch attachments; a line going to 
the better stores only, is what we are 
seeking on _ strictly commission basis. 
Address “F., 1930,” care J C-K. 


Side Lines 











14K hand 
single tray; 
Address “E., 


SALESMEN; all territories: 
engraved wedding rings, 
state all particulars. 
2020,” care J C-K. 





SALESMEN; West Coast and Southeast, 
identification bracelets; trademarked, 
nationally advertised; competitive 
prices. Address “G., 2005,” care J C-K. 





SALESMAN: to carry platinum Cases, at- 
tachments and rings as side line, to 
cover New York City and New England 
states. Address “G., 2022,” care J C-K. 


1OKT and 14kt gold zircon jewelry 
line; modern; competitive; salable; 
experienced, aggressive man wanted. 


Address “G., 1884,.”’ care J C-K. 


SALESMEN wanted, by Swiss watch im- 
porters, to carry line popular priced 
watches as side line; commission basis: 
advise territories. Evkob Watch Co., 9 
Maiden Lane, New York, N. Y. 











SALESMAN; to carry side line of exclu- 
sive 14K novelty jewelry, consisting of 
earrings, brooches, discs, etc., for bet- 
ter retail stores; all territories open. 
Address “C., 2003,” care J C-K. 


SALESMAN, with established following 
in south and middle west, to carry fine 
line of diamond and platinum jewelry 
and watches: may carry non-conflicting 








lines: commission basis. Address “K.., 
1935,” care J C-K. 
SALESMAN; middle west territory 


open; well known manufacturer of 
stamped rings, desires representa- 
tion to the wholesalers; commission 
basis. Address “H., 1737.’ care 
J C-K. 


SALESMEN, for manufacturers of flexi- 
ble leather optical cases, to sell all ter- 
ritories as side line; exceptionally high 
commission; write territory desired and 
lines carried. Address ‘‘R., 1898,’ care 
J C-K. 


SALESMEN, with jewelry store follow- 
ing, to carry outstanding line of 
earrings, gold and gold-filled, to- 
gether with other good selling items; 
most territories open. Address “J., 


1934,” care J C-K. 


EXPERIENCED salesman wanted for the 
Pacific Coast, to carry as a side line, 
to jobbers, wholesalers and other large 
users, a well known manufacturer’s line 
of gold and platinum, mountings and 
wedding rings. Address “R., 1950,” 
care C-K. 

SALESMAN, to carry as side line, es- 
tablished ladies’ platinum and gold 
ring mounting line; must have con- 
tact with jobbers and wholesalers in 
Middle West territory; replies strict- 
ly confidential. Address “‘H., 1986,” 


eare J C-K. 


























SALESMEN for Pacific Coast, midwest, 
south and eastern coast, to carry attrac- 
tive and popular price line of gold filled 
and solid gold jewelry to wholesalers 
and jobbers only; only men with Al 
following; commission basis. Address 
“G., 1960,” care J C-K. 





WELL known manufacturer of ladies’ 
and men’s 10k and 14k gold stone 
set rings, wants salesmen with fol- 
lowing, calling on retail jewelry 
stores, on commission basis; good 
opportunity for the right men. Ad- 
dress “N., 1847,” care J C-K. 


THE following states are open for ster]- 
ing silver flatware and hollowware sales, 
on a commission basis: Michigan, Wis- 
consin, Minnesota, North Dakota, South 
Dakota, Montana, Iowa, Kansas, Ne- 
braska, Colorado. The Manchester Sil- 

ver Co., 49 Pavilion Ave., Providence 5, 

i 2. 


\. 








EXPERIENCED salesman wanted § for 
metropolitan New York, Boston, Wash- 
ington, Philadelphia, Providence and 
Baltimore, to carry as a side line, to 
jobbers, wholesalers and other large 
users, a well known manufacturer’s line 
of gold and platinum mountings and 
wedding rings. Address ‘S., 2036,” care 
J C-K. 





SALESMEN, now calling on retail trade, 
to carry side line of unusual, exclusive 
window displays and trays, small, com- 
pact sample line; no experience neces- 
sary ; excellent commission; please state 
lines carried and territory: correspon- 
dence confidential. Address “F., 1733,” 
care J C-K. 





SALESMAN, wanted by a manufacturer 
to cover Denver west to the Pacific 
Coast; we make a strong line of ladies’ 
14K mountings, sets, two and three 
stone rings, dinner rings and many other 
types of rings: must have a following 
among jobbers and wholesalers; we 
have a good line for the right man. Ad- 
dress ‘fH., 1887,” care J C-K. 


SALESMAN, wanted by a manufac- 
turer to cover the Middle West and 
part of the South; we make a strong 
line of ladies’ 14K mountings, sets, 
two and three stone rings, dinner 
rings and many other types of rings; 
must have a following among job- 
bers and wholesalers; we have a 
good line for the right man. Ad- 
dress “*A., 1874,”’ care J C-K. 


SALESMEN 








wanted by manufacturer of 


unusual line of sterling silver table 
and smokers’ accessories, nationally 
advertised and accepted by leading 


jewelers and department stores through- 
out the country; must have established 
following; good territories available: 
commission basis. Address “N., 1253,” 
care J C-K. 


SALESMEN: good territories open for 
lively sterling silver table and 
smoker’s accessory gift item having 
exclusive, patented, top-quality fea- 
tures, and prestige acceptance 3; top- 
notch men with established follow- 
ing do well with this pocket side 
line; liberal policy and commission 
on all territorial sales: no house 
accounts. Address “H., 1961,” care 
J C-K. 











Help Wanted 








WANTED, ‘A-1 jeweler, who can repair 
and set stones. Address “V., 1461,” 


eare J C-K. 


LOOKING for manager for jewelry store; 
must have first class references. N. 
Miller, 1358 Sixth Ave., New York City. 











WANTED, two A-1 watchma kKers : 
centage basis’ only Address’ - 
1460,” care J C-K. T,, 





JEWELRY salesman for credit jew 
stores; write giving age, complete = 
perience and background. Pea - 
Jewelers, Wichita, Kans. Cocks 





) 
JEWELER, accustomed to work from de- 


signs in platinum and gold; $9 per 
hour and bonus; give information 


detail. Address “V., 1947,” care J CK 





tlt rrr. 

JEWELER wanted who has had five op 
more years experience; when replying 
give information in _ detail. Address 
“N., 1962,” care J C-K. ‘ 





evenness 

i NGRAVER and chaser; man with origi- 
nal ideas; state salary and experience 
in first letter. Address “T., 1949,” care 
J C-K. 





Elta, 

WATCHMAKER, permanent position for 

first class workman ; take charge of re. 

pair department and wait on trade. 
Mueller, the Jeweler, Freeport, Ill, 








SALESMAN to carry line of gold and 
platinum mountings and wedding rings, 
in West Coast territory ; must have fol. 
lowing. Address ‘'M., 2010,” care J C-K. 





WATCHMAKER wanted: must be first 
class repairman; send _ references 
and past experiences to Lipson’s 
Jewelry Store, Fairmont, W. Va. 








JEWELER and diamond setter wanted; 
must be first class workman; perma- 
nent situation with top-notch jewelry 
concern. Write, Jacobs Jewelers, Inc., 
Jacksonville, Fla. 








SALESMAN, with out-of-town connec- 
tions, with wholesale material and sup- 
ply houses, to carry a new type magni- 
fier used in jewelry trade. M. From- 
mer, 10 W. 47th St., New York City. 





SALESMEN wanted; (for established 
firm, to call on better jewelry and de- 
partment stores; territories open east 
of Mississippi; write all details to “K., 
2008,” care J C-K 





dependable and capa- 
ble: excellent opportunity; pleasant 
working condititons; permanent; state 
age, qualifications and salary expected. 
Address ‘“J., 4321,” care J C-K. 


WATCHMAKER, 





ALL around man for modern credit 
jewelry store; opportunity; write 
giving qualification and complete 
experience; southern Ohio.  Ad- 


dress “L., 2030,” care J C-K. 





FACTORY superintendent, for large pro- 
duction ring mounting manufacturer; 
knowledge of casting, tool and die work; 
excellent opportunity for right man; 
write full particulars. Address “W., 
2042,” care J C-K. 

















SALESMAN ; large ring mounting manu- 
facturer requires top man, knowledge 
wholesalers East and South; promo- 
tional ability; excellent opportunity; 
state full experience. Address “V., 
2041,” care J C-K. 








SALESMAN; one who is fully experi- 
enced in the credit jewelry business, 
able to trim windows, handle the ad- 
vertising ; age 35 to 40 years; if in- 
terested write, Raskin’s Credit Jewel- 
ers, Phoenix, Ariz. 











WATCH salesman wanted by established 


watch importers to cover New York, 
v 4 ~ Sa 
New Jersey, Pennsylvania and New 


England; give previous experience, age 
and references. Address “K., 1988, 
care J C-K. 








PACIFIC coast salesman desired by im- 
porters of well known, popular priced 
Swiss watches; can offer a good oppor- 
tunity for a man with ability; give 
qualifications and references. Address 
“L., 1989,” care J C-K. 








280 


THE JEWELERS’ CIRCULAR-KEYSTONE 




















- 


-~-——ororr 


HELP WANTED—Continued 


SALESMEN, to represent highly recog- 
nized line of Swiss watches; there will 
be four key territories open after Janu- 
ary 1; may consider men with one 
quality side line. Address “K., 1940,” 
eare J C-K. 














IMPORTERS of Swiss watches, with 
established business, seeks first class 
representative in Texas and Southwest ; 
excellent proposition for the right man; 
state qualifications. Address “J., 1987,’’ 
care J C-K. 








WANTED; partner for jewelry business; 
first class, sober, experienced watch- 
maker; good business location; nice 
store; jewelry fixtures in store to start 
business immediately. M. S. Harmon, 
117 N. Saratoga St., Suffolk, Va. 








WATCHMAKER for permanest position ; 
must be competent and reliable; splen- 
did working conditions; good salary; 
give qualifications in first letter; con- 
fidential. Rost Jewelry Co., Indian- 
apolis, Ind. 








WANTED watchmaker to work in fine 
registered jewelry store; must be first 
class man; commission or salary; lo- 
cated in the beautiful Black Hills of 
South Dakota; good hunting and fish- 
ing. Neugebauer’s Jewelry, Sturgis, S. 
Dak. 








SALESMAN ; young, single; call on manu- 
facturing jewelers Providence, nearby 
territory ; work under Providence sales 
office; factories Chicago; old, well 
established manufacturer; moderate 
salary to start. Address “W., 1904,’ 
care J C-K. 





SALESMEN; represent manufacturer 
of sterling silver hollowware, to call 
on all leading department stores for 
West Coast, Middle West and South- 
ern states; commission. Columbia 
Silver Co., 689 McDonald Ave., 
Brooklyn, N. Y. 





ONE of the top nationally advertised 
watch companies has a few choice ter- 
ritories open for experienced salesmen: 
this is an unusual opportunity for a 
long term profitable association; all re- 
plies in strict confidence. Address “W.., 
1916,” care J C-K. 





SALESMEN, with established following 
wanted by manufacturer of fine plati- 
num and gold mountings; all territories 
open; no obligation to non-conflicting 
side line; replies confidential. Address 
“T., 1902,” care J C-K. 





CREDIT MEN; large northwest jewelers 
can use several experienced credit men, 
willing to start as interviewers or as- 
sistants, to work toward credit manager- 
ship; state age, experience, salary ex- 
pected. Address “B., 1875,’ care J C-K. 








WATCH salesmen wanted by estab- 
lished popular price Swiss watch 
importer to carry complete up-to- 
date line; must have good retail fol- 
lowing; state territory and all par- 
ticulars in first letter. Address “J., 


2007,” care J C-K. 








SALESMEN ; to carry nationally adver- 
tised line of pearls to the wholesaler: 
established territory essential: liberal 
compensation; state qualifications and 
references ; our employees are aware of 
this ad. Address “B., 1910,” care J C-K. 








JEWELER, who has had 20 years or more 
experience at the bench and capable of 
taking charge, as foreman of a medium 
size shop; wonderful opportunity and a 
future for a capable man; give informa- 
tion in detail in first letter. Address 
“Z., 1948,” care J C-K. 


EXCELLENT opportunity for watch- 
maker; $75 per week and 25% of net 
profit of business; must be married; ex- 
cellent references; established concern 
25 miles from Chicago; give full details 
in first letter. Address “K., 1889,” care 





THE manufacturer of one of the top 
10K ring: lines wants salesman with 
following in the Northwest and Pa- 
cific Coast; other territories open; 
straight commission; no objection to 
non-conflicting side line; state ter- 
ritory covered. Address “G., 1750,” 
care J C-K. 





MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, 617 Wyandotte, Dept. 
C., Kansas City 6, Mo. 





MANUFACTURER’S representatives, ex- 
perienced, following with jobbers, to 
handle outstanding line of tailored, brass 
costume jewelry; one for East Coast, 
one for Chicago, St. Louis and Middle 
West, and one for Pacific Coast, Texas; 
straight commission. Address “P., 
1966," care J C-K. 





SALESMEN, with established following 
wanted to carry an outstanding line 
of zircon jewelry; territories open, 
Middle West, The South, and New 
England states, to start January 1, 
1949; give full particulars in first 
letter. Address “A., 2044,” care 
J C-K. 





SALESMEN; one for New York, Boston, 
Philadelphia and vicinity, and one for 
south and southwest territory, to carry 
manufacturer’s recognized gold ring 
mounting line to jobbers, wholesalers, 
mail order and chain organizations. Ad- 
dress ‘‘K., 1964,” care J C-K. 





SALESMAN; following among the bet- 
ter retail jewelers on the Pacific 
Coast; manufacturer’s line of ladies’ 
high grade 14k jewelry; available 
January 1; give all particulars in 
first letter; replies confidential. 
Alberts & Son, 332 Mulberry St., 
Newark 2, N. J. 





SALESMEN wanted, by old established 
house, to carry high class line of gold 
and platinum wedding rings; liberal 
commission; exclusive’ territories’ in 
south, Coast and Middle West; selling 
principally to better class retail jewelry 
stores; no objection to non-conflicting 
side line; give full particulars. Address 
“C., 1876,” care J C-K. 





SALESMAN; manufacturer of an ex- 
tensive and exclusive line of solid 
gold stone rings, etc., with an estab- 
lished following on the Pacific coast, 
seeks high grade man covering re- 
tailers and large users; give full par- 
ticulars. Address “V., 1903,” care 
J C-K. 








SALESMEN, wanted for Mid-West and 
West Coast territories; New England 
manufacturers of large line of flannel 
and Pacific cloth bags, rolls and chests 
for silverware; also large line of newly 
designed packettes and containers now 
sold to retailers, department stores, 
wholesalers and manufacturers; a 
quality line at attractive prices. Ad- 
dress “P., 1945,” care J C-K. 


WATCH salesman, New York City ter- 
ritory, experienced, to call on jew- 
elers with our long established na- 
tionally advertised Gotham watch 
line; write in strict confidence giv- 
ing all pertinent details. Ollen- 
dorff Watch Co., Inc., 20 W. 47th 
St., New York 19, N. Y. 





SALESMAN; retail following in Mid- 
dle West; ladies’ and gent’s mount- 
ings, semi-mounted, and complete 
merchandise; excellent opportunity 
for well established man; starting 
January 1949. Klebanoff & Gross- 
man, 74 W. 46th St., New York 19, 
a wa 





SALESMEN, for manufacturer of quality 
costume jewelry, popular priced; rare 
opportunity for experienced men with 
following jewelry and department 
stores; middle west, northwest, Texas, 
New England; commission basis; draw- 
ing arrangement after qualified; prefer 
man residing in territory, with car. Ad- 
dress “G., 1886,’ care J C-K. 





WATCH salesmen for nationally ad- 
vertised, popular priced Swiss watch 
line; commission basis; territories 
open, East, Middle West, Southwest; 
existing accounts will be turned 
over; state complete details, past 
experience and references. Address 


“M., 1943,” care J C-K. 


WATCH salesmen, three experienced men 
with following ; an old, well established, 
nationally advertised watch company is 
re-allocating territory; exceptional op- 
portunity for the men who can qualify ; 
your application, giving your present 
territory, experience, etc., absolutely 
confidential. Address “Y., 1906,” care 
J C-K. 








REPRESENTATIVE for old_ estab- 
lished ring line, colored stones and 
diamonds, to cover area from Den- 
ver west to Pacific Coast; must have 
following and will be given one; 
applications confidentially treated. 


Address “E., 1744,” care J C-K. 


LONG established ring manufacturer 
needs representative to call on retailers 
in the south Atlantic states; must be 
resident of that territory; fine opening 
for good man; car necessary; no side 
lines: territorial rights assured; write 
full details to Davidson & Sons, 20 W. 
47th St., New York City 19; replies 
confidential. 


SALESMAN wanted to represent an 
old established and reputable con- 
cern of over 50 years in business, 
to carry a beautiful and exclusive 
diamond ring line; excellent oppor- 
tunity; give full particulars in first 
letter; correspondence strictly con- 
fidential. Address “R., 2014,” care 
J C-K. 


SALESMAN, with established follow- 
ing for representation of complete 
diamond ring and colored stone ring 
line of nationally known ring con- 
cern, for Texas, Oklahoma, Arkan- 
sas, Tennessee and Kentucky; have 
also established accounts; all replies 
confidential. Address “K., 1679,” 
care J C-K. 

















WANTED: two first class watchmakers, 
either salaried or commissioned; need 
watchmakers for high grade small 
stores in Fayetteville, N. C., and Oak 
Ridge, Tenn.: give good references. 
Write or telephone, Leo F. Henebry, 
209 S. Jefferson St., Roanoke, Va. 





(Continued on page 282) 
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(Continued from page 281) 





SALES representative, to carry our line 
of the finest nationally advertised Swiss 
watches in Chicago and surrounding 
territory; possibility establishing Chi- 
cago office; must have great following ; 
commission basis; write particulars. 
Address “M., 1820,” care J C-K. 





SALESMAN wanted by large jewelry 
manufacturer established more than 
25 years; must have following; valu- 
able territories now open; real oppor- 
tunity for top-notch man; write stat- 
ing full details in first letter. Ad- 
dress “R., 834,’ care J C-K. 





JEWELRY salesman, with retail follow- 
ing in Texas, Oklahoma, Arkansas, 
Louisiana and Mississippi, to represent 
New York diamond ring manufacturer ; 
must travel by car; excellent opportu- 
nity for man living in the territory ; 
give full particulars. Address “E., 
1836,” care J C-K. 


SALESMAN wanted, age 25-30: manu- 
facturer of a quality watch bracelet line 





selling to the better retail trade; ap- 
plicant must be cf high calibre and 
resident of the West Coast; give full 
particulars in first letter; all replies 
confidential. Address “C., 1745,” care 
J C-K. 





WATCH and jewelry salesman, travel- 
ing by car, to represent nationally 
known firm with complete line of 
popular priced watches and _ jew- 
elry; must have retail jewelers and 
department store following in well 
established Southern territory. Ad- 


dress “B., 595,” care J C-K. 


MANAGER for better type credit jewelry 
store; must have sales ability and com- 
plete knowledge of every phase of 
jewelry store operations and furnish 
reference; position is permanent and 
offers satisfactory salary; in reply 
please state your past 10 years’ experi- 
ence. Address, The Samuels Co., Inc., 
Davenport, Iowa. 








SALESMEN wanted by established 
popular price Swiss watch importer 
to carry complete up-to-date line; 
territories, Pacific, Midwest and 
Southwest; must have good retail 
following; good opportunity for 
right men; no objections to non- 
conflicting side lines. Address “D., 


. 1698,” care J C-K. 


NATIONALLY known ring manufacturer 
wants full time representatives calling 
on retail jewelers; no side lines; all 
territories are well established and rep- 
resentatives are given territorial rights; 
wonderful opportunity for right men; 
drawing and expense against commis- 
Sion; car essential; give full details in 
first letter; all correspondence confiden- 
tial. Address “Y., 1917,” care J C-K. 


PERMANENT position for top notch, 
progressive salesman, with well es- 
tablished wholesale jewelry concern 
in Syracuse, N, Y.; traveling and in- 
side selling; must have A-1 refer- 
ences; very attractive financial ar- 
rangements will be made to compen- 
sate ability; give complete resume; 
all confidential. Address “*L., 1994,”’ 
care J C-K. 


SALESMEN wanted; large manufacturers 
popular priced silver and chrome plated 
hollowware and electric appliances, 
have the following territories open; 
States of Ohio, Missouri, Kansas, Ken- 
tucky and West Virginia; straight com- 
mission or drawing account; only those 
who can produce and who have a fol- 
lowing need apply. Address “W., 1606,”’ 
care J C-K 

















SALES representatives, two for the 


West Coast and New England, with 
a good following among jobbers 
and wholesale jewelers, to handle 
a well advertised manufacturer’s 
line of men’s and ladies’ gold filled 
watch attachments; generous com- 
mission; no objection to non-con- 
flicting side line. Address “N., 
1896,”’ care J C-K. 

















WATCH salesman, experienced, with fol- 


lowing among chain stores, to_ sell 
popularly priced, nationally advertised, 
Swiss watches as a regular line or side 
line; opportunity for the right man, 
leading manufacturer able to deliver 
quantities; state qualifications, experi- 


ence, etc.; commission; replies strictly 
confidential. Address “T., 1725, care 
J C-K. 





WATCH § salesman, with following 


among retailers, wanted for popu- 
lar priced Swiss watch line; com- 
mission basis; no objection to non- 
conflicting line; open territories: 
southeastern states, middle west; ex- 
isting accounts will be turned over; 
state complete details and _ refer- 
ences in confidence, in first letter. 


Address “F., 1885,” care J C-K. 





SALESMEN wanted by 


established 
well-known Swiss watch importer 
with complete up-to-date’ line of 
popular priced watches, for the fol- 
lowing territories: New England, 
southeast, southwest and Pacific 
coast; perfer men living in terri- 
tory; give full particulars concern- 
ing yourself; correspondence kept 
strictly confidential. Address “‘J., 
1888,” care J C-K. 





SALESMEN wanted for advertised line of 


14K gold bracelets, watch bracelets, 
lapel watches, chokers, clips, earrings, 
ete.; exclusively design-patented and 
widely accepted by better jewelers for 
top level customers; have openings for 
experienced men traveling New Eng- 
land, Southern and Middle Western ter- 
ritories ; in confidence write our adver- 
tising agency. ‘President,’ Rock <Ad- 
vertising, 1165 Broadway, New York 1, 
as 





SALESMEN, with established retail 


following, to represent well-known 
manufacturer of silver plated and 
chrome plated hollowware, giftware 
and electrical appliances in the 
South Atlantic states, Nebraska, 
Iowa, Kansas, Kentucky, Tennessee, 
West Virginia, Louisiana, Missis- 
sippi and Alabama; commission 
basis; state full particulars in con- 
fidence. Address “F., 2004,” care 
J C-K. 





SALESMAN; New York resident, to 


represent in Middle West and South, 
important firm producing extensive 
line of platinum watch cases, at- 
tachments, bracelets, and rings, un- 
mounted; only those with estab- 
lished following among wholesalers 
and jobbers need apply; excellent 
opportunity for right man; replies 
strictly confidential. Address “B., 
2046,.”’ care J C-K. 




















\ 


EXPERIENCED salesman; exceptional 


opportunity; fully diversified ring 
line; ladies’, men’s 10K and 14K 
rings set with genuine cameos, semi- 
precious stones, diamond black 
onyx rings, etc.; priced right; estab- 
lished well-known line for better re- 
tailers; southwest and west; non- 
conflicting line permissible; draw- 
ing against commissions; inquiries 
confidential. Address “H., 2025,”’ 
care J C-K. 





























WHOLESALE house wants insid 


. © man 
with at least 10 years’ general whole- 


sale experience with major jewelry, 


clock and_ silverware lines, and 
working knowledge of diamonds. 
must be capable of assuming Scene 
responsibility; permanent POSition 
with good salary and bonus arrange. 
ment; all inquiries will be strictly 
confidential. Apply by air mail to, 











Edward D. Sultan Co., P. O. Box 
301, Honolulu, Hawaii. 
SALESMAN; cpen territories for top- 


notch representatives, with following 
among the better cash and credit stores 
to carry our line of American Beauty 
rings exclusively; guaranteed drawine 


account and traveling expenses ad- 
vanced against commission; this is a 
rare opportunity to become affiliated 


with one of the country’s m°st reputable 
manufacturers; inquiries are invited 
from qualified men who are live wire 
producers; when writing, give full par- 
ticulars, Address, Untermeyer, Rob- 
bins & Co., 136 W. 52nd St., New York 
City. 





JEWELRY salesman wanted for South, 


including Oklahoma and _ Texas; 
outstanding manufacturers of fine 
gold jewelry and diamond rings in 
gold and platinum, with southern 
distribution, offer splendid oppor- 
tunity to experienced salesman 
with established following among 
better stores; replies are _ invited 
only from top notch men who are 
accustomed to large earnings; state 
qualification, experience, _ refer- 
ences; replies confidential. Address 


“E., 1881.” care J C-K. 





EXCEPTIONAL opportunity; we need 
two aggressive established salesmen 
with following in the better retail 
jewelry stores, to represent a na- 
tionally known diamond ring house; 
liberal drawing to man of proven 
ability; territories open: Virginia, 
West Virginia, Kentucky, Tennessee, 
New York, Pennsylvania and Ohio; 
position open January 1, 1949; 
write for interviews; all communica- 
tions will be kept in strict confi- 
dence. Address “F., 1837,” care 
J C-K. 





ONE of the South’s leading retail jewel- 


ers seeks the services of an experienced 
executive capable of taking complete 
charge of quality store which enjoys 
exclusive representation of most of the 
fine lines of silver, china, watches and 
iewelry: this position available due to 
the recent death of owner and offers 
long range career opportunity for a man 
who can make himself indispensable ; 
only a man with successful record as 
merchandiser and manager will be con- 
sidered: write in detail age, education, 
familv status and chronological list of 
previous connections; this is a big job 
for a big man with a big salary; all 
replies held in strict confidence. Ad- 
dress “‘R., 2035,” care J C-K. 





UNUSUAL sales opportunity; Colum- 


bia Diamond Rings offer an unusual 
opportunity to qualified salesmen in 
the following territories: New En- 
gland, Texas, Rocky Mountain area, 
Southern California, New York City; 
essential qualifications; must have 
the ability to convey our most com- 
plete merchandising program to 
the retail jeweler; all replies con- 
fidential. Write to, Columbia Dia- 
mond Rings, Division of Axel Bros., 
Inc., 21-10 49th Avenue, Long 
Island City 1, N. Y. 








THE JEWELERS’ CIRCULAR-KEYSTON= 











“OR SALE, a modern jewelry store with 
a good business, in the heart of the 





— 


DIAMOND ring salesmen; on or be- 
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V ANTED—Continued 


SALESMEN: several territories open 
for live-wire producers with a his- 
tory ef high earnings, commencing 
1949; expanding sales force, seek- 
ing intensive coverage where we have 
established following among better 
retailers and credit stores; compre- 
hensive line ‘Lifetime’? diamond 
and wedding rings packaged sets, 
ring mountings and colored stone 
rings; give full particulars first 
letter; strictest confidence assured. 
Baskin Brothers, Ine., 38 W. 48th 
St., New York City. 





SILVER salesmen wanted to cover ex- 
clusive territories, particularly in 
South, Southwest, South Atlantic, by 
manufacturer of nationally adver- 
tised sterling silver flatware line, 
also has hollowware both plate and 
sterling, and baby merchandise; 
qualified men can insure substantial 
earnings and proper arrangements 
will be made for compensation; all 
applications held in strict confidence 
for December 1 openings. Apply, 
Mr. Frank Ollayos, Sales Manager, 
Amston Silver Co., Wallingford, 
Conn. 














SALESMAN; outstanding opportunity 
for aggressive man, preferably with 
experience and following, to call on 
retailers in Kansas, Iowa and Ne- 
braska, for long established and 
well known wholesaler who distrib- 
utes nationally advertised lines of 
watches, jewelry, ete.; pay good 
commission, drawing account; pres- 
ent representative earning more 
than $15,000; excellent chance for 
progress; position available January 
1, 1949; write in strict confidence, 
giving all pertinent details to, “F., 


1923.”" care J C-K. 





LADY manager wanted for china, 
crystal and artware department, in 
fine southern jewelry store; duties 
would entail merchandising the 
same department in four other near- 
by southern stores; would mean at 
least two trips to market per year; 
person who would be capable of 
buying and merchandising and 
managing assistants at each point; 
willing to pay fair salary plus per- 
centage of business procured: full 
cooperation will be given; write in 
confidence, giving complete _ per- 
sonal and business history. Address 


“*A., 1908.” care J C-K. 


ee 





SALESMEN; nationally known manu- 


facturer, in business for over 50 
years, offers unusual opportunities 
for men with experience calling on 
the retail trade; we manufacture 
every conceivable type of ring in 
gold, ladies’ and gent’s, including 
diamonds, wedding rings, stone 
rings, zircon and initial rings, etce.: 
all inquiries strictly confidential; 
our salesmen know of this ad; give 
detailed particulars in first letter; 
territories open: Middle West, 
Southwest, Pacific Coast, Metropoli- 
tan area, New York City. Address 
“G.. 1931.” eare J C-K. 








fore January 1, we will be interested 
in two salesmen, one for the Middle 
West, and one for the Pacific Coast; 
these men must be the highest type 
salesmen in the industry who have 
proven sales ability, and who have a 
reputation with their customers for 
honesty and integrity: in return, we 
agree to give these men the best 
line in the country, to be sold to 
the top retailers and jobbers at 
prices, and styling that has made 
this firm outstanding in the indus- 
try; money is of no object to the 
right men. W. F. Sebel Co., 315 W. 
Fifth St., Los Angeles 13, Calif. 





SALESMEN: two territories open, the 


Middle West and the Pacific Coast; 
we manufacture a smart line of dia- 
mond watches, diamond §attach- 
ments, a strong and _ interesting 
line of diamond ring mountings, 
bridal sets in platinum and gold; 
some of our items you can see 
advertised as usual in the Jew- 
elers’ Circular-Keystone; opportu- 
nity for good connections and 
lucrative earnings for men with fol- 
lowing amongst retailers in the 
above mentioned territories; all 
correspondence treated with the 
strictest confidence. Seidman & Co., 


31 W. 47th St.. New York City. 





DIAMOND assorter; 


to a man who 
has a thorough and comprehensive 
knowledge of the diamond ring 
business, we can offer an excep- 
tionally lucrative position provided 
the man is not afraid to work and 
his past record indicates the high- 
est in character, honesty and in- 
tegrity; this is probably one of the 
finest jobs in the industry, but we 
are not interested in teaching seme- 
one the diamond ring business, nor 
in experimentation; we are inter- 
ested in a top man for a diamond 
assorter with the probability of of- 
fice management job in the future. 
W. F. Sebel Co., 315 W. Fifth St., 
Los Angeles 13, Calif. 











FACTORY foreman; in expanding our 


present factory facilities, we _ will 
have available a position for a fac- 
tory foreman who has had exten- 
sive experience in the making of 
rings and who likewise has a proven 
record for ability to handle men 
and accept responsibility; a man 
who is not thoroughly familiar with 
the most modern production meth- 
ods need not apply; but if you have 
extensive experience in the manu- 
facture of a product that is out- 
standing in quality and workman- 
ship, this is the type of man we 
want. W. F. Sebel Co., 315 W. Fifth 
St., Los Angeles 13, Calif. 





For Sale 


Stores, Stocks and Businesses 








GOING 


jewelry store in Jersey City, 

J.; well established: good repairs; 
owner wants to retire; do not answer 
unless you mean to buy. Address “D., 
1879,” care J C-K. 





Midwest; inventory $100,000; reason 
for selling is illness; good opportunity. 
Address “‘F., 1981,” care J C-k. 





JEWELRY store, choice location, Broad 
St., Newark, New Jersey; excellent for 
credit or cash; vicinity leading chains ; 
little cash required; will finance; long 
lease. Address “N., 1996,” care J C-ss. 





WELL established jewelry store, in good 
lceation, in large southwestern city ; 
established 31 years; well balanced 
stock of nationality advertised lines; 
cash and credit trade; want to retire. 
Address “A., 1919,” care J C-K. 





JEWELRY store and repair shop; small 
town, but serving three surrounding 
towns and large prosperous rural popu- 
lation; building $5,000; all or part stock 
at inventory; assist financing. H. G. 
Heydt, Boston, Gecrgia. 





ATTRACTIVE jewelry and gift shop in 
Central Indiana town of 9000; high 
grade stock and reputation; established 
14 years; invoice around $12,000; owner 
retiring. Address “Jeweler,” 4901, Cen- 
tral Ave., Indianapolis. 





JEWELRY store, $5,500; long established, 
downtown San Francisco; inventory op- 
ticnal; ideal for watchmaker or promo- 
tional store; not forced sale; pictures, 
details gladly furnished. Address “H., 
1933,” care J C-K. 





OLD established jewelry and pawnbroking 
shop in a Texas city of 300,000 popula- 


tion; fine location; good lease; low 
rent; about $25,000 will handle; re- 
tiring on account of health. Address 


“H., 1900,” care J C-K. 





LEAVING for the South; must give up 
business at once due to illness: well 
established jewelry store New Jersey, 
20 minutes New York: low overhead; 


good location; a gold mine for the right 





party. Address “P., 1897,’ care J C-K. 
WATCH repair shop: jewelry; excellent 
reputation; Pennsylvania; 150 miles 


Watchmaster; good 
lease: about 


from New York: 
location: reasonable rent: 











$4,500 inventory. Address “C., 1815,” 
care J C-K. 
JEWELRY store; established 36 years; 


30 miles east of Pitts- 
burgh, Pa.; excellent reputation and 
doing a nice business; will require about 
$50,000 to handle this deal; must sell 
on account of death in family. Address 
“7.. 1754.” care J C-K. 


SANTA BARBARA; $4,400; full price 
for only wholesale and retail watch- 
making, diamond setting, jewelry 
manufacturing, engraving business; 
includes stock, supplies, and fix- 
tures; no good will; good location; 
low rent. Write, Don Quinn, 914 
Anacapa St., Santa Barbara, Calif. 


CHANCE of a lifetime; beautiful modern 
jewelry store; 100% location in major, 
prosperous Ohio city of over 300,000; 
prewar lease, air-conditioning ; first time 
offered; credit accounts, latest equip- 
ment; complete for $25,000; jewelry 
being transferred or will include; ill 
health reason for selling. Address “C., 
1921,”’ care J C-K. 


FOR SALE; complete dial refinishing 
business in large -Eastern city of two 
million population; five stamping ma- 
chines, 1500 dies, formulas, die making 
machine, master plates, water troughs; 
overating at present, taking in about 
$1,000 a month; can be_ increased ; 
partners disagreement, reason for sell- 
ing. Address “B., 1956,” care J C-K. 


TEWELRY § store established over 50 
years: present owner 28 years; subur- 
ban Kansas City; $40,000 total of stock, 
furniture and fixtures and accounts re- 
ceivable: can reduce stock some; stand- 
ard brands watches, diamonds and sil- 
verware; gift department; lease build- 
ing to suit buver: fast growing indus- 


county seat; 

















trial community. Address “J., 2051,” 
eare J C-K. 
(Contirued on page 284) 
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(Continued from page 283) 





RETAIL jewelry store, excellent loca- 
tion, Detroit, Michigan; forced to 
sell immediately on account of ill- 
ness; complete clean stock of dia- 
monds and watches; fixtures two 
years old; franchises for Bulova, 
Benrus, Longines, Hamilton, Elgin, 
etc.; store enjoys excellent reputa- 
tion; low rental with eight-year 
lease; sacrifice for $30,000. Ad- 
dress “L., 1891,” care J C-K. 

FOR SALE; credit jewelry store in mid- 
western city of 75,000; front and fix- 
tures three years old; air conditioned; 
fixtures and equipment cost $16,000; 
as of January 1 store will inventory 
about $20,000, and have about $15,000 
in accounts receivable; will sell dollar 
for dollar for accounts receivable and 
inventory, and reasonable deal on fix- 
tures; wonderful opportunity for chain 
or individual to operate; I don’t have 
the time to devote to this business and 
must sell. Address “E., 1977,” care 
J C-K. 

PAWNSHOP and jeweler, established 
in business since 1905, in the city 
of Newark, N. J., on one of the 
city’s main streets; outstanding 
loans over $40,000; stock on hand, 
$35,000; doing a nice retail busi- 
ness, willing to reduce loans and 
stock to suit your purse; owner re- 
tiring; store rent $250 per month; 
investigate this. B. T. Greenfield, 
Inc., 261 Market St., Newark, N. J. 


FOR SALE: beautiful, modern jewelry 
store in Ohio City of 150,000, estab- 
lished 45 years; new blonde wood 
show cases, wall cases, wall panel- 
ling and office partition, new light 
tan asphalt tile floor; large York- 
aire air conditioning unit; large 
supply jewelry boxes and cases, dis- 
play cloth and fixtures, receipt and 
sales books, stationery; room 17 x 
80 feet; accounts receivable if de- 
sired; price $15,000 with accounts; 
put your merchandise in cases and 
start doing business immediately. 


Address “D., 2047,” care J C-K. 











For Sale 


Tools, Equipments 











ONE National cash register-posting ma- 
chine for sale; good as new. Address- 
“*M., 1894,” care J C-K. 

USED tools, benches, lathes, cleaning 
machines, staking tools, etc. BR FF. 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif. 

SAWS; Swiss and German 3#8/0-#6; 
finest quality ; low prices; wholesale, re- 
tail; also sawframes, files, burs, pliers, 
etc. George Gazton, 59 W. 30th St., 
New York. 


ARCH CROWN celluloid and parch- 
ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St., 
Newark 2, N. J. 


JEWELERS’ display cards, jewelers’ dia- 
mond and watch guarantees, jewelers’ 
repair checks, jewelers’ deposit en- 
velopes with call checks; printed sup- 
plies of every description. Write for 
samples. Dauer Printing Company, 
Manufacturers, Printing, Engravers, 31 
East 22nd St., New York 10, N. Y. 
Algonquin 4-2174. We ship open account, 
parcel post or express to any part of 
the United States. 























Business Opportunities 





| as 


EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keen its ad- 





vertisin,» columus clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 


ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 

WILL buy interest or all of profitable 
store; central or west Texas; five to 
eight thousand cash. L. L. Colvin, 
Phone 51-J, Iraan, Texas. 

WATCHMAKER wants to buy established 
jewelry store in West or Midwest; will 
pay medium price; replies confidential. 
Address “P., 1997,’’ care J C-K. 

GORDON BROTHERS cash buyers of 
complete jewelry stores and surplus 
stock; for details see our advertise- 
ment page 33. 

WANTED to buy, established jewelry 
store in town of 8000 population or 
larger; will pay cash; all informatior 
confidential. Walter MacDonald, 117 S. 
Anderson St., Elwood, Ind. 


SALESMAN to jobbers, top notch, or 
wholesaler handling rings, wanted as 
partner or purchaser by manufacturer 
of ring mountings, etc.; $10,000 to $20,- 
000. Address “‘A., 2034,” care J C-K. 

AUCTIONS successfully and ethically 
conducted anywhere in the country; 
12 successful sales in 1947. Write 
or wire, Maynard Levy, 5200 Black- 
stone Ave., Chicago 15. 

AUCTION with profits; auction sales con- 
ducted anywhere in the country; the 
finest bank and jewelers’ references 


furnished. stocks bought. Herman 
Schwadron, 11 Midwood St., Brooklyn, 
Y Y 


COLMES BROS., cash buyers of jew- 
elry stores with or without fixtures; 
we interview you at our expense in 
any part of the country; bank and 
trade references. 18 Tremont St., 
Boston, Mass. 


AUCTIONEER, 12. successful sales 
conducted in 1947; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26. 


EXPERIENCED credit jewelry store man- 
ager, capable and responsible, desirous 
of buying into an established jewelry 
store of good reputation; active partici- 
pation: prefer Rochester or Western 
New York. Address “K., 2027, care 
J C-K. 






































SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 





WATCHMAKER; 40 years of age, mar- 

ried, 20 years’ experience, capable tak- 
ing over entire watch repair depart- 
ment, wishes concession in store on com- 
mission basis; preferably in a western 
state; have complete material system 
and Watchmaster. Address “L., 1942,” 
care J C-K. 





JEWELRY store wanted by individual; 
only interested in old established 
store doing a good volume of busi- 
ness; cash deal; any good town in 
up to 600 miles radius from Pitts- 
burgh, Pa. preferred; reply held 
in strictest confidence. Address ‘*M., 


1995,” care J C-K. 








SILVER designer, with studio employing 
six, enjoying a business and national 
reputation second to none, desires as- 
sociate capable of managing shop; must 
himself be first class mechanic; amount 
of financial interest optional with you; 
your communication will be in strict 
confidence. Address “E., 2049,’ care 
J C-K. 


AUCTIONEERS with 30 years o 
ship for jewelers who care, ane: 
Feagans, Los Angeles; Ben Ti “a 
Seattle; Bunde & Upmeyer, Milwauke”’ 
Pfeifer Bros., Little Rock: Haltom’s 
Ft. Worth; two group auctions for s; 
Louis’ leading jewelers: 10 auction. 
two million dollars. America’s Fore. 
most Jewelry Auctioneer, Thomas I. 
Faussett, Howell, Mich. 2 








AUCTIONEER V. C. Kelley; know 
your auctioneer by his past per. 
formance; nine successful sales in 
the past year; just closed, highly 
successful sale for Seidensticker 
Jeweler, Hamilton, Ohio; sold iin 
$100,000 for Brackins Jewelry, Pep. 
sacola, Florida; 20 years’ experi. 
ence; best references. Wire or write 
V. C. Kelley, 1631 Coventry Rd, 
_— Ohio. Formerly Chicago, 
ill. | 








WANT to sell out; we will conduct 
flat sale or auction, or buy your en- 
tire stock and fixtures for cash; have 
more than 500 letters on file from 
jewelers endorsing our methods of 
operation; highest bank and trade 
references; for immediate action, 
write, wire, telephone. Earl Wilson 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephones 
PLaza 8-2110-2111. 








ARE you going out of business; I can 
guarantee you the cost of your mer- 
chandise with my personally con- 
ducted auction sale; no sale too 
large or too small; I will also pay 
eash for your entire store with or 
without fixtures; write for my prop- 
osition; all correspondence confi- 
dential; best of references through- 
out past 30 years. Harry Weisz, suc- 
cessor to Herman Nathan, 59 E. 
Madison St., Chicago Ill. Dearborn 
1684. 


MR. JEWELER, if you want to retire 
from business, or if you would like 
to get rid of your surplus stock, for 
which you paid high prices, and 
which can be replaced for less to- 
day, let me show you how it can be 
done, with one of my dignified auc- 
tions; I guarantee that there will be 
no loss and that your prestige will 
even be enhanced in your commu- 
nity; or if you want to sell your 
stock outright, I will buy it at the 
highest price; write or wire for de- 
tails ; all correspondence strictly con- 
fidential; bank and trade references 
on request. M. C. Maxwell, 1429 
Boardwalk, Atlantic City, N. J. 





—_—_—_—_--— 





WOULD you like to retire from busi- 
ness now or after Christmas, if you 
were given a responsible guarantee 
that your stock, accounts and fix- 
tures would be sold for more than 
the wholesale cost; our service will 
secure a cash buyer for your store 
as it stands today as a going con- 
cern; your good-will and lease will 
sell for cash the same as your stock; 
we are not stock buyers, but one of 
the oldest exclusive jewelry brokers 
in business ; unquestioned bank ref- 
erences; also references from clients 
who have used our services recent- 
ly; no store too large or small to 
use this service; write for competent 
appraisals and complete details 
without obligation. McRae & Shaw, 
168 N. Michigan Ave. Federal Life 
Insurance Bldg., Chicago, IIl. 





284 


THE JEWELERS’ CIRCULAR-KEYSTONE 








cA ALL TD 
Wanted to Purchase 


_ 
—_—_—— 








CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
Ww. Fifth St., Los Angeles 13, Calif. 





+o 

WANTED; by large manufacturing con- 
eern for export only, findings in brass 
and silver, for use in manufacturing, 
proceches, bracelets, earrings, necklets, 
ete. Write “‘N., 1893,” care J C-K. 





a senaiine 

VETERAN trainee wants good _ used 
standard make lathe, chucks, pivot pol- 
isher, Slide rest, faceplate, bezel chuck, 
wheel cutter. Lester Engle, 34 S. 17th 
St., Philadelphia, Pa. 





7 ae 
HIGHEST prices for old watch move- 
ments, 0 to 18 size preferred; check 
mailed immediately; estimate subject 
to your approval. Chicago School of 
Watchmaking, 1608 N. Milwaukee Ave., 
Chicago 47, LI. 





WE purchase everything in the watch 

and jewelry business; merchandise, 
tools, materials, movements, precious 
metals; satisfactory treatment guar- 
anteed; references. Bengal Co., 8910 
Venice, Culver City, Calif. 


Watch Work, etc., for 
the Trade 


WATCH repairing for the trade, price 
list and reference upon request. M. J. 
Gallo, 922 N. Plum St., Lancaster, Pa. 

















CUTTERS for watch and clock wheels; 
send sample wheel for matching cut- 
ter. C. B. Keller, 344 N. Hilton St., 
Baltimore, Md. 





WATCH repairing for the trade; prompt 
service and reasonable prices; work 
guaranteed. G. Edward Fleisher, P. O. 
Box 944, Lancaster, Pa. 


BOSTON, Mass.; reliable watch repairing 
for the trade; timed on Western Elec- 
tric Watchmaster; five-day service; 
prices and references upon request. 
Lucerne Watch Repair Co., 333 Wash- 
ington St., Room 321. 





WATCH repairing for the _ trade; 
quick service guaranteed; years of 
experience; reasonable prices; write 
for further information. Elgin 
Watch Repair Shop, 82 So. Grove 
Ave., Elgin, Ill. 





MWXPERT watch repairing; we specialize 
in mail order; 10-14 days’ service; all 
watches timed and tested by the latest 
Western Electric Watchmaster; time 
charts for each watch will be supplied 
upon request. L. Z. Orin, 2 Ellwood St., 
New York 34, N. Y. Lorraine 7-1261. 





WATCH and jewelry repairing, beads 
restrung; watch case repairing; 24 
hour crystal service; all watches 
timed by electronics; cases cleaned 
and polished; jewelry work finished 
like new; since 1919 a dependable 
place for satisfactory work; full in- 
surance coverage. Harvey Jewelry 
Co., 205 Cleveland Ave., N. W. 
Canton, Ohio. 








HIGH grade watch repairing; moderate 
prices; work guaranteed; all watches 
tested on newest Western Electric 
Watchmaster; established 1913. ' 
Marinoff, 170 Broadway, New York 7. 





CAREFUL, honest watch repairing for 
the trade, moderate prices; out-of-town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St., New York City. 
Phone Lu 2-3163. 





BALANCE staffs to watch, $2; order and 
balance staff and/or mainspring, $4; 
guaranteed; mail orders and estimates 
solicited. Howard Simon, Box 116-C, 
Central Islip, L. I., N. Y 





CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watchmaster 
for accuracy. Frederick Lowey, 48 W. 
48th St., New York 19, N. Y. 





HAROLD FREEDMAN, specializing in 
chronographs and wrist watches; 
quick, reliable service; references 
and price list upon request. 1941- 


60th St., Brooklyn 4, N. Y. 


COMPLICATED and plain watch repair- 
ing; chronograph cleaning $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 


CHRONOGRAPH and watch repair- 
ing; for the finest grade in work- 
manship. Joseph I. Small & Son, 
17 Cheney St., Roxbury, Mass. “For 


over three generations.”’ 




















DAVID MIGDAL and Co., 109B Summer 
St.. Boston, Mass.; expert and guaran- 
teed watch repairing; prompt service ; 
reasonable prices; mail orders invited ; 
chronographs our specialty; price list 
on request. 


TWENTY-FIVE per cent discount intro- 
ductory offer; take advantage of this 
introductory offer and let us give you 
25% discount on the first five watches 
you send us; let our 17 years’ experience 
prove to you that you will get watch re- 
pairs of the highest quality; we are 
chronograph and repeater specialists ; 
each watch is timed and tested on our 
Watchmaster before leaving the shop; 
member of the Jewelers Board of Trade; 
price list upon request; our work is 
good, we want you to know it; send us 
your trial order now. Perfect Watch 
Repair Service, 323 W. 5th St., Room 
306, Los Angeles 13, Calif. 


ad 





TWENTY-five years of experience in 
fine watch repairing; our staff of 
thoroughly experienced mechanics 
assures you of the finest quality 
craftsmanship; services include re- 
pair on chronographs, vibrate hair- 
springs, and all types of compli- 
cated watch repairing; our Watch- 
master machine assures you ac- 
curate timing; work guaranteed; 
prompt delivery of five to ten days; 
price list upon request. H. Spiel- 
man Co., 9 Maiden Lane, New York 
7, N. Y. WOrth 4-3377. 








Special Order Work and 
Repairs for the Trade 








BEADS of all kinds restrung by experts 
for the trade; reasonable prices and 
prompt service; bonded. Rankin’s Pear] 
House, Box 1384, Beaumont, Tex. 





PEARLS and beads restrung; rosaries re- 
paired by experts for the trade; right 
prices ; prompt service; monthly billing. 
Woodman’s, 55B Eddy St., Providence, 
R. 





BEADS restrung, all kinds; expert work; 
materials and clasps furnished ; 48-hour 
service on mail orders; 40c postpaid ; 
free estimates. Betty King, 524 Addi- 
son, Chicago 18. 








BEADS restrung; all style beads restrung, 
plain or knotted; prompt service; can 
furnish references. Mrs. Helen E. 
Stump, 202 State St., Shillington, Pa., 
near Reading. 





MOUNTINGS for cameos, brooches, pen- 
dants, earrings, etc., made to your speci- 
fications ; free estimate ; prompt service; 
satisfaction guaranteed. C. Merle Dubs, 
Manufacturing Jeweler, 231 North St., 
Harrisburg, Pa. 





JEWELRY repairing and special order 
work for the trade; finest workmanship ; 
one day’s service on sizing and minor 
repairs; no job too small, no job too 
large. gg Mfg. Jewelers, 11 
John St., New York. 

LAPIDARIES; stone jobbing service; fast 
delivery ; out of town work welcomed; 
we cut from rough, improve gems, fancy 
onyx; all repairing. Empire Gem Co., 
25-10 Bridge Plaza, S., Long Island 
City 1, N. Y. Stilwell 6-2541. 

EXCEPTIONALLY fine workmanship 
in diamond setting, hammered work 
and jewelry repairing; prompt ser- 
vice; established since 1918. George 
Apollo & Son, 38 Forsyth St., New 
York 2, N. Y. : 

JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders’ accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. — 

SILVERPLATING, gold, chromium, 
brass and nickel; jewelers every- 
where, send us written description 
of what you want plated and we 
will submit close estimate, so that 
you may quote your customers. 
Master Silverplaters, 2031 Caniff, 
Detroit 12, Mich. 

















To Let 








PART of office to rent in jewelers build- 
ing; watchmaker preferred; $50 per 
month. 71 Nassau St., Room 803, New 
York City. 

PEARL stringer; if you are in need of 
office space, then contact me; finest 
uptown Fifth Avenue location; the rent 
to you would be very interesting. Ad- 
dress “V., 1953,” care J C-K. 








Information Wanted 








ATTENTION; Mr. Nick Nicatas; please 
get in touch with me at once; anyone 
knowing the whereabouts of the above 
person, please contact me. Herman L. 
Wild, Manufacturing Jeweler, 424 State 
Life Bldg., Indianapolis, Ind. 





Miscellaneous 








JEWELRY, silverware and plastic en- 
graving taught. ay Be Hemersbach, 
Tutor, 303 Fifth Ave., New York. MU 


A el 


4-7572. 


NOTICE; personal instruction in diamond 
setting and jewelry repair; retired re- 
tail jeweler and experienced instructor 
offers opportunity to established jewel- 
ers and beginners, to quickly learn 
these trades through personal instruc- 
tion: learn the quick and _ practical 
way; it takes the average student only 
days instead of months, under my in- 
struction; my past instruction record 
shows complete satisfaction to all; 
necessary to come to Pleasanton, Tex., 
30 miles south of San Antonio. For 
full particulars write, R. B. Whipple, 
Pleasanton, Tex. 
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“CHRISTMAS BUSINESS . .. GOOD" 


For months we have heard jewelers saying “Christmas 
Business will be good,” as though it were a foregone 
conclusion. 

Now, it’s well and good to have confidence but it’s 
asking for a dinner of crow to lay back and depend upon 
predictions. There are three full weeks left before this 
Christmas. The smart jeweler will use those weeks to do 
everything possible to insure a successful season. He will 
advertise, change his windows, watch his displays and 
impress his sales people with the importance of the wind- 
up period. 

He will not depend upon predictions, but upon his own 
aggressive efforts to make certain that this year, for him 
at least, “Christmas business will be good! 





The only consistent policy of most businesses is not! 
having any policy at all. 





TB AND U 


As you receive this issue, the National Tuberculosis 
Association will be in full swing with its Christmas Seal 
campaign. 

The principal product of the activities financed by 
these annual sales is education. 

Therefore, not only should you give financial support 
now, but you should also be alert during the year to 
signs of TB within your family and among your asso- 
ciates. 

For, though tuberculosis can today be identified, con- 
trolled and cured, 50 thousand persons every year suc- 
cumb to its ravages. 

So be generous now, be alert all year, and be forever 


benefited. 


ON ADDITIONAL PROFITS 


We have always considered it one of the duties of 
THE JEWELER’S CIRCULAR - KEYSTONE to bring you 
information on profitable new lines which will broaden 
the base of your business and extend your profits. We 
believe there are thousands of jewelry stores ready for 
just such expansion. Those are the stores which have 
organized their efforts on staple jewelry store merchan- 
dise to the point where they are getting the absolute 
maximum out of those prime lines. 

Keep your eyes and mind open to new opportunities 
provided by new lines, but be sure you have checked 
your present lines against the possibility of increasing 


288 


Chad Jar Baeclueins.. 





their volume. Have you given all of them as much display 
space as they might profitably use? Have you educated 
your clerks to know as much about them as they should? 
Have you stocked enough variety to meet all tastes? Have 
you recently devoted specific advertising to them and 
directed your customer's special attention to their pres- 
ence in your stock? 

In short, are you ready to give a new line the same 
careful and complete processes of promotion you now 
apply to your present lines? If you are, their addition 
to your business will have none of the aspects of gam- 
bling. You will know you are right. | 





A couple of sobering thoughts to temper any hopes for 
early reduction in taxes: 

Of every dollar in the government’s current appropria- 
tions, 82 cents is allocated for expenses resulting from 
past wars or for preparation against wars in the future. 

In 1925 the total cost of the Federal Government was 
less than $3 billion. Today, the cost of debt interest alone 
is over $5 billion a year. 





BLOCK THAT KICK 


The more competitive retailers become in a competitive 
market the more difficult it is for Fair Trade prices te 
stand up under the pressure. Also the more difhcult it 
is for manufacturers to keep those prices pegged in retail 
outlets. 

For, regardless of the sincere effort of the manufac- 
turer and the abiding retailer, nearly: all state laws on 
Fair-Traded items require proof that the retailer knew 
he was selling below the regulated price and that he sold 
at that lower price with intention of damaging his 
competition. 

Now the maker of quality trade-marked merchandise 
no more wants his goods used as a football in the game 
of cut-price competition than the reputable dealer wants 
his fair and honest profits kicked in the head. 

It. therefore, behooves both to team up in the light 
of a complete understanding of each other’s problems, 
and to fight together toward the common goal of honest 
prices and adequate profits. 

Both groups know the rules. 


ever flee SREP 


Editor 
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lic Clase with 
i aad \\FT-UP FEATURES 


You’ve seen Arrow and Sword tie clasps 


FORT CR y ge Et eit eas 


before but you haven’t seen any that offered 
all these features. 





j An Extension Feature—clasp not only 
fits all ties but assures a smooth, perfect 
drape to this tie. No wrinkles, no folds even 


with the widest tie. 





2 A Lift-Up Feature — which makes it easy 
to insert the tie in the clasp. Tie is clamped 


securely. 


8 Hadley Quality— you know what this 
means to your customer in uniformly fine 


appearance, assured quality. 


You have only to see them to agree they 
will be top gift items this season. Your 


authorized Hadley wholesaler is showing 
Sword Design 


Hadley Quality them now—to jewelers only. 
$3.50* 





Easy-Lift feature makes 
it easy to insert tie. Tie 


is held firmly. 





Arrow Design 
Hadley Quality 
$3.50* 


With improved Hadley 
Extension feature these 
new Tie Clasps fit any tie. 
Merely pull or push them 
to the desired width to fit 
the tie you are wearing. 





*Plus Tax 


THE HADLEY COMPANY, PROVIDENCE, RHODE ISLAND 
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